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THE TOP BUSINESS SCHOOLS: Recruiters’ M.B.A. Picks

THE JOURNAL REPORT

" Head of the class

ESADE, Michigan and Thunderbird top this year’s rankings

By RoxaLp Avsop

HE SPANISH business
school ESADE took the top
spot this year in the Inter-
national category of The
Wall Street Journal/Harris
Enteractive ranking of top business
schoals.
ESABE in Barcelona, Spain, leads
a group of European, Noxth Ameri-
can and Central American schools
in the International ranking. It dis-
placed the Swiss-based IMD, the In-
ternational stitute for Manage-
ment Development, which had been
No. 1 for two straight years.
Besides the International rank-
ings, fwo other rankings focus on
U.8.-based schools. The University
of Michigan reclaimed the No, 1
spot from Dartmouth Coflege inthe
WNational ranking. And in the Re-
gional rankings, Arizona’s Thunder-
bird toppled Purdue University

Mr. ALSOP, A WALL STREET JOURNAL
NEWS EDITOR, WRITES TEE MONTHLY
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CONTRIGUTING EDITOR OF THIS REPORT.
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from the top position. (See U.S. Ma-
tional and Regional rankings on
page iL}

ESADE and Thunderbird share an
international focus and are partners
through & dual-degree program of
study at bothschools. And recruiters
say they prize Michigan graduates
because they can conaect theory

the covporate recruiters.
who hire their M.B.A. graduates.
What differentiates each ranking is
the fype of recruiters the schools at+
tract. But the ratings of all 85
schools across the three rankings
are based on how recruiters evala-
ated them on the same 21 at-

tribates, as well as the recruiter’s
intention to retwrn and hire a
school’s graduates over the next
WO years, '

In addition, the rankings in-
clude a “mass appeai” factor, which
is the number of recruiters that the
U.5. National and Regional schools
atiract. For the International rank-

with practice. ing, the mass-appeal measure was
Acorunitment toethicsandcor-  changed this year so that schools
porate social responsibility distin-  canqualify for it ondy if they attracy
-guishes al three of the top-ranked  recruiters who place a large mm-
schools—f{rom ESADE’s ber of their graduates in
“Chaistian  humanism” jobs outside the (15,
tradition of management (RIS Harris Interactive con-
education to Michigan's Online Today: ducted the oniir_:e survey
e s o e | owonusean | 2L RO T
oath of ethical conduet intesactive toot in 20(3'5) from Dec. i3,
signed by Thunderbird ;ﬁﬁggﬂsﬂc’;ﬁ: 2008, to March 16,
SO ronngs | e | 200 pondents
measure how appealing cam’:::;::‘ where they said they had
business schools are to com/1 recent recruiting experi-

ence, To qualify for any
of the three rankings, a school kad
to receive at least 20 recruiter rat-

ngs.

The rankings aren't necessarily
a reflection of the schools with the
mast celebrated academic reputa-
Hons. Although the 21 attributes in-

INTERNATIONAL RANKING

This ranidng, a mix of European,
North American aret Centrat
American schools, is based on
how tecrulters rated each school
an 27, atiributes, their future
plans to recrut there, and the
number of companies hinng a
high percentage of the schotl's
graduates for Jobs oulsice the
U.5. Because of a methodology
change, this year's ranking can-
not be compared with last year's
results.,
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clude the curriculum and faculty,
academic quakity isn't the primary
concern of most survey respon-
dents. Instead, they care most
about the M.B.A. students’ interper-
sonal and commaunication skills,
teamwork orientation, personal

. ethics and integrity, analytical and

problem-solving  abilities, and
work ethic.

That helps explain why some of
the most renowned schools, such
as Harvard and Stanford, don't
rank as highly in the survey as their
academic stature might suggest,
While recognizing the brainpower
of their students and faculty, re-
cruiters complain that they offen
find graduates of some of the most
prestigious institutions more arre-
gant and less collegial than the
M.B.A.5 they meet at other schools.

Some of the large, efite schools
also don’t seem to enjoy as many
close, personal relationships with
recruiters as smaller M.B.A, pro-
grams do, and their career-service
offices tend to receive lower scores
for customer service,

Qverall, the survey respendents
appeared happler with the schools
this year, giving generally higher
ratings on the 21 attributes and indi-

cating that they plan to continue re-
cruiting at the same schools, More
than haif of the recruiters said they
believe the quality of M.B.A, gradu-
ates is the same or better today
compared with past years.

More jobs at higher pay

Companies are hiring far more
M.B.A.s~and at kigher salaries—
than a few years ago when demand
dropped dramaticaily. In the sur-
vey, nearly a quarter of the respon-
dents said they would pay starting
salaries of more than $100,000
{€£79,000) this year, compared with
17% in 2005, .

Even with the markedly better
joh market, recruiters say students
haven't become too greedy or de-
manding--at least not yet.

“This year may have been the
sweet spot,” says Maury Hanigan,
who runs an M.B.A. talent-scouting
service for companies. “Students stilt
felt hungry, so you dide’t see a lot of
arrogance, and companies made bet-
tey, but-not outlandish, offers.”

Generally, she adds, companies
were pleased with the students they
hired.

international ranking

The nternational list includes
nine schools from the two B.8. rank-
ings, along with nice Eurcpean,
three Canadian and three Latin
Amgrican schools.

‘While Europe’s ESADE, IMD and
London Business School dominate
the top end of the ranking, the
Amtericas claim the other seven
spots in the top 10. In addition to
Thunderbird, Columbia and the
Massachusetts Institate of Technoi-
ogy also reeeived high ratings. So
did Canada’s University of Western
Ontario and three Latin American
schools: IPADE and Tecnolégico de
Monterrey in Mexico and Incae in
Costa Rica.

Because of the revision in the
methedology for the International
ranking, it’s impossible to make ac-
curate year-to-year comparisons.
But the top five schools remain
nearly identical to fast year’s group.

At ESADE, the top schoel this
year, ahout & quarter of the shu-
dents are Spanish; the rest come
from some 30 other countries. Most
reerviters cite ESADE’s interna-
tional culture as its greatest asset.

Close behind is the team-player
mentality of its graduates. ESADE
graduates “have the attitude to be
¢good team members in the sense
that they tend to be active listen-
ers, build on the ideas of others and
reinforce the ether team mem-
bers,” says Beatriz Olvera Arias, di-
rector of uman-reseurces develop-
ment at TUI Espaita, 2 travel com-
pany. “What you find in the ESADE
profile is more of a willingness to
cooperate with others, even if they
are competiters in the market,
thar to compete against them.”

No, 2 IMD is one of the worid’s
most distinetive schools, with its
highty selective boutique M.B.A.
program that grooms experienced
maragers for senior jeadership po-
sitions. IMD graduates are espe-
cially valuable to companies that
don't put M.B.A.s through a struc-
tured iraining program.

“We need people to learn fast
and make an impact as 5con as pos-
sible,” says Lawrence Ganti, a direc-
tor of market development at bio-
tech firm Sercno Infernational.
“The past management experience
of IME’s M.B.A. students means we
do ot have to bady-sit newbies -
back inte the business world.” &
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This ranking is based on how recruiters rated each school on 21 Based on how recruiters rated each schoot oh 24 attdbutes, their future plans 1o recruit there, and the number of respandents
attributes, their future plans to recruit at the sehool, and the num- who had recruited there recently. These schools draw many of their recruiters from the Tocal region.
ber of survey respondents who said they had recruited recently at
the school. These schoots enjoy a national seputation and tend to 2008 RANK 2005 RANK  SNIVERSIEY (BUSINESS SCHOOL) 2086 RANK 2005 RARK SCHOOL}
draw recruilers from many of the same companies, usually targe 1 4 Thunderbird {Garvin) 27 14 Fordham University
national and multinational firms that Py high starting salanies, 2 3 Ohic State Un&vmity (Fisher) 58 P University of Natre Dame (Mend N
2006 ANK 2005 RANK  URNERSITY (BUSINESS SORGOR) 3 B Brigham Young University (Marriott} 29 20 Snuthern Methodist University {Cox)
1 2 University of Michigan {Ross) od 1 Purdye Unjversity (Krannert) 30 40 Aizona State University (Carey}
2 i Dartmawth Gofega (Taok) 5 2 Michigan State Unlversity (Broad} 3t Texas ARM University {Mays}
3 3 Camogie Metion University (Tepper) e Ly Unlversity of Rochester {Simon) 3z 26 Uinlversity of Utah {Eccles}
4 8 Columbla University 7 T Wake Forest Unlversity (Baboook) 33 University of Arizona {Eiler)
8 is University of Maryland {Smith) 34 44 University of Callfornia, Davis
L3 T University of California, Berkeley {Haas) Py - Loutslana State University (Ourso) - - Babson Colege (. Ofin]
6 4 Northwestern University (Keflogg) 10 13 University at Buffalo,/SUNY 8 25 Washington University {John M. Olin)
1 S University of Pennsylvania (Wharton) 13 18 Toxss Christian University (Neeley) 97 31 Boston Unlversity
8 8 :ﬁ‘e';:‘:‘:g’a;:""f"" Carolina, Chapel Hill 12 8 Unliversity of Danver | ) 38 38 University of Callfornia, rvine {Merage)
P 5 Yaio Univeralty 13 a7 University of Florida (Warrington) 39 - Rutgers, the State University
14 10 University of Miami of New Jersay
10 12 ?;?:::;h“““s nstitute of Technology 15 11 indiana University (Kelley) o 3 y of Minnesota (Carison)
T 13 University of Clricaga 16 16 University of lowa (Tipple} 4 31 Cooge Washington Univorsity
12 7 ke University (Fugua) 17 19 College of Willtam and Mary (Mason) Az 45 Georgia Institate of Ti 2y
13 11 University of Virginia {Darden) 18 38 University of Texas, Austin (McCombs) 43 3a University of Georgla (Terry)
i9 38 Georgetown University {McDonough) 44 - Boston College (Carroll)
14 14 Harvard Unbversity 70 17 Emory Universlty {Goizueta) a5 - P dine University {Graziatio}
id 10 ... Driversity of Southern Caltfornia {Marshatl) 21 21 Vanderbit University (Owen) 46 37 University of Pittsburgh (Katz)
18 18 ..Comsf University {Jofinsan) 22 36 university of Weshington 47 42 University of Minols, Urbana-Champal
17 16 New York University {Stem) 23 3 Pennsylvania State University (Smeat) a8 a1 University of Coiorado, Boutder (Leeds}
18 15 Stanford University 24 23 University of Tennessee, Knoxville 49 - University of South Garolina {Moore)
13 39 University of Californla, Los Angeles 25 34 University of Wisconsin, Madison 50 - Baruch Collegs/CUNY {Zickiln)
(Anderson) 26 22 Rice University {Jones) 51 - University of Connecticut
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THE TOP BUSINESS SCHOOLS

Show me the money. Plus...
At top-ranked ESADE in Spain, the teaching mission
is part economic, part social responsibility

By RoNALD Avsop

ARCELONA—As an

M.B.A. student at ESADE

Business School in 1990,

Ferran Soriano learned

about corporate social re-
sponsibilify in some of his conrses.
It didn't seem terribly relevant to
his career plans, and some of his
classmates felt it was an outright
waste of time,

But more than & decade fater, af-
ter hecoming a wice president of
Fiithol Club Barcelona, Mr. Soriano
could still feel the school’s influ-
ence. “My exposure 1o social re-
sponsibility at ESADE really did
prove useful; over time it has given
me a muck better perspective on
the world,” he says. “Thave come to
believe that there’s nothing worse
than focusing solely o tomorrow’s
profits.”

He proudly notes, for example,
that FC Barcelona plans to donate
money to Unicef and put the Unicef
symbol on soccer players’ jerseys
instead of signing a multimillion-
dollar corporate sponsorship agree-
ment, “With soccer becoming glo-
balized, we have to attract fans
arownd the world and need a clear
brand positioning,” Mr. Sorianc

says. “In addition to car reputation
for spectacular soccer, we have de-
cided that we aiso want to stand for
social commitment.”

Before the crowd

ESADE, the No. 1 school in this
year’s Wall Street Journai/Hayris
[nteractive International ranking,
embraced social responsibility
long before it became fashionable
in M.B.A. programs.

: Established by a group of Jesu-
its and lccal businessmen in 1558
during the dictatorship of Fran-
¢iseo Franeo, ESADE has always

viewed its mission as both eco--

nomic and secial, with a mission
statement that calls for “fementing
the transformation of society to-
ward higher levels of justice and
freedom” and teaching about “the
dignity of the human being” and
“values based on Christian haman-
ism.”

“ESADE needed to help build
management skills and create eco-
nomic weaith in Spain, but it also
had toteach social values as part of
transforming Spain,” says Ignasi
Carreras, director of the schaol’s
center for social entrepreneurship
and responsibility. .

The schoel’s humanistic ap-
proach 0 management education

appeais fo many of the recruiters
in the Journal survey. Carlos Pas-
cual, a survey respondent and se-
nior vice president at an instru-
mentation laboratory, is most im-
pressed with BSADE students’ hon-
asty and integrity. “Our experi-
ence is that students coming from
ESADE are peopie you can trust,”
he says. “This is a key point for a
company that invests time and
money to train them i become
managers.”

In the survey, ESADE scored
highest for students’ teamwork, an-
alytical and probiom-solving abili-
ties, communication and interper-
sonal skills, and international
knowledge and experience. It re-

- cedved its lowest ratings for previ-

ous work experience, experiential
learning jn the curriculurn, and fac-
ulty expertise.

Recruiters' concems

Although ESADE admits many
older students, recruiters complain
that they often lack the right kinds
of work experience.

“The people I interviewed from
ESADE had worked for three years
or less and did not have any mana-
gerial experience, with the excep-
tion of ene of them, and therefore
they looked a little immature,”

says Nieves Liste, a snrvey respon-
dent and forensie-audit manager
for Tyco International. “Myself, 1
aisohave an M.B.A. degree, and my
studies gave me a great founda-
tion. But motivating people and
dealing with senior people in the
organization, that yeu can only
learn on the job.”

Like many of the recruiters, sti-
dents say they were attracted to ES-
ADE because of its collegial, team-
oriented culture, Biair MacLaren, &
lawyer from Scotland, decided to
enroll in ESADE's 18-month M.B.A.
program because of the “personal
touck” during the admissicns pro-
cess and the opportunity te gain
teamwork experience.

“Ilike to be forced to work with
people I may not get along with so
well,” ke says. “Some teams at ES-
ABE are complete disasters, some
are complete successes. The ideais
that being ir the workplace, you're
not gaing to be able to control who
you work with,”

ESAPE's iocation on the Medi-
terranean Sea in one of Europe’s
most cosmopolitan cities is alse a
drawing card,

A ‘dream city’

“It's a dream city with the
beaches and mountains,” says

Malysa Martin, a French stident in
ESADE’s fast-track one-vear
M.B.A. program and a former man-
ager for Hewlett-Packard. “Some
studentsin my class find it frustzat-
ing because they don't have
enough time to enioy Barcelona”
ESADE aiso has faciiities in Madrid
for its executive M.B.A. degree and
other executive programs and in
Buenos Alres for executive educa-
fon,

“he school remains closely con-
nected to the cultural and business
community in its home region of
Catalonia. For instance, professors
have written a case study of the fi-
nanciai turnaround of FC Barce-
lona, and Mr. Soriano speaks about
the seccer club’s strategy to stu-
dents.

Silviva Sveienova, assistant
professor of strategy and entyepre-
neurship, explores Spanish creativ-
ity in her research and teaching.
She has studied film director
Pedro Almoddvar and chef Ferrdn
Adri¥’s acclaimed EI Bulli restan-
rani on the Costa Brava, writing ac-
ademic papers on their creativity
and discussing their techniques in
classes.

“Students can learn from the
way people like Adria and Almodo-

Please turn fo page 13

ESADE

Annwal room ard baard. . ... .. $16,272
W PROFILE OF FULLTIME STUDENTS

.............. £50 {maan)
N.A {median)

Years of full-time
Work eXperence. .. .. ... ... 4.5 {mean}
..................... N.A (median)

WOLASS OF 2005 EMPLOYMENT DAER

# Porcontago of Job-souking
fult-time graduatos who:

Raceived ofers prior to or within three
manths of graduation, . ... ... .. 2%

Actepted affers prior to or within three
manths of graduation . .. ... ... L. 92%

# Avorage compensation of fulliime
wha

Annuai base satary. ... .. ... .. §71,552

ESADE ON ESADE i:“;"g BOMUS .o :ig'ﬁg
(Dats providad iy ESABE Business School)
WA ol hn | TCampanies biring the most 2005
BA, envliment ..., . e e .
Fulfime ...................... 186

dent, opetations and Regnce, £7 Burcelong

.+ "Needs fo improve relationship and

B Yhree of the most famous gradu-
ates of the M.B.A. program

JAVEER FERRAN, cfass of 1978, partner,
tion Capital

(SNAGHY FONTS, Class of 1982, vice presk
dert and general manager, inkjet supplies,
Hewtett-Packart

FERRAN SORIANG, class of 1980, vice presi-

THE RECRUITERS SPEAK

# EBADE™s mroat impressive featuras
“Integrity and hopesty”

“The international envirenment”
“Great team workers”

B ESADE s major shortcomings

cooperation with companies™
“Work experience is not that high”
“Lack of reputation in the 11.8.7
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ESADE

Continued from page 12

var organize and manage,” she
says, “Adrid, for example, must
take a disciplined approach to cre-
ativity in his laboratory, generat-
ing new ideas ina systematic way
because every year he needs to
surprise his diners with new
dishes.”

‘While retaining a Spanish favor,
ESADE wants to be perceived as an
internationai player, too. It had tra-
ditionally atiracted applicants pri-
marily from Spain and Latin Amer-
ica with little work experience, but
about seven years age, it began an
overhaul of its full-time M.B.A. pto-
gram that raised admission stan-
dards and resulted in more diver-
sity. The new focus onquality rather
than quantity reduced class size by
about ane-third.

Higher standards

ESADE required more work ex-
perience, higher Graduate Man-
agement Admission Test scores

classes in both English and
Spanish. Some people at the
school also speak thelocal lan-
guage of Catalan.

Today, students represent
some 30 countries, with only
about a guarter of them from
Spain. The facwlty and adminis-
tration have become more mal~
ticultural, as weil,

Now, ESADE is concentrating
more on prospective students in
Asia as it gradually expands full-
time enroliment to provide re-
cruiters with a greater choice of
candidates.

“Our international brand
awareness has grown,” says

tional companies like Johnson
& Johnson.

In its global guest, ESADE
has established ties with about
190 universities in other coun-
tries. Last year, for example, it
formed an alliance with Bab-
son College in Wellesley, Mas-
sachusetts, that entails stu-
dent exchanges and faculty col-
laboration in the field of entre-
preneurship,

Partnership with HEC

Even more far-reaching is its

new partpership with HEC

School of Management outside
Paris, which will encourage ex-

Dean Xavier Mendoza, “but tensive faculty and student inter-
there’s still much work to be action and cooperation between
done, especially as their alumrd associa-
we try to develop re- tions.
lationships  with T hool h The schools hope
more corporate re- i to benefit from each
cmit‘ers.”(l:"omn in- ,e s¢ QO asanewp armerShlp . other’s strengths, Dr.
terview with bean  with HEC School of Management in ~ Mendoza says, with
Mendoza, please HEC providing the tal-
see page 14.) ] 1 ent of its finance fac-
pagens) France, which will encourage ent o s finance fac.
piaced  “account and ESAPE sharing

managers” in the

facuity and student interaction,

its expertise in corpo-

LS. and Britain to

rate  responsibility.

and greater English proficiency.  cali onmore compa- “This will help both
The one-year M.B.A. program i3 nies and is considering a similar rector of career services, ESADE  schools become stronger players in
taught entirely in Englisk, while move in Asia, has attracted notice from some of  the global MB.A, marketplace,” he

the 18-month format includes Recently, says Comilade Wit, di-  the majlor banks and from multina-  says. “We're both small, so we

needed to combine our resources to
gain size.”

Budget constraints have
forced ESADE to rein in its ambi-
tions. The sharp drop in full-time
enroilment reduced tuition reve-
nae, ang uniike many other busi-
ness schools, ESADE can’t count
on contributions from alumni and
companies to fund new research
centers, scholarships and facuity
appointments.

Currently, the school relies
mostly on students’ tuitions, with
less than 3% of its revenue coming
from donors.

Fund-raising program

ESADErecently launched a cor-
porate fund-raising program,
with the goal of collecting 8% of
its reverue from gifts by 2010
But Eugenia Bieto, corporate dep-
uty director general, expects that
“it won’t be easy at all here in
Spain.”

Companies are more inclined to
donate to sports teams and the arts
because they get better brand expo-
sure, she says. “They want some-
thing in return for their invest-
ment, so we're trying to convince
them to fund business schoeols be-
cause they need to recruit our stu-
dents and can gain knowiedge from
our faculty.” B
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Back to school

ESADE puts more emphasis on educating executives

By DERBORAH STEINBORN

SADE “BUSINESS School
was established in Barce-
lona in 1958, and devel-
oped early on a focus on
executive  development.
With over 45 years’ experience, it
continges to forus on development
of basiness leaders, their teams
and organizations. More than
46,000 executives have joined the
school in various program capaci-
tes. 4 second campus in Madrid, fo-
cusing exclusively on executive-ed-
ucgtion programs, atiracts more
than 1,200 participants each year.
ESADE also has academic facilities
in Buenos Aires and Casablanca,
The Wall Sireet Journal re-
certly spoke with ESADE Dean
Javier Mendoza, who is also a 1984
M.B.A. graduate of the sehool.

THE WALL STREEY JOURNAR: In addition
to presiding over ESADE ag dean
since 1992, you received an M.B.A.
from the schoo! back in 1984, How
has the business school evolved
since then? What are the three big-
gest differences at ESADE between
then and now?

ME. MENDO2A: There have been a lot
of changes. First, we've internation-

Ms. STENBORN 1S 4 WRITER IV
HAMBURG. SEE €AN BE REACHED AT
REPORTS@WSLOOM,

alized a lot, ESADE was one of the
co-founders of the CEMS alliance,
the Community of Enropean Man-
agement Schools, which got
started ih 1992, That same year, we
jaunched the English section of the
full-time M.B.A. pro-
gram at ESADE. And in
1995, both our Ph.B. pro-
gram and the law school
were founded,

$0 the degree of in-
ternationalization that
our schooi has achieved
over the past decade—
both in the MB.A. and
the PhJ). programs—
has been significant.
We have hired many in-
ternational faculty
members and created
an international advi-
sory board.

The importance of ex-
ecutive education
within the portfolio of programs at
ESADE has grown sigrificantly as
weil. In that realm, more and more
ESADE is serving international com-
panies’ needs for management de-
velopment. This is a8 major differ-
ente between then and now. In the
1970s and *80s executive education
was just a minor element. Now, it
comprises 46% of our revenues,
making it the second-largest reve-
nue generator at ESADE,

Thirdly, there’s machmore insti-
tutional emphasis placed on re-

Xavier Mendoza

search and the role of research at
ESADE today. There’s been major
change in the resources aflocated,
the type of research conducted,
and its role in career promotion
and the iike.

wst: ESADE Is a univer-
sity-based  business
school. What would

challenges faced by
such business schools?

MR MENDOZA: The Bolo-
gna Process [which de-
fines 14} action lines to
develop a common Ew-
ropean  higher-educa-
tion area) will certainly
mean--for all Buropean
university-based busi-
ness schools—that we
need to rethink our
portfolios.  Bologna
gives the opportunity
for schools to offer new Master's or
Master's of Science degrees, tar-
geted not just at the national mar-
ket but Europe-wide and even
broader markets. This is a very sig-
nificant opportunity, but it alse has
consequences on other program of-
ferings. There’s & need for careful
¢ of how to rebalance the
portfolio, not just at ESADE but at
al! university-based b-schools,
Another chalienge common to
university-based business schools
world-wideis the issue of managing

A

you say are the rain

diversity. Many have full-fledged
business-program portfolios. And
that means that we are delivering
programs to a wide variety of audi-
ences ard participants. Managing
effectively this diversity poses chal-
lenges in terms of organizational
structure and decentratization.

We are restructuring into strate-
gic units row. We have divided pro-
grams into bachelors and masters
units, an M.B.A. unit and an execu-
tive-education unit. Manraging
these deceniralized structures is a
challenge. Managing the tensions
between faculty and with respect
to resource allocation is something
that in all the institutions 1know is
one of the major areas of attention.

Fhe other chalfenge is faculty
management, We have a single fac-
wlty body but our grofessors are de-
ployed across the different pro-
grams. You can’t expect a faculty
member to be an excel-

evant content for executives.

Wik You have cooperation agree-
ments with more than 100 other uni-
versities and business schools on
five continents. That's a lot of alli-
ances. Do you have plans to further
expand this international network?

MR, MENDOZA: The large majority of
our ceoperation agreements are
for student exchanges at both the
bachelor and the MB.A level So
the number is large simply because
so many students enter exchange
programs in any given year. Almost
80% of our undergraduates go
abroad, and 40% of our M.B.A. stu-
dents do the same. So we need alot
of partners tooffer our students op-
porfunities for exchange,

TFhat said, it’s clear that in the
Iast 10 years there’s been a trend to
engage into more and deeper alh-
ances due to globalization. In that

sense, ESADE has very

fept teacher in afl arens, AR few aliiances that we can
S0 a certain degree of in- call really strategic. On a
formal specialization 8¢- | fatking potwts: consortium  level, we
cording to the type of stu- WS)com have our alliance with the
dent audierce is re- subscrbers ban 17 schools in the Euro-
quired, and this is alse a see additional pean alliance of schools.
challenge, At the same questions asé On a more bilateral level,
time, it's an advantage be~ answers, at HEC in Paris is a major
cause iE's much easier to W5i.com/ partner, as are George-
accommodate research- Reports town University’s McDon-
ted faculty members ough Sckool of Business
when you have a masters and Babson College inthe
or Ph.D. program than if you are  U.S. But certainly schoois are very
maostly execative education. selective in engaging in strategic al-

WSk ESADE has a recognized strong
suitin executive fraining. How does
business education for highly
placed executives differ from that
designed for 28-year-vld M.B.A
candidates with just four or five
years’ experience?

MR, MENDOZA: The difference is both
in focus and in learning methods
and approach. The M.E.A. is much
more focused on foundations of
management theory and. practice
in the current age. The M.B.A. edu-
cation alsois focused on feadership
development. That's why it's so im-
pertant for there tobe activities re-
garding teamwork, systematic as-
sessment and coaching in the
course of the M.B.A. program.

in executive educaton—espe-
ciaily for very senior executives—
there is aiready a long experience of
leadership among participanis, 50
the focus is much more on helping
them to reflect on their own prac-
tice as well as focus on their own per-
sortal development. This is alsowhy
coaching is really weil received and
highly demanded by companies in
the area of executive education.

Wai: Whatt can M.B.A.-Griented pro-

grams learn from executive educa-
tion, and vice versa? How much col-
iaboration is there between your
MBA and executive-education
programs—particularly in Hght of
the fact that they take place sepa-
rate carnpuses in Barcelona and
Madrid?

MR, MENDOZA: Our Madrid campus
does indeed focus solely on execu-
tive education, but we offer execu-
tive education on al} three of our
sites—Barcelona, Madrid and Bue-
nos Aires. In a sense we've become
a smali multi-campas facility for
this area. And there are very strong
synergies between the areas of exec-
utive education and M.B.A. educa-
tion, Facuity research even in the ex-
ecutive-education reaim can trans-
late into advanced courses in
M.B.A. electives. And oftentimes
faculty, after one or two rounds
teaching an M.B.A. course, Can con-
dense such a4 course into a format
for cur executive-education offer-
ings. In a sense the M.B.A. is there-
fore an experimenting ground, io
make the transiation from the lagest
academic thinking into business-rel-

Hances because there isa lot of time
and effort invoived,

One geographic area where
we'd like to further develop is Asia.
Students are more and more inter-
ested in the region. Recruiters, as
well, are requesting people with a
strong exposure toand understand-
ing of the realities of Asia. 50, while
ESADE already has a significant
pumbey of partner schools in Asia,
we are also working with some
Asian  business schosls to
strengthen our relations there.

Recertly, for example, we
sigred agreements with two top
Chinese schools: the Scheol of Eco-
nomics andé Management at Tsing-
hug University in Beijing and the
School of Management at Fudan
University in Shanghai.

5till, there is a fof to do in order
to fully develop an Asia strategy.
Cne of the difficulties we are fac-
ing, actually, is the strength of the
euro, Attracting students from
Asia, what with the strength of the
euro, has become a real issue. We
are trying to improve our financial
aid and scholarship offerings to
Asian students. We are also devei-
oping some executive-education
programs for students coming to
Spain from countries in the region,
particularly those coming from
China and India. .

Wi Are fhere any promising Iink-
ups in the region already?

MR. MENDOZA: Well, Tor one, we are
working jointly with the University
of Cambridge’s Judge Business
School and the Copenhagen Busi-
ness School to develop something
called the Ching Executive Leader-
ship Program, This program, al-
ready up and running, aims to-train
a new breed of senior executives
from the very largest Chinese com-
panies. Its abm is to help them to de-
velop within the global econcimy, to
move Chinese companies to take ad-
vantage of the globalizing economy
even more than they have to date.

it’s @ one-month program tak-
ing place in four intensive weeks
aver a five-year period, and it's ex-
pected to draw 160 senior execu-
tives CEOs and deputy CEOs of the
top 50 Chinese companies. Train-
ing sessions will be held alterna-
tively at Cambridge, Copenhagen
and ESADE, 8
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On top again
Michigan regained its No. 1 spot in the U.S.
National ranking, as recruiters praised its
graduates’ work ethic and professional experience

By Rovaip ALsop

AN RWANDA produce in-
fant formula as an alterna-
tive te breast milk for HIV-
positive mothers?
That was the guestion
Mark Bailey, 2 second-year M.B.A.
student at the University of Michi-
gan, and his team members tackied
tast spring.

For the group’s muliidisci-
plinary action project, Mr. Bailey
spent about & month in Rwanda in-
vestigating the suppiy of miik, soy,
vitamins and other raw materials
and found that at this point the Afri-
can nration would have o import
most of them. But he and his class-

- mates conciunded that an infant-for-

mula plant is stiil pessible and that
# could both improve the infant-
mortality rate and promote new
husiness development.
Sponsored by the Clinton Founda-
tion HIV/AIDS Initiative, the assipgn-
ment addrossed Mr. Bailey’s inferest
in both nenprofit and international
management. “With the Rwanda
project during the school vear and
my summer internship working on
strategies for Moroccan textile

firms to enter the U5, market,” Mr.
Bailey says, “I gained double the ex-
perience that many M.B.A.s get at
other schools”

The Rwanda project represents
a continnation of Michigan's com-
mitment to practical experience in
#s MLB.A. progran, aswell as arec-
ognition that it needs 1o provide
students with more international
opportunities.

Indeed, in The Wali Street Jour-
nai/Harris Interactive survey, re-
cruiters gave Michigan its lowest
ratings for students’ international
knowledge and experience. Is high-
est scores were for students’ team-
work and analytical and problem-
solving skills.

“We have succeeded in making
about half of our action projects in-
ternational, and we intend to con-
tinue to inject more international
content into the eurriculm,” says
Gene Anderson, associate dean for
degree programs at Michigan's
Raoss Schost of Business, There wilk
be more “in-eountry experiences™
beyond the action projects, he
adds, noting that students in a
course on emerging markefs re-
cently traveled te Cuba,

The Ann Arbor school bounced

back o No. I in the U.S. Nationai
ranking after a one-year absence,
as survey respondents once again
praised its graduates’ work ethic
and professional experience,

Michigan ranked second, be-
hind Harvard Business School,
when recruiters were asked to
name M.B.A. programs that suc-
cessfully incorporate practical
learning.

Bat hased on his experiences at
beth schoois, Robert Dolan, deanof
the Ross School, woulé 5o doubt
put Michigan first, A former mar-
keting prefessor at Harvard, he
says, “You sée the limitations of its
case-method approach when vou
move out of that culture,”

With  Michigan’s  action
projects, “we teach not just preb-
lem solving, but also opportunity,
innovation and creativity by giving
students projects that aren’t
clearly defined,” Dr. Dolan says.
“Seme students get frustrated and
say their project isn't well-defined,
and we say, “Yeah, that's sort of the
point.? *

‘Talking the talk’

Although Michigan tries to
avoid being pigeornholed as an anto-

motive school, its connections to
the state’s auto industry ciearly ac-
couwat for some of its appeal 1o re-
craiters.

Andrew Chien, a survey re-
spondent and president of
Ricardo Strategic Consulting,
North America, is pleased to find
M.B.As at Michigan with prior ex-
perience in the auto husiness be-
cause they bring more credibility
as cansultants.

“Tatking the talk is especially
important,” he says, “as aatomo-
tive clients move away from the
generalist consulting model and
seek specialists to assist them dar-
ing this transformational period
for the industry.”

Jeffrey Uller, another survey re-
spondent and a manager at Geperal
Mators Corp., also finds Michigan
M.B.A.s “able to speak inteliigently
on all sorts of issues facing the in-
dustry, including health-care ex-
penses, hybrid-vehicle strategy
and new vehicle product develep-
ment issies.”

Like many of the top-rated
schools in the rankings, Michigan
is considered more collegial than
competitive. Wolverine M.B.AS
are "well-prepared for the inter-
personal nature of business to-
day,” as one recruiter put it in this
YEear’s survey.

Although Michigan is a public
university, its fuition rivals what
the most elite private business
schools charge. That keeps it com-
petitive in the parsyit of top-flight,
top-paid professors. In this year's
recruiter survey, Michigan ranked
among the top (0 business schoois

for excellence in teaching market-
ing, operations management, gen-
eral management, corporage social
responsibility, strategy, account-
ing and finance.

Michigan students ‘amazing’

John Shea, a survey respondent
and marketing manager in PepsiCo
Inc.’s sports group, finds that Michi-
gan graduates fit well in the compa-
ny'’s “cross-functional and net-
worked” workplace because of
their balance of marketing and gen-
eral management skills, “Students -
are experienced, well-rounded and
personabie” he says. “The guality
and depth of candidates at Michi-
gan is amazing.”

Michigan doesn’t make the top
10 in the Journal survey for entre-
preneurship, an area the schoo} is
taking steps to strengthen. “We're
trying to put together a full portfo-
lio of courses that take the stu-
dents from identifying early-stage
husiness opporiunities to raising
venture capital,” says Dean Dolan.
One new program is the Frankel
Commercialization Fund, which al-
lows M.B.A. teams to award seed
money to students, faculty and re-
searchers with health-care and
technoiogy inventions,

Michigan is just two years away
from realizing its dream of a new
business-school building. The $145
million project, which got under
way this summer after three old
buildings were razed, will feature
new fechnology and more group
study rooms and communal space
that fit the school’s team project fo-

cus. &

MICHIGAN ON MICHIGAN

UNIVERSITY oF MICHIGAN

Stgaingbonus ... ... ... $18,102
Other icn. . $23.896

{Data provicfed by the Rass Schoof of

hiring the moest 2005

Business at the University of Wichi;

MB.A eoroliment ... ... .. .. 1,802

Fultthme . .............oo. Ll B5E

Pardime. ... .ol 228

L i18

Annuai tukthan | ..$35,929 {in-state}

............... $40,820 {out-of-state}

Anncal raom and beard. ... ... $10,366

W PROFILE OF FULL-TIME STUDENTS

GMAT seore . . 690G {mean)
... 700 {median}

Years of fulktime

work experlence. . 5 {mean)

.............. 5 (median)

@ Demographlcs

Male, .. ..

female .

Minorities . . 24%

U5, cltizens fresiderits . . 68%

Furgign nationals. ... ........... 35%

W OLABS OF 200 EMPLOYMENT DATA

= Porcantago of job-seeking

full-time graduates who:

Received oBfars prior te ar within three
menths of gradnation 80%
Accepted offers priar to or within three
months of graduation .. .. ........ B6%

B Averagie compensation of fulltime
whe ptod

Annual base safary. . ... .. .. .. $91,835

M
fultime graduates

Deloitte Consulting . . .
& Threo of tha muost fumous

f the MLB.A.
STACEY B SFEWART, cfass of 1387, prasi-
dent and CED, Fanrie Mae Foundation
STEPHENW. SANGER, cfass of 2970, chair-
man and CEQ, General Mifls
BHARAT DESAL, eiass of 1981, chairman
and CEC, Syntel

THE RECRUITEAS SPEAK

a o most Imp

“Candidates with strategic thinking
skifls and refentiess determination”

“Abundance of talent, easy to find stu-
dents who will work in the Midwest”

“Analyticat ability, plus seniar man-
agement potential”

= ‘s mafor shor i

“Too muci engineenng focus”

“Not encugh enirepreneurial spint”

“Attached to @ declining business
center-Detroit”
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THE TOP BUSINESS SCHOOLS

HOW THE SCHOOLS
WERE EVALUATED

HE WALL STREET HOURNAL/ Haris

Imeractive Business Schoo! Year 6
Survey is based on the opinons and
batavior of 4,525 MBA_reoruiters who
hire fulilime business-school graduates,
Alt intervigws were condutted onling
from Gec. 13, 2005, to March 16, 2006.
The 4,125 recruiters, who were asked to
sate schoots with which they had recent
experience, provided a total of §,657
$6hOGH ratings. To quatify for a ranking,
a sehooi needed & minimum of 20 re-
cruiter ratings.

The Schools

The universe of 1.5, schoais in
the survey was based on information
from AACSE intemationa, the major
astrediting organization for business
schools, while the universe of non-U.S,
schoois was created through discus-
sions with experts in the field of M.B.A,
recruiting.

Schools without traditiona? fuli-
time programs and those that didn't
pracduate at least 50 full-time students
in 2005 were not included in the
survey The finat sample of business
schopls efgible for ranking inciuded
185 1.5, schoois and 79 non-418,
schools, These schaols were invited to
submit#sts sad contact information of
ingividuals who recruit their students,
Sehocls that didn't send contact infor-
mation for their recruiters but stiil met
our survey critefia were eligible ta be
rated By recruiters subrmitted by ather
schools. Schools that did not partici-
pate fully in the survey but are ranked
this year inchide Harvard Business
Sehool, the University of Peansylaria
and the University of Toronte.

The Recruiters

The Walt Street Journal and Harrls
Interactive contacted racruiters by
email and/of reguiar mail. Recruiters
were asked 1o identify all schoals with
which they had recruiting expedences
since $eptamber 2004. Recruiters
identifying more than three schoois
were randomly assigred three of those
schools to rate, so that the maximum
number of schoois rated by any one
recruiter was three, Recriiters identify-
ing three of fewer schoois were asked
to rate alt of them,

However, recriiters weren't required
1o rate more than ane school, Overall,
T0% of recruiters rated ene scheot,
21% rated two, and 9% rated thres.
A5 in pravious years, business schools
didn't have control over which schoals
tacrufters chose to rate.

To ensure that only qualified re-
crulters partivipated in the survey, we
conducted & detailed audit of the re-
suits. Recristers who provided unusual
ratings were removed from the overafl
sample. Ratings from those who didn't
quakfy as a recrulter wars also re-
moved from the final resuits,

Amongd the 4,125 recruiters, 80%
wefe company smployees or managers
who engaged in M.B.A. recruiting, 16%
were human-resources professionals, and
2% were gither executive-search-firm

recruiters or Independent constutants,

The Three Rankings
Of the 264 efigible schools in the
Year G susvay, 85 received the neces-
sary 2C recreiter ratings. As in previ-
Qus years, we are publishing three
separate rankings:
» National Ranking, which includes
18 .S schools
+ Regional Ranking, which incledes
51 U.8. schoois
= international Ranking, which in-
tiudes nine .S, nine European,
three Canadian, and three Latin
American schools.
Our goal in creating the National

2nd Regional rankings was to group
scheels according to the recruiters
they shaze, based on where survey
respondents say they tend to recruit.
To create these two groups, we Con-
ducted a muitivariate analysis known
as hierarchical clustering based on
the schools that recruiters said they
had had contadt with since September
2004.

Gur goal In creating the Interna-
tional ranking was to grougp schools
according te the rumber of zecniiters
who placed graduates in postions
outside of the 1.5, or equally inside
and outside the U3,

The Ranking Components and
Calculating the Year 6 Rank

The ranking components for all
schools measered in the Year 6 survey
include three elements:

Perception: The perceptions of
the sehol and its students on 21 at-
tibutes,

Supportive Behavior: Future plans
to recruit at the school and hire s
@raduates,

Mass Appeal: For National and
Regional schools, this IS the number
of recruiters indicating that they recruit
from the schoel,

For internatienal schools, this is the
rumber of recruiters placing gradu-
ates in jebs outside the 1.5, er equally
inside and putsice the IS,

Eash of these three compongnts—
perception, supportive behavior, and
mass appeal-accounts for one-third
of the overall current-yeaf rank. The
final Year 6 rank for National and Re-
gianal schools is based on an average
of the Year 6 and Yea: 5 rank. Forin-
ternational schools and those schools
that are new to the ranking, the final
rank is based on Year € results only.

interpreting the Results

When intespreting the resulis of
{he entire sampie to The Wail Street
Journal/Harris Interactive Recruiter
Year & Survey, differences of pius or
minus three percentage points can
be considered statistcally different
at the 95% confidence level. Ratings
for each schot, however, are based
on smaller sample sizes. Though we
believe the final sampie of recruiters
wating each scheol can be considerad
representative of secruiters for that
scheol, the results based on these
smaller sample sizes may prevent
drawing conclusions about statistically
significant differences. B

Oniine Teday: For 2 mose detailed ex-
planation of the survey's methedology,
£0 to Carearlournal.cam/methodology.

For More Information: Some of the
artictes in this report are based in part
o data coflected by Hamis interactive
as part of & survey jointly developed
by The Wall Street journal and Har-

s interactive. The Recruiter insights
Reports are avallable for individual
schools to purchase through Hards
interactive. For further information
ghout the mathodology of The Wall
Street Journal/Harris Interactive Busi-
ness School Survey, please visit www.
harrisinteractive.com/bschools or
contast:

Brenda V. Roberts

Harris Interactive
1-877-919-4765
wsi_bschools@hpel armsinteractive.
com

The Waill Street Joumat is not in-
volved in the sale of Harris Imeractive
research reports, which are prepared
and sold ondy by Harrs |nteractive.
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THE TOP BUSINESS SCHOOLS

Leading by example
In the midst of its own makeover, Thunderbird -
and its worldly students top U.S. Regional ranking

By RONALD ALsop

LENDALE, Arizona—
Thunderbird, the Garvin
Schoo! of International
Management, is offering a
new M.B.A. course this se-
mester called “Leading Change and
Transformation.” The class wiil em-
phasize managing change inside
companies, but the best case study
might be Thunderbird itself.

Faced with M.B.A. enrollment de-
clines and financial strains, the
schoo] is in the midst of a major
makegver. “Thunderbird reached &
breaking point and needad new di-
rection,” says Angel Cabrera, the
school’s first foreign-born presi-
dent, who was recruited from Ensti-
sute de Empresa in Madrid to engi-
neer a turnaround.

Thunderbird had become too reli-
ant on the full-tinze MUBA. program
and foreign students, and saw sppli-
cations, particularly from other
countries, phammeet after the Sept.
11 tesTorist attacks and sharp down-
furn in the job market. With re-
duced revemie, the school ended up
in the red.

Some drastic optons were pat
on the table, including an alliance
with another schoot or even the sale
of the campus. After much debate,

Thunderbird opted to remain inde-
pendent and stay put ir this Phoenix
suburb. But its new Thunderbird
2010 strategy calls for sefling vacant
land surrounding the campus, with
proceeds being used to improve the
school’s facilities, reduce debt and
fortify its endowment.

Thunderbird also is restructur-
ing into three business units—de-
gree programs, corporate learning,
and research and knowledge—and
diversifying beyond the tradi-
tional, full-time M.B.A. with more
executive-education offerings, on-
line M.B.A. courses, customized
M.B.A.5 for Asian companies, and
new master’s degrees for students
fresh out of college.

Asit celebratesits 60th anniver-
sary this fall, Thunderbird is oper-
ating once again with a balanced
budget, thanks to the diversifica-
tion and cost cutting.

Even during these tumuituous
times, the school has consistently
piaced well in The Wali Street Jour-
nal/Barris Interactive recruiter sur-
vey, reaching the top spot inthe 1.8,
Regioral ranking this year and fin-
ishing fifth in the International rank-
ing. Characterizing Thunderbird as
poth U.S. regionat and international
may seem contradictory, bt it does
attract recruiters from both the US.
Southwest and overseas.

A multicalturat spirit clearly
pervades the campus, Students
from some 50 countries mingle in
classes, at the campus pub and on
the rugby field. During the
school's regional culture nights,
foreign nationais show off their
native cuisire, music, dance and
fashions.

Professors often refer to the
“Thunderbird mystique,” which
they describe as the adventurous
nature and worldly perspective of
students. “Our students are rest-
less explorers who can function
easily Ih any culture,” says John
Mathis, dean of faculty.

Originally named the American
Institute for Foreign Frade, Thun-
derbisd was established in 1946 on
the site of an air base used for pilot
training during World War I A
fiight-control tower and two air-
plane hangars still stand today,
amié the palm trees, cactus and
cluster of low-rise classroom and
dormitory buildings.

The military officers who
founded Thunderbird recognized
aarly on that & global economy was
developing and that managers
would need to learn the languages,
cuitares and business customs of
other countries. “Borders fre-
quented by trade seldom need sol-
diers” became the schooi's motto.

Inthe Journal sarvey, recruiters
named Thunderbird the top schoot
in the werld for teaching glohal
business skills and gave it ex-
tremely high scores for students’ in-
ternationat knowledge and experi-
ence. But Thunderbivd’s pre-emi-
nent position could be at risk, as
ether business scheols develop glo-
bal programs, too.

More language proficlency

Professors here recognize that
competitors pose a sericus threat.
“We've had the first-mover advan-
tage, but the global market is too at-
tractive for other schools to ignore,”
says Caren Siehl, an associate pro-
fessor of management, “The good
thing is that the competition keeps
s from getting stale” Thunderbird
recently Tevised its M.B.A. ewrricu-
kam to emphasize global entrepre-
neurship more, require foreign-lan-
guage proficiency and give students
MOTE OVErseas experiences.

Despite the improveé M.B.A. job
market and Thunderbird’s strong
showing iri the Journal rankings, the
sehool reports a placement rate of
only about half of its students by
three months after graduation.
That’s partly a reflection of Thunder~
bird’s unicue mix of students, says
Kip Harreli, the head of cazeer ser-
vices. “Some of them want to pack
their Birkenstocks and grancla and
go on a trek to Nepal before they get
serious about a job,” he says. In addi-
tion, some foreign students don't be-
gin their job searches until they re-
turn to their home countries after
graduation.

Many recruiters say they like the
entrepreneurial zeal that students

demeonstrate, Thunderbird pro-
duces “an entrepreneurial, roli-up-
your-sleeves type of graduate who
doesn’t expect six-figure salaries,”
says Eric Meftemeyer, a survey re-
spondent and treasurer at Euronet
Worldwide Inc., an electronic-pay-
ments provider.

Thunderbird students bring ex-
perience in the Peace Corps and
nongovernmental organizations,
as well as the corporate world.
Some recruiters like such variety
and consider the students well-
rounded, but others wouald prefer
more solid business backgrounds.
Indeed, the school received its
lowest ratings in this year’s sur-
vey for students’ previous work ex-
perience.

As they wrestled with the
schoo¥’s financiai and enrollment
problems, Thunderbird officials did
some soul searching about their
mission and “brand positioning.” in-
stead of saying Thunderbird devei-
ops students “to serve the ad-
vanced management needs of inter-
national enterprises,” the mission
statement now declares, “We edu-
cate global leaders who create sus-
tainable prosperity world-wide.”

The schoo¥’s emphasis on both
entreprereurial skiils and corpo-
rate citizenship was apparent
when a focus group was asked to
pick the famous person who best
embodies Thunderbird’s identity.
Many chose entrepreneur Richard
Branson, while cthers favored the
more spiritual Dalai Larna. “f cail it
the story of the monk and the bil-
lionaire,” says Dr. Cabrera. “It
shows the hard and soft sides of
Thunderbird, our yin and yang.” &

ﬂ THUNDERBIRD (GARVIN)

R PROFILE OF FULL-TIME STUDENTS

600 {mean)

................ .. 580 {median}
Years of fill-time

work experlence. .. . ... .5 {mean)

o .. 4 {median)

.. T1%

... 29%
Minotities . ... .. L%
S, ciizens/residonts
Forelgn natlonaks . . ..,

B CLASS OF 2005 EMPLOYMENY BATA

# Porcontago of fob-spaking fulktime
graduates who:

Recelved ofters prior 1o of within theee
months of graduation . ... ... ... .. 54%
Accepted offiers prios 1o or within three
menths of graduatlon , .. .. ... ... 48%

B Average componsation of ful-time
who

Annual hage saary. . ... ... ... $72.307

Slgningborus ... ... ... $10,734
THUNDERBIRD ON Other graranteed compensation. . $13,694
THUNDERBIRD sous
(Dt provictert by Froviderbicd, the Garvin e ng o most
Schoot of Intemational Management] abet 10
NLBA, enmiment gz | O
Falitime . .. .. " a0 Jehoson e dahason. ... ..l 8
Barttlme. . ..3582 | #Thres of the most famous
Expcutive. . . . . ....141 | gredurtes of the M.B.A. program
Aonuat tltfon . . .. $34 550 1| JIMALLING, class of 1985, president,
Anrsat soon: and board. . $3,550-$3.960 | Starbucks Coffes U.S.

LUIS ALBSHIG MORENS, Dfzss of 1977,
president, Inter-American Developmant
Bank

RAYMUNDD A YU IR., /355 of 1981, senior
vite president, chairman, Asia Pacific re-
gion, Memi Lynch

THE RECRUITERS SPEAK
% Thunderbird's niest imprasaive
featuras

“Wide-ranging talent ant life
experiences of the studenis”

“Giobal mind-sel”

“Students' thirst to make a difference
in the world”™

E] '8 major

“Inconsistent quality of talent”

“Lack of relevant work experience”

“Large popuiation of students not
autharized to wark in the 1.8.”
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Testing the waters

Business students put skills to use at Italian regatta

By DEsorAH STEINBORN

HIS WEEKEND, MBA can-

didates and atumni from

some of the world’s top

business schools will put

their management skills
to the ultimate test at sea-—and will
try not to get thrown overboard
into the Ttalian Riviera in the pro-
<Oss,

The third annual internationsal
MEBA Sailing Cup, organized
jointly by SDA Boeconi Schaol of
Management and the Yacht Club
[taliane, will bring together stu-
dents from Columbia Business
School, London Business School,
RSM Erasmus University, Nerth-
western  University's Kellogg
School of Management and more
than a dozen other business
schools in the scenic ftalian portof
Santa Margherita Ligure.

From Friday through Sunday,
roughly 500 M.B.A.s will face off
in a series of regattas on 37-foot
sailboats at sea just beyond Santa
Margherita’s palm-lined harbor,

Teams sleep overnight on
hoard their respective yachts. Bug
they’ll also mingle with students
and professers from ether
b-schools at a business confer-
ence and other attendant net-
working events at the pictur-
esque nearby Cervara monastery.

Not just fun and games

Participants stress the week-
end won't be just fun and games.
“We really do use every M.B.A.
skill we've learned in these races,”
says Panagiotis Anastasiou, a
26-year-old 2006 M.B.A. graduate
from Warwick Business Scheol in
the UK.

“Leadership,  team-building,
time mapagement, sponsorship,
networking, conflict management—
you name it,” says Mr. Anastasiou,
who participated in last vear's re-
gatta and will captain his school’s
team in this year’s M.B.A, Sailing
Cup. {Warwick haéd the winning
team last year.)

“A sailboat is a very nice meta-
phor for the company,” says An-
drea Gasparri, managing director
at SDA Bocconi and a professed safl-
ing enthusiasi. “In a sailboat you
need more or less what you need in
2 good company. The skipper is like
the CEOQ, he mast decide fast, form
& good team and be abie to moti-
vate it. The crew is the workforce,
and you need a very specialized
crew 50 that everyone knows what.
his or her rele is. You need a good
chain of command. And lastly, vou
need to know your competitors,
and have both a good strategy and
tactics to compete against them
suceessfuliy.”

Indeed, while there’s no mone-
tary prize attached to the M.B.A.
Sailing Cup--just a modest tro-
phy—b-schoot students are notori-
ous for their competitiveness. So
it’s ne surprise that these races can
become heated, to say the least.

Watch out for Type-A people

“I think it's fair to say that there
are 2 good chunk of Type-A people
ot there-on the water,” says Peter
Wermuth, a 2006 graduate of Co-
lumbia Business School whe led
the school’s feam at last year’s
M.E.A. Cup.

“We've already established a
few interesting rivairies this year,

and the regatta hasn't even gotten
started yet,” adds Mr. Wermuth,
who wili skipper one of Columbia’s
boats this time around. “Some
hoats can get rammed—that hap-
pened to us last year. Ané some
crews even invest in staying over-
night in a hote! so that they have
less weight on board, which makes
for better sailing. Some skippers
are just more competitive than oth-
ers, it's as skmple as that.”

The M.B.A. Sailing Cup is the
brainchild of Mr. Gasparri, who was
girector of the Yacht Club [taliano
before joining SDA Bocconi. Gain-
ing suppert of the Italian yachting
crganization, SDA Boceoni turned
what began six years ago as a
rather informai regatta for Boceeni
alumni into the largest interna-

tional M.B.A. sailing regatfa. Spon-
sors include BMW, Morgan Staniey,
Piredli, Rolex, Samsonite and SIAD.

“These companies recognize
the power of putting all these
M.B.A.s from around the world to-
gether on salling yachis,” says En-
rico Bocchi, a 2006 M.B.A. candi-
date frem SDA Boceoni who's alse
involved in organizing this year's
MBA Sailing Cap. “in the end, it's
just an amazing networking oppor-
tunity for everyone involved.”

Other regattas include the Lon-
don Business School Global MB.A.
Trophy Regagta in Athens, Greece,
and the Cranfield Schoo of Manage-
ment  International Business
Schools Regatta in Portsmouth, the
UK., both of which take place in the
spring, B

The 20085 sailing regatta
attracted feams from
around the world,
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Something special

More European and Asian schools offer quicker master’s programs

By DEBORAR STEINBORN

ORE AND MORE busi-

ness schools arouhd

the giohe are introduc-

ing specialized mas-

ter's degrees in addi-
tion to traditional M.B.A.s, Se if
you're keen to learn all abous fux-
ury goods and services, maritime
economics or even plain-vanilia fi-
nance, there’s probabdly a master’s
degree tailored to you.

Indeed, such degree programs
are geining in popularity among
yOung professionals—some
straight out of schoel, some with a
few years' experience—who are
looking for expertise in a particutar
area of business. Often one year in
length, compared with a typical
two-year M.B.A,, they are less ex-
pensive and entail less time out of
the work force.

B-school administrators stress
that speciatized master’s degrees
serve a different market than tradi-
tional MLB.A.s. “These master's pro-
grams aren’t really related to
M.B.A. programs,” says Eric
Waarts, dean of bachelor's of sci-
ence and master's of science pro-
grams at RSM Erasmus University.
“People who choose this course of
study aren't interested in general
management theory. They want to
specialize in a particular feld.”

The programs nonetheless

present a growing mew revenue
stream for schoels from London
Business School to International
University of Monaco and Hong
Kong University of Science and
‘Fechnology. Applications to spe-
clalized master’s programs at some
of the top European and Asian
b-schools are doubling or more
each year, according to program ad-
ministrators. M.B.A. applications,
meanwhile, for the most part are
on the decline.

Lots of speclallzations

One of the forerunners in spe-
cialized business master’s pro-
grams, LBS began to offer a one-
year Master's in Finance a little
over a decade ago after recogniz-
ing a need among City ©f London
professionals for more specialized
training in finance. The school has
watched the program grow ever
since. Today, the MiF degree has
146 fall-time and 64 part-time stu-
dents, drawing in £28,000
(€41,450) in annual taition fees per
student.

“Finance is becoming a very
technicat field, and there has to be
& way to ensure that professionals
have the right amount of knowi-
edge,” says Sabine Vinck, associate
dean of finance programs at the
schoel, “The program is continidag
to evolve, just as the field itseif”

While LBS’s MiF program
delves inte the technical nitiy-

Carving out a niche

Some specialized master's programs in £urope and Asia

it badox althids it
Prograny: Master's 0f Science in luxury
guods and services; Master's of Science it
financiat engineering

tength: 10 monihs for both master's
programs

Taitlon: €12,000 for the 2006/2067
acadenic year for MSciGS; €9,850 for the
200672007 acadermic year for MSCFE

Web site: waw.monago.edu

London Business

Program: Mester's in Pinance
Length: 12 months

Tultion: £28,000 for the scademic year
Web site: wew.london.edy

hdbalt
Program: Mastet's degrees in comorate
communtication (pan-time pogam),

Length: Typically 12 months for full-time
specialized masters degees

Tuitlon: Tuition varies by degree. €22,500
for the full-time master's in financial
management; £18,650 for full-time
masters in hospitality management;
£19,850 for fuli-time master's in mantime
eeonomics and logistics

Web site: vww.rsm.nl

Progmm: Master's of Science degrees in
economics, Snancial analysis, information
Systems management, and investment
management

Length: 12 months for the MScin
Ecanomics; typically 18 months for other
degrees

Tuition: Rition varies by degree.

HK$ 72,000 (€7,218) for M5c in
Econoemics; HK$120,000 (£12,032) for
30 eredits toward financial analysis and

: ge master's degrees

and maritime sconomics and logistics

Saurce; The sehools.

Web site: www.ust.ak

gritty of finance, other specialized
master's degrees teach the spec-
tram of what some might term
more exctic fields. The Interna-
tional University of Monaco, for

one, launched this month a Mas-
ter’s of Science in Juxury goods and
services (MScLGS), further devel-
oping its academic niche in the
feld of luxury.

“While we had seen some M.B.A,

programs addressing luxury-goods
marketing in their coursework, ¢i-
ther as electives or as optional con-
centrations, there was no master's
program dedicated to  Juxury
goods,” says Boris Porkevich, ass¢-
ciate deanr of graduate programs
and director of M.B.A. programs,
“We saw a need that could be filled
with our program.”

So, this year's inaugural class
will dedicate the next 1¢ months to
learning all about creating an idea
of a fuxury product, the politics of
desire, how tohire for the huaury sed-
tor, suppiy-chain management in
the field, managing luxury brands
and more, They’ll aiso do an indus-
try immersion, spending time work-
ing in a hoaary-geods company.

“This is really for people who
want to learn the nuts and bolts of
the lnxury sector, not for people
who jast wang to becoms general
managers,” says Mr. Porkovich. In-
deed, 17 out of this year’s 22 stu-
dents aiready have worked in the
luxury-goods sector and want to
aim into anether area of the busi-
ness, Mr. Porkovich notes.

TUM alse offers & similar special-
ized master’s program in firancial
engineering, ané s considering
launching such programs in the
fields of international banking and
finance by autumn 2007, folowed
by entrepreneunrship in autumn
2008.

Asian schools follow suft

Like their European brethren,
more and more Asian business
schools are turning to specialized
business master’s degrees to ex-
pand their porifolio of offerings.
The Hong Kong University of 5ci-
ence and Techrology, for instance,
introduced an MSc in economics in
1995, and has added three more
such degrees—in financial analy-
sis, information systems manage-
ment, and investment manage-

men¢—since then.

“The specialized master's pro-
grams we offer are aimed at candi-
dates who wish & deeper technical
kecwledge base in specific content
areas,” says Steven DeKrey, direc-
tar of Hong Kong UST's MS¢ pro-
grams, “The candidates tend ta be
either Jooking for entry-levei work
in a technical field or advancement
in a curreat position. The pro-
grams take loss ime and areless ex-
pensive than an M.B.A., but they
are not intended to accelerate a
management career path like the
M.B.A. The graduates tend to stay
i1 their chosen specialty for thelr
career.”

Insead, meanwhile, late last
month announced a deal with Aus-
trafian financial-services provider
Macquarie Group tolaunch a global
Master's of Finance program specif-
jeally for Macquarigs investment-
banking managers, The specialized
master’s degree will be available
fram early 2007 1o eligible Macqua-
rie employees. .

The program will integrate
courses on finance, accounting,
teadership, management and strat-
egy in the context of global invest-
ment banking. Participants will
spend a total of 14 weeks on cam-
pus over a four-year period, with
maltiple groups attending classes
on Insead’s Asia and Burope ¢am-
puses as well as in Australia and
the U.S. In addition te classroom
sessions, the program includes indi-
vidual onfine learning and virtual
teamwork activities.

Fhe MiF will target Macguarie’s
top young investment-banking ex-
ecutives. The financial-services
group has made a fong-term com-
mitment beyond 20k 1o make the
degree a centerpiece in its profes-
sional development activities, ac-
cording to Insead.

In announcing the deat, Nicho-
fas Moore, head of Macquarie’s in-
vestment-banking groap, stressed
his confidence that the master's
program will “benefit the individu-
als working in our team today, and
that it wili also attract the best and
brightest graduates from all coun-
tries fo join us.”

Students hone shifls

Michele Holahan, a 30-year-old
former advertising executive from
New York, decided last year to go
hack to business school {0 gain ex-
pertise in hospitality management,
and s just completing an MS¢in the
field at RSM Erasmus University. “I
was interested in pursuing a mas-
ter’s degree to hroaden my strategic
and analytical capabilities, but also
to compiemeni my professional
background,” Ms. Helahan says.

Ms. Holzhan adds that she did
consider M.B.A. programs at first,
but decided to concentrate only on
internationa} hospitality manage-
ment programs by the time she was
ready to apply to a program. Witha
master's degree from a Buropean
university under her belt, she
hepes to obtain her next employ-
ment outside the U.5. to gain for-
eign work experience.

“Tve learned a lot not only from
the weli-designed ceurses and serni-
nars by experts from all over the
world,” agrees Wengzhong Xiao, an-
other young professional whe chose
the path of a specialized master’s de-
gree. “The giobal network of lectar-
exs arid colleagues speciatized inmy
field kas given me great help in my
careet” A recent graduate of RSM
Brasmus’ maritime economics and
logistics master’s program, Mr.
Xiao says he's already reaping the
benefits of studying &t Erasmus. He
was promoted to general manager
of the chartering department at his
employer, China’s Liznyuan Iron &
Steet Co., upon completion of his
master's degree. &
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The main course

Schools cook up business classes for chefs and restaurant owners

By RuEA WESSEL

ORI BERLIN is just as
good with spreadsheets
as she is with pastry
sheets,

The executive chef
and food and beverage manager for
Wood Ranch restaurants in south-
ern California is one of the few
chefs who has earned an M.B.A de-
gree. In 1988, Ms. Berlin became
one of the first students to earn
dual degrees at Corneli Univer-
sity--a Master of Management in
Hospitality from the School of Ho-
tel Administration and an M.B.A.
from the Johnson Graduate Scheol
of Management.

Ms. Berlin decided that she
wanted the best that each scheol
had to offer. She went to the
Johnson scheol for hard-core busi-
ness topics, such as strategy, fi-
nahce and negotiations, and at the
hotel school she focused on spe-
clalty electives such as wine and
meat classes.

Uses skills all the time

She says she relies on her MB.A.
skills all the time, “It’s never really
enough to be just a chef,” she says,
adding, “We negotiate coniracts
with all our vendors and employ-
ees...You need fo get the guys to do
what you want them to do.”

Ms. Berlin also has used her busi-
ness skills to increase sales by re-

s, WESSEL IS A WRITER IV
FRANKFURY, SHE CaN BE REACEED
AT REPORTS@WSLCOM.

vamping the mem to
make it more appealing
o woren, “0One of my
specialiies in business
school was trends,” she
says. “I realized we
needed more entrée sal-
ads.”

Many of the world’s
big hospitality compa-
nies increasingly seek
top-caliber managers
who have the right cotn-
bination of personality
traits and analytical
rigor. At the same time,
hotel schools in the
U.5, Europe and Asia
are adapting their pro-
grams to focus more on business
education in response to the hospi-
tality indusiry’s hiring demands,

But even as large chains sup-
plant smailer enterprises in many
places, chefs with M.B.A. degrees
still find plenty of opportunity
working on their own.

Silvia Bianco earned an M.B.A
in marketing from Pace University
in New York and worked for a
iarge telecommunications com-
pany before donning a chef’s hat
as owner of a restaurant in Ridge-
field, Connecticut. In 2002, her
restaurant’s lease was running

- out, and she wanted to expand.

Ms. Bianco used her b-school
skills to examine her restaurant’s
strengths and weaknesses, She
performed a traffic analysis and
quantified the amount of business
she was turning away because she
lacked a large space for hosting
weddings and parties. When she

Dori Berlin

presented her busi-
ness c¢ase and three
separate income fore-
casts to the bank, she
was offered a loan of
about $2 million (€1.6
miliion).

“You don't necessar-
ily need an M.B.A. to
come up with creative
ideas, but it helped me
iook at the sitvation ob-
jectively,” says Ms. Bi-
anco. “ analyzed my
restaurant Jke any
other case stady.p
could have written
those business plans in
my sieep.” In the end,
she decided not to pursue the ex-
pansion of the restaurant and
closed it in 2003,

Although MB.A, chefs are a
rare breed, the hospitality indus-
try values weli-trained managers.
The Culinary Institute of America
has recognized the need for man-
agement education and has linked
up with Cornell’s hotel school,
which even earped accreditation
in 2002 as a business school from
AACSE, the Association to Ad-
vance Collegiate Schools of Busi-
ness.

Sherri Kimes, the associate
dean of academic affairs at Cor-
nell’s kotel school, estimates that
the school's one-year, three-semes-
ter curriculum at the master’'s level
comisists of 75% required coarses
with a heavy business facus.

“We fook at accounting withina
hospitality Tolitéxt; the fivst casé ™
study is on Papa John's Pizza,” she

says. “We think it’s better than a
traditional business education be-
cause you're forced to apply it right
away.”

In Europe, the hospitality-fo-
cused case study is also a favorite
at Bcole hoteligre de Lavsanne in
Switzerland, whick offers a
14-month, business-laden program
leading to an MH.A., a
Master in Hospitality
Administragion.

Program Director
Christina Norton says
most students who en-
ter the school, whether |
they are trained chefs
or those switching
from other careers,
such as lawyers, den-
tists or architects, seek
to broaden their skills
as general managers.
o kelp develop well- 3
rounded managers, the
school focuses on quan-
titative skills, with fi-
pance &$ @ Corner-
stone.

“When youre talking about
chefs, they have no lack of creativ-
ity and skill,” Ms. Norton says.
“The {ssue s how to make your busi-
ness profitable.”

Urs Grimm is a student af EHL
who quit his job as director of sales
and marketing at a five-star hotel
in Switzerland. He says he's glad he
went back to schocl because he
now has the quantitative skills to
analyze business issues and back
up his decisions. In the past, he

“tade tholces based or s Broad ™

operational experience and his gut

Silvia Bianco

feeling.

“T have more confidence to
take decisions and implement the
strategy,” says Mr. Grimm, whose
iong-term goal is to work as the
general manager or regional direc-
tor of a steall hotel chainin the fnx-
ury sector.

Johning Swiss hotel

The 30-vear-old is enrolled in
classes on real estate, change man-
agement, strategy and revenue
management, and he already has se-
cured a post-graduation job as dep-
uty general manager at one of the
top hotels in Switzeriand,

in Asia, students aiso seek busi-
ness skills to round out
their hospitality ré-
sumés. In response,
v Cornell has linked up
with Singapore’s Nan-
vang Technological Uni-
versity to offer a com-
bined degree and share
faculty.

This year, the first
group of students from
Singapore arrived at
the Ithaca, New York,
campus, Cornell sought
the partnership be-
cause it needed a better
international strategy
and it saw Asia as a hot-
bed of new opportunity
with its growing middle class and
a shortage of qualified hospitality-
industry managers.

“We wanted a partner that was
centrally locatad, and Singapore is
trying to position izself as the edu-
cational hub of Asia,” says Ms.
Kimes, Cornell also envisions a sim-
ilar Hnk with 2 Buropean school or
university,

“We'd like to have the option to
educate students on two or three
different continents,” she says.
“Given the way the world is going,
s very appealing for potential stu-
dents and emplovers.” 8






