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Hult International Business School is ranked in 
the top 20 business schools in the U.S. and 
top 30 in the world by The Economist.

Rankings and Accreditations
Hult International Business School’s worldwide 
operations are accredited by the New England 
Association of Schools and Colleges (NEASC).

Hult International Business School is ranked in 
the top 65 business schools by the Financial 
Times. Hult is also ranked 1st in International 
Experience and 3rd in International Business 
by the Financial Times.

Hult International Business School’s MBA 
program is accredited by the Association of 
MBAs (AMBA).

Hult International Business School is 
recognized as efficient by the British 
Accreditations Council of Independent Further 
and Higher Education.

#1 International 
Experience,  

#3 International 
Business*

*Financial Times

“At Hult you get a top quality 
education, a global network 
and a superb platform to 
craft your career.”

Rajat Saxena, 

hult.edu
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ere you go. You have just received your pre-admission letter. Next week is your admission interview with your

dream school. The final step after 6 months of preparation. And you wonder, looking ahead: should I really take

the leap? Is it really worth it?

There are so many ‘’good’’ reasons not to. Why change your life completely when you are already a respected

executive? What is the point in investing an entire  year of your time and using all your savings or taking out a loan for

a career bet? “Buy a nice car or a big flat instead and enjoy life,’’ a good friend recently advised! You may not see your

relatives for months on end, in order to spend all your time with students and teachers! Is that  really what you want?

Why have you planned to invest so much in yourself? After all, there is always another way. There are short courses to

learn management and excellent books to read! Going back to school after so many years of professional career could

be a culture shock! Are you prepared to go back to studying, to listen for hours and be well disciplined? You never liked

finance, so how can you enjoy your future courses in accounting strategy? Or corporate responsibility? All these intellec-

tual star PhD teachers from all over the world might speak a new language you’ve never heard before. It is still exciting

to meet new colleagues from different horizons and backgrounds. But your motto is work hard, play hard. Will they be

open minded? A friend of yours who studied at a top ranked school said he had never worked so much and intensively

in his life! On the other hand, he was smiling and happy when he said it. You really wonder why...

It will not be the first time you have had the urge to give up. You may have been taken aback at your first MBA event

when you heard about the tuition fees and living costs you need to invest to make  this career move. The equivalent price

of a Porsche! But a car does not give any return on investment like a career does. The average salary of the top 100

schools after graduation is  115,000 dollars per annum. It finally convinced you to try to double your current salary! And

you have always dreamed of living  abroad and setting up  your own company. It is not so easy to find a job abroad without

a network if you are currently studying in the country. One day you might want to be a respected managing director,

ideally for your own company, travelling successfully around the globe. So what choices do you have? You might marry

Bill Gates or Angela Merkel but they are a bit old now! Unfortunately, the MBA is the main one. Unfortunately, because it

is not so easy to find a place! Or to choose a programme! All the colleges look the same: so bright and promising! But

what is the difference? Location, content, student body, value for money, ambiance, reputation,…? Probably all the crite-

ria matter and this makes the decision even more difficult. And then there are the entrance tests! 3 hours of tests in

Maths and Logic in English. You almost gave up when you received your first GMAT score of 550. But after three months

of training a coach helped you to achieve 100 points more and you began to apply to top-tier schools. Not sure you will

remember the 10 English books you read and the 10 full weekends in a GMAT  preparation classroom. So much hard work

for three magic letters. But are they so magic? Is it the right move? How can you be sure of the ROI? Should you really

go for this interview next week? 

In front of you lies the essay you wrote for your admission: “Why would you like to study for an MBA”. You read: ‘”I would

like to be raised up by a hurricane and taken out of my comfort zone, pushed to my limits: leap from a classroom to a

seminar abroad, from a book to a social meeting, from electives to work groups. I want to grow and choose my own

way and design my life, take my destiny into my own hands and make MY own choices, learn about myself outside the

classroom and develop the confidence I need to  become a real manager: master chaos, temper and crisis, face hostile

environments, be prepared to assume responsibilities, which might involve the company’s future and that of its

employees, and meet outstanding people who will become partners for life…” ’You wrote it, so you might believe in it

a bit. The most important is yet to come, during the programme, not afterwards! When is this interview scheduled?

Good luck with your studies!

Editorial

Christophe Coutat 

Founder and CEO, Advent Group

Christophe@advent-group.net

Never Give Up

H
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Is it the Right Time?

Better qualifications give com-

petitive edge

Some would argue that going back to univer-

sity at a time when the economy is suffering

is nothing short of an escape. Though this may

be the case for some, the motivation of most

MBA candidates is a great deal less ‘escapist.’

Today MBA graduates are still very much in

demand. Prospective MBA students have been

knocking on the doors of interna-

tional business schools, continuing

a trend that started in 2008. 

The pay-off has been quite tangi-

ble. “Recent MBA participants have

gone on to work for over 300 com-

panies in more than 60 countries,”

states the Dean of the MBA pro-

gramme at INSEAD, while 10% of

the students at IE Business School

(ranked 8th worldwide by the

Financial Times) start a new ven-

ture after graduation. It is true that

when the economic crisis began,

many companies froze their recruit-

ments, yet forecasts for 2012/13

are completely different. 

MBA recruitment in London has

picked up, while according to MBA

Career Services Council (MBA CSC) recruit-

ment levels across the developed world have

also risen. Three-quarters of the b-schools

which participated in the MBA CSC survey

reported an increase in recruiters on campus.

So things are looking up for MBA graduates

and especially for those aiming at managerial

or executive level jobs.

Flexible formats limit the

risks

MBA’s are indeed becoming more accom-

modating in their attempt to answer the

needs of all who aspire to further their

business education. You can now choose

from a variety of options depending on

the time you are willing to dedicate to

a degree or the money you can afford to

spend.  Weekend or evening classes,

Internet courses, distance learning, open

enrolment, and full-time modules accom-

modate busy professionals. Even Rutgers

University offers a 12-week Mini-MBA cer-

tificate! So you are now able to choose

to spend a shortest time out of pay-roll

or keep your job while studying.

Business courses show you the

way to dare and succeed 

If you want to learn about the nuts and bolts

of a rather fluid economy, you should enrol in

an MBA programme. Courses today are bound

to meet your needs as they are all-encom-

passing and increasingly diverse. Colleges like

Northwestern University’s Kellogg School of

Management offers training in specific pro-

grammes such as “Fundraising and

Marketing,” “Performance Counts!”

and a targeted “Women’s Senior

Leadership Programme.” Emory

University’s Goizueta Business School

teams up with corporations like The

Home Depot to create customized

leadership and development pro-

grammes. 

Furthermore, MBA’s today are extremely

practical – you learn about business

strategies and concepts not just on

paper but also through real life situ-

ations during the internships and train-

ing that are part of your course work.

“A business education is not about

making more money, it’s about becom-

ing entrepreneurial. It’s about having

an idea of what’s supposed to go into

finance, sales, marketing, product

development and so on. You avoid tunnel

vision. You are more likely to see the whole

forest, not just a few specific trees,” says Leeds

Business School graduate Gwen Hoff. James

Smiff, a 2010 graduate of the Hult International

Business School seems to share the above

view, „I don’t think the MBA made me "entre-

preneurial." I do think that it made being entre-

Despite the Unstable World Market, 
MBAs Continue to Pay off 
In the last four years demand for better and more qualified business professionals has become acute and the pay-off remains
excellent. Investing in your career now could be the right move in the long-run. 

MBA Overview
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preneurial easier, because as I struck out on

my own, I had at least a general idea of the

various functions, and what was supposed to

happen. I didn’t have to guess what the buzz-

words meant. The knowledge was enabling.” 

The network of contacts is a real

passport for employment

The alliances that you form with your class-

mates and the network you create is one of

the most important and valuable things

that an MBA programme can give you.

Business education introduces students

and alumni to a diversified world of organ-

izations, business leaders, and outstand-

ing colleagues around the globe. MBA

graduates have often felt that the associ-

ations formed during the MBA course are

invaluable resources and can be drawn

upon for years after completion of the MBA.

Also most top b-schools have active career

centres which help their students choose the

right career path. 

The Career Service at INSEAD, for example,

prides itself on its high-calibre team which

works with MBA students to shape their objec-

tives, hone their job-finding skills and help them

outline their job-searching strategy. Statistics

show that 48% of INSEAD students secure a

job prior to their graduation. A particular col-

lege network can boast tens of thousands of

alumni (HBS has more than 65,000 alums and

Wharton has 81,000) all representing an enor-

mous network of knowledge and opportunity.

Most MBA programmes these days try to be

recession-proof and offer their students an

open-platform experience. Many of the

respectable b-schools, for example, have a vari-

ety of exchange programmes that students

can take and thus gain hands-on experience

by learning about the Asian or the American

economy from the source, rather than in a class-

room with a lecturer. Many top schools now

have multiple campuses. The University of

Pennsylvania’s Wharton School has a campus

in San Francisco, and Columbia Business School

merged resources with the University of

California’s Haas School to create the Berkeley-

Columbia Executive MBA Programme. 

Duke University has picked up on the cur-

rent global trend and offers students the

chance to study in different parts of the

world, including New Delhi and San Petersburg.

Thus, by being embedded in some of the

world’s most important economic regions,

Duke offers its students access to diverse

fellow students, companies, industries

and partners and thus to a rather large

network of contacts. 

The HEC Executive MBA also offers stu-

dents the opportunity to take classes in

five different locations worldwide. With

an MBA degree one is not geographically

bound and can work anywhere in the world,

as MBA’s these days teach enough about the

cause for doing business, the manner of

doing business and the operating environ-

ment in which business is done throughout

the world. Thus, even if the crisis continues

in Europe and the US, MBA graduates can

always pack their things and look for a job

in the Asia or Brazil where the economy is

still growing. r
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Who Should Get an MBA
and Who Shouldn't

Who should get an MBA: people

with a plan

Business school isn't for the clueless; it isn't

meant to be a two-year placeholder in your

middle or late 20s. Business schools look for

people with a career plan which includes a legit-

imate need for an MBA-so even though it's okay

to go to B-school without being sure what you

want to do with your life, you should think

about possible career goals, and whether

attainment of them would be made eas-

ier with an MBA, before applying.

You won't be doing yourself any favours by

going to B-school without direction or focus.

If you haven't narrowed your focus at all,

you'll probably be too swamped to do jus-

tice to career-direction decisions once school

starts.

Who should get an MBA: people

with experience

Business schools focus on enrolling students

with at least some real-world experience; the

average student at a top business school is in

his or her middle or late 20s. Why? For one

thing, schools feel that if you have some expe-

rience, you'll have a better idea of how busi-

ness works and what you'd like to do with your

life than if you're fresh out of college.

In addition, if you have experience in industry

you'll have more to contribute to your peers.

One of the drawing cards of business school is

the opportunity to learn from your peers-but

of course that's only possible when you and

your peers have something to teach each other.

If you're a college student who's dead-set on

going straight to business school, you should-

n't necessarily fret. But you need to know that,

to get into a top school, you'll need significant

business-related coursework, a compelling rea-

son for getting your MBA now rather than later,

and impressive internship or temporary work

experience.

Who should get an MBA: leaders

and would-be leaders

The MBA is not essential for a leadership

role in business—plenty of top executives

got where they are by moving up through

the ranks—but business school can be a

great way station on the road to a leader-

ship-oriented career.

By the time you graduate, you'll have spent

thousands of hours in class or on group

projects reading about, thinking about, and talk-

ing about a wide variety of businesses. As a

result, you'll be better equipped than ever to

make high-level business decisions.

And you'll probably spend some time studying

"softer," people-focused coursework and proj-

ects, which will give you tools that will help you

manage people in the pursuit of business goals.

The Prestigious Diploma Is Not for 
Everybody
An MBA can be expensive. And getting an MBA may consume two years of your life. Obviously, then, before spending your
time and money applying to school, you should decide if you really want and need an MBA.

MBA Overview
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Who  should get an MBA:

career changers

In business school, you'll get a chance

to think through a wide range of busi-

ness problems in a wide range of indus-

tries.  You'l l  gain the ski l ls needed to

perform a variety of specific job func-

tions. Having an MBA can make you attrac-

tive to a range of employers no matter

what industry you worked in before B-

school.

Who should Get an MBA: peo-

ple in industries that require

the MBA for advancement

In some industries and job functions very

few people hired as college grads are

promoted to more advanced positions.

On Wall Street, for example, people in

sales and trading often can advance with-

out a graduate education, but at most

firms an MBA is necessary for advancing

in a banking career. And the need for an

MBA may be even greater in consulting.

Who shouldn’t get an MBA: peo-

ple who want more academic

focus than an MBA offers

Whatever unique MBA programme you might

attend, the MBA is still a general business-

management degree, designed to train peo-

ple in a variety of topics to help them run a

business. Some people are more interested

in learning deeply about a single business-

related subject, such as accounting or eco-

nomics. If you’re one of these people, you

should seek out a specialized graduate-degree

programme in your subject of interest.

Who shouldn’t get an MBA: some

entrepreneurs

For some entrepreneurial types, the oppor-

tunity cost of going to B-school can be too

great to justify taking two years away from

work. Those with a great idea might blow

the chance to be first to market with that

idea; those already in entrepreneurial work

situations can lose the opportunity to grow

a business in the real world.

On the other hand, there are some good rea-

sons for entrepreneurs to consider business

school. You’ll get exposure to a wide range

of business issues that should make you

more equipped to run a business. You’ll learn

about better ways of managing people. And

if you’ve got a great idea but no capital with

which to make your entrepreneurial dream

a reality, business school can plug you into

a network that can help you find funding.

Who shouldn’t get an MBA:

those without a deep desire for

a career

Artists, writers, craftspeople, scientists—

these and others like them rarely have rea-

son to get an MBA. Of course, there are

exceptions: for instance, the craftsperson

who wants to start a business, the scientist

who wants to work in management for a

biotech company, the business journalist,

and so on. r

More info: www. wetfeet.com 
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Cash Back in 4 Years!

Main factors

To calculate the ROI, the main things you should

take into account, are:

3 Your salary before starting an MBA, which

is  also called an opportunity cost, since  you

lose that salary in order to study;

3 MBA costs, which include tuition fee and

other related costs, such as books and accom-

modation;

3 Salary after graduation plus potential bonuses

and/or additional compensation, which  needs

to be estimated realistically on the basis of rel-

evant salaries in the particular business you

want to go into.

Additional factors

There are many MBA ROI calculators on the

Internet which can help you make a basic cal-

culation, but if you want to obtain a more clear

picture of the costs of an MBA and its repay-

ment, you should also add other subjective fac-

tors to the calculations, for example how long

you plan to work, based on your age, since the

net profit from your investment will depend on

the number of years you work after repaying

the initial investment. You should also try to

collect information about the average salary

you can achieve  on graduation and  5 years

later, 10 years later, and so on, since there are

MBA programmes with an impressive average

salary on graduation, which provide no or little

growth in the future. On the other hand there

are other MBA programmes which do not have

a very exciting average salary on graduation but

can have a strong salary growth for their alumni

going forward. Another important factor is: how

will you finance your education. A large num-

ber of students take bank loans to finance their

expensive MBA education, and they need to

know whether they will be able to repay the

loan comfortably over its life. So, you need to

include in your calculations also the loan repay-

ment, its time period and interest rate.

Compare schools in terms of ROI

The ROI helps you compare the different schools

offering MBA courses and choose the one which

matches your needs and ambitions. 

Many renowned publishers, including Bloomberg

BusinessWeek, Forbes and Financial Times, con-

duct research and publish rankings of the busi-

ness schools ROI, so you can easily compare

the ROI of the different MBA programmes. A

recent survey by BusinessWeek shows that

some schools offer a much quicker return on

the tuition investment, but they are not the

ones that are most commonly regarded as the

best. The study indicates that it can take a

Harvard or Stanford MBA graduate more than

10 years to recoup his investment in the degree

fully, while less prominent schools give students

faster returns on their investment. One theory,

explaining this phenomenon, is that the most

renowned b-schools generally have the highest

tuition costs, and they are also likely to attract

applicants with high pre-MBA salaries, which

affects the ROI calculation. So, choosing a school

for your MBA depends a lot on your motivation

The Value of a Business Education
A new survey shows it takes 4 years for MBA graduates to receive back 100% of investment in their degree. Investments,
however, are more than time and money, and the return goes beyond salary to valuable experience and a priceless network.
An MBA degree requires a substantial investment of time, effort and money, but the return on it may be much more valu-
able. Determining the ROI is an important part of making a decision about doing an MBA and selecting the right school.
To put it simply, the calculation helps give you a general idea of what your total investment in an MBA will be and how
long it will take to recoup that cost and turn it to profit.

MBA Overview
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and your needs. If you seek a fast return on

your investment, then attending one of the top

business schools may not be the best option

for you.

Education philosophy

The education philosophy of the school is another

factor that you should take into account when

choosing a business school. Dr Himadri Das,

Professor at IMI Delhi, says that some b-schools

focus on teaching students narrow-based

employable skills which guarantee quick employ-

ment on graduation, as entry level positions

are usually routine, structured jobs which  do

not require much need to think. Other schools

focus on conveying to students broad-based

competencies and teaching them to think.

Those graduates might find it a bit more

difficult to find a job quickly, but in the long

term they usually significantly outperform

their peers from other MBA programmes

which have a skill focus, since more senior

management positions require broad-based

competences and out-of-the-box thinking.

Better future performance leads to better career

growth and better future salaries. To define

what kind of philosophy a school has, you should

look at the faculty quality, as there are typically

people who have PhDs and preceding degrees

from top-class academic institutions who are

able to give you more than the hard skills.

A new survey by the Graduate Management

Admission Council (GMAC), a global non-profit

education organisation of leading graduate busi-

ness schools, shows that alumni from gradu-

ate management programmes recoup one third

of their financial investment in their graduate

degree within the first year after graduation

and 100% of their investment after four years. 

  

The Alumni Perspectives Survey discovered

that within ten years of  graduation on aver-

age alumni nearly doubled their return on invest-

ment. The study conducted in late 2011 includes

responses from 4,135 alumni, who graduated

from 2000 through 2011, including 963 mem-

bers of the class of 2011. The survey showed

that 86% of the 2011 graduates were employed

after graduation, compared to 88% of class of

2010. 

The percentage of alumni currently employed

varies considerably based on the type of pro-

gramme completed by alumni and their pre-

degree work experience. Three out of four

employed alumni of the class of 2011 reported

they could not have obtained their job with-

out their graduate management degree. 

A total of 93% of class of 2011 alumni employed

at the time of the survey had found the job

they were looking for. Some 82% from the class

of 2011 said their salary met or exceeded their

expectations. "Anyone considering a graduate

management degree should do a thorough

economic analysis, including an evaluation of

the potential return on their investment," said

Dave Wilson, GMAC president and CEO. "These

results demonstrate that a graduate manage-

ment degree is, in fact, a solid investment in

your future, both in good and bad economic

times."

Beyond the financial aspects

An MBA is not only an investment of time

and money, aimed at getting a better job

and salary. The result is much more than

financial - it is the hard knowledge, the

new skills and competences, the valuable

experience and the extensive business

network which you create while doing an MBA.

Everyone you meet at school, including fellow

students, alumni, faculty staff, and visiting

speakers, may be very useful when you start

looking for a high-profile internship or a top

management job. The extensive business net-

work will prove also very useful once you start

your post-MBA career. r

The ROI is Doubled
in 4 Years
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Which MBA?

The number of MBA’s offered is constantly grow-

ing. So if you have decided to go back to uni-

versity and expand your competences by doing

an MBA, you are certainly on the right track.

MBA graduates continue to be in high demand.

Not only do more companies plan to hire in

2012, they plan to hire at similar or increased

levels when compared to 2011, according to

responses to the 2011 Year-End Poll of Employers

of the Graduate

M a n a g e m e n t

Admission Council

(GMAC). Moreover,

nearly a third (32%)

of companies plan-

ning to hire MBAs in

2012, expect to

increase the annual

base salary when compared to 2011.

So if anything, an MBA is an investment which

pays off in the long run. Yet, applying to a b-

school does not amount just to choosing the

most popular programmes.

Identify your motives

Ask yourself why you want to spend the next

two years in a university doing an MBA? Is it

because you want to move up the career chain

within your current company for a pay rise? Or

are you looking for a complete change of pro-

fessional venue?  Or perhaps you have reached

a point when you can juggle tasks wearing a

blindfold and you are looking for a change of

career functions. Identifying the reasons for

wanting to do an MBA will help you pinpoint the

format which will best meet your needs as well as

the location that will be most convenient for you.

Format is foremost

If you have decided on a complete career

change or if you want to stay within the same

industry but change location, a full-time MBA

programme may be the best choice for you.

This kind of format requires full commitment

but investment returns are also guaranteed.

Most US universities offer a two-year full-time

MBA. However, if you’re reluctant to take two

years away

from the mar-

ket, you can opt

for a one-year

p ro g ra m m e

offered in

Europe and

more specifi-

cally in the UK.

Naturally, the living cost for a one-year pro-

gramme is lower.

The part-time MBA is for those who want to

advance their careers (without changing their

professional venue and starting from scratch)

but cannot afford to take ‘leave of absence’.

Working professionals can thus complete the

course on a part-time basis while still being

employed. Although the duration of the pro-

gramme may be extended, the income stream

will continue throughout your studies, help-

ing you to finance your degree. Those who are

reluctant to change their lifestyle and are not

seeing a new job may also consider distance

learning. 

This format allows you to attend courses with-

out leaving the comfort of your home or work-

place. You can sign up for various

Picking the Right MBA 
is a Must
MBAs are tailored to the personal needs and aspirations of potential candidates so
before you make your final and ultimate decision it’s best to have an action plan
and follow a few preliminary steps.

MBA Selection
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correspondence classes, discussions and tele

and video-conferencing. Finally, the dual MBA

programme  is gaining in popularity. It is geared

towards ambitious professionals who want

either  to test new waters and change their

career track or boost their careers and climb

up the ladder. This dual or joint degree offers

candidates a full MBA programme combined

with classes in the specific area they want to

pursue.  Some schools like Wharton, Kellogg

have been offering a three year joint J.D. / MBA

programme. 

NYU Stern School of Business also offers a

range of choices for a dual MBA course. It also

has a tie-up with HEC Paris and students grad-

uate with degrees from both colleges. INSEAD,

on the other hand, has a dual-campus pro-

gramme, where candidates can choose to study

in their Asia campus at Singapore or Europe

campus at Fontainbleau, France. It also has a

tie-up with Wharton School of Pennsylvania.

Location is important

Research shows that location is a prime fac-

tor when it comes down to picking a business

school. Those who have family or other com-

mitments may want to choose a school closer

to home. Candidates who are looking for inter-

national experience may opt for an overseas

MBA. Moreover, your choice may be determined

by your career aspirations. If you are looking

for a job in finance and investments, then you

would be advised to choose a university in one

of the cities where the markets are based –

New York, London, Frankfurt, Paris and Tokyo.

Overseas experience is indeed an asset val-

ued by most industries. Most big US tech com-

panies, investment banks, consulting firms, and

consumer-goods companies nowadays are

interested in people who can function glob-

ally. An MBA with overseas work experience,

or familiarity with one or more foreign mar-

kets has a real advantage. Such a person can

probably choose among several great job oppor-

tunities. 

Rankings and faculty

The Top b-schools usually get the highest rank-

ings, yet an MBA should suit your individual

needs and a first-tier school may not be the

best choice for you. Be critical, do not take

rankings at their face value; do your research

and find out which curriculum meets your

expectations. Bear in mind that there are spe-

cialized rankings too.  So, instead of attend-

ing the highest ranked school, you may be bet-

ter off attending a B-school programme which

ranks very high in your chosen specialization,

such as accounting, entrepreneurship, IT, finance,

marketing, strategy, operations, or logistics.

Faculty is also a motivating force. If you want

to hone your understanding of the why and

how of business and gain knowledge from the

best of the best, you may opt for universities

with a team of celebrated  lecturers with a

long list of academic publications. If, on the

other hand, you are more interested in the

practical application of your education, it would

be best to look for a university whose faculty

is comprised of people with both a business

and an academic background.

ROI or why invest?

The elite b-schools are more costly but accord-

ing to stats, they secure a quicker ROI. An MBA

from a premier programme, such as Harvard,

Stanford, INSEAD, Booth, Wharton, Sloan,

Kellogg, Columbia, or NYU Stern has a very

robust return on investment. For example, stu-

dents graduating from Harvard Business School

can expect to earn a starting post-MBA salary

of $115,000, and to average $3.6 million in

total earnings during the 20 years post-grad-

uation, with many HBS grads earning signifi-

cantly more. Second-tier schools, on the other

hand may pave the way for lower starting

salaries, but they also require a smaller invest-

ment by the candidate, so the ROI may very

well equal and even surpass that of the top

universities. 

Vlerick Leuven Gent Management School for

instance into the annual Financial Times rank-

ings made it number 3 for best value for money.

Besides, if you have a global MBA in mind, the

school offers three campuses:  two in Belgium

which is also the ‘headquarters’ for the European

Union,  and one in Russia, St. Petersburg where

you can gain first-hand experience of an increas-

ing dynamic market that covers not only Russia

but the neighbouring states too. 

So consider all possibilities, measure them

against your priorities, career aspirations and

financial backing and remember that an MBA

is worth having only if it benefits you as a pro-

fessional and is not a mere padding of your

resume. r
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Brand or Non-Brand MBA?

An MBA certainly provides you with better

qualifications and increases your chances of

promotion at your place of work or of a major

career shift. However, making the right choice

is crucial. Elite universities may have brand

names that give you an extra shove, but they

are not necessarily the only possible choice

one can make when pursuing an MBA degree. 

The simple truth is that every

ranking system has weaknesses

and the criteria for each rank-

ing may be vastly different from

the needs and interests of the

applicant. Rankings should not

be the only selection criterion.

There only about 20 elite MBA

programmes in the world and it

would not be very wise to

exclude all the others.

A university degree should above

all be tailored to your personal

needs and aspirations, without

being a complete drain on your

savings. So before you fill in the

application, you may want to

check out the advantages of

second-tier MBA programmes.

Cost is an issue

Quality comes at a price. The price for top-

class MBA education may be too high to pay.

The total cost of an MBA from one of the

top twenty schools is between €30,000 and

€95,000. You may of course be able to get

a grant, but scholarships are hard to obtain

due to the highly selective nature of these

schools and the extreme competition for

places.  Moreover, the cost of an education

and its quality are not directly correlated:

more expensive is not always better. You also

need to think about the return on your invest-

ment. The price of a prestigious MBA can be

extremely high and a less expensive project

may yield a faster return on your investment.

Another myth is that costly brand education

guarantees you the highest possible salary.

In a recent article in Money Magazine, Alan

Krueger, economics professor at Princeton

University, points out that “over the course

of their careers, students who chose not to

attend the most selective schools earned

about as much as those who went to the

highest-ranking college.”  

On the other hand, Stephen M. Miller, Chairman

of the Department of Economics at the

University of Nevada, comments that stu-

dents from lower ranking MBA

programmes can receive greater

salary increases on graduation

than students from the high-

est ranking schools. For exam-

ple, he found that the Marriott

MBA programme at Brigham

Young University, ranked 29th

in the Business Week survey,

actually took fourth place in

terms of salary gains, with an

average increase of $42 121 per

graduate. At the same time, one

of the top 3 MBAs in the

Business Week survey only took

27th place in terms of salary

gain, with an average increase

of $32 262 per graduate.

Format is a factor

Recruitment today is becoming quite flexi-

ble and open-minded and companies are on

the look-out for staff with a particular set

of skills, rather than for top b-school gradu-

ates with a brand diploma. The university

curriculum, its teaching methods and class

sizes should therefore be considered when

Top Universities are an Enticing 
Choice, But not the Only One 

Embarking on an MBA degree is a big enough decision, but making the right choice does not necessarily amount to aim-
ing at the highest possible target.

MBA Selection
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picking a school. The elite school format, for

example, suits the needs of candidates who

aspire to leading executive positions by the

age of 35 or 40.  

A top ten MBA often serves as an entry point

into the international business elite. "It

responds to your ego. One of the most impor-

tant advantages of smaller MBAs is that they

offer smaller programmes with twenty to

thirty students in a class. This ensures bet-

ter participation and interaction among the

group." emphasizes Andrew Roberts, Director

of the part-time MBA programme at Euromed

Marseille School of Management in France.

They respond to students' individual needs.

"What makes an MBA valuable is its partic-

ipants. If they come from different interna-

tional backgrounds, the value of the exchange

is higher".

Today, second-tier programmes offer a stag-

gering variety of optional subjects, concen-

trations and cross-disciplinary programmes. 

  Additionally, second-tier MBA programmes

with geographical access to a major metro-

politan area can often entice real-world prac-

titioners from industry to accept positions

as adjunct academic staff or guest lectur-

ers in order to remedy a perceived weak-

ness in the programme or introduce real-life

cases into the curriculum. While leading the-

oreticians and Nobel laureates typically

migrate to “big-name” business schools, the

real-life experience offered by adjunct aca-

demic staff members can be just as valu-

able for applicants desiring less theory in

the classroom.

Competitiveness may not be

your game

If you are not used to the kind of extra pres-

sure that high-ranking universities tradition-

ally put on their students, you may want to

consider other options. Competitiveness may

work for some, yet be entirely counterpro-

ductive for others. So if you are not a high-

achiever who likes to be under pressure, but

prefer a more relaxing environment that would

allow you to expand and test your skills with-

out being under constant scrutiny, you may

want to choose less renowned institutions

that will offer you quality education in a coop-

erative rather than competitive environment.  r
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Age and experience matter

In addition their university degree postgradu-

ate students usually have a work c.v. to tes-

tify to their vocation in business management.

Work experience is the key when it comes to

making a choice between MIM and an MBA.

Generally MBA candidates have more  ‘clocked

work hours’, with three or more years exten-

sive work experience, This gives them an unbeat-

able advantage in the selection process, since

most MBA programmes rely heavily on the pro-

fessional experience which their students bring

into the course discussion. For the Masters in

Management work experience is not essential

and in fact the majority of candidates have

very little practical experience, sometime no

more than a year. They are either at the start

of or at a very early stage in their career. MIM

candidates in other words are business peo-

ple in the making, whereas their MBA coun-

terparts have already entered the business

world and their goal is to move up the hierar-

chical ladder.  MBAs are geared towards those

who aspire to  top management positions,

while an MIM gives graduates a chance of a

good ‘first shot’ at the market.

Experience comes with age, therefore, quite

naturally, there is an age difference between

those who choose a degree in MIM and those

who choose to pursue an MBA degree. The

average age os students studying for the Masters

in Management is  23, compared to 27 to 32

in MBA programmes. In a nutshell, the MBA and

the MIM are aimed at  two different target

groups – the former for young professionals

MBA Selection

These days a Masters is not just an asset but a necessity. Better and more qualifications are the best ‘letter of recommen-
dation’ you can put on the job market. Therefore, gaining a postgraduate degree is a win-win move, as long as you know
which programme will best meet your needs and aspirations. If you are set on a career in business management, there are
two obvious choices you can make: a Masters in Management (MIM) or an MBA. These two might look like mirror images
of each other, yet there are essential differences between them which you must consider before plunging back into the world
of practically-oriented academia. 

To MBA or to MIM

Which Masters in Business to Choose 
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Thoroughly research your marketplace 

and your competitors, ensuring you know 

your product or service inside out and how 

you can improve upon what is on offer 

from the competition. 

Take advantage of the internet for marketing

your product and building an audience. 

Use social media as a free method of building 

a community of target customers with which

you can communicate and interact 

on a regular basis. 

Fail to plan – plan to fail. Prepare a detailed

business plan with as much information 

as you can put together. You will need to get

sufficient funding in place before the start. 

The clearer your business plan is, the better

placed you will be to achieve this. By finding 

ou have to decide what you want 

to do – no one else can do this for you.

Whether or not it’s an idea you have

been thinking about for a long time, 

or it’s a light bulb moment – when you know

your goal, stay focused and never lose sight 

of what you want to achieve. 

When I was made redundant it came as a big

shock, but it gave me the opportunity, time and

motivation to explore other options. While

attending a dinner dance with my husband, 

I was wearing a very uncomfortable cleavage-

enhancing bra and then it happened. I decided 

I was going to invent a bra that was more

comfortable, innovative, attractive and cleavage-

enhancing than any other available on the

market. I was so excited and thought this is it.

MBA DIRECTORY

Explore options 
you may not 
have previously
considered and
allow for a more
objective point of
view to be added
into the mix

THE SECRETS OF SUCCESS FOUNDER OF ULTIMO 

AND CO-OWNER OF MJM INTERNATIONAL, THE UK’S 

FIRST LADY OF LINGERIE MICHELLE MONE OBE OFFERS 

MBA DIRECTORY HER TOP TIPS FOR BUSINESS SUCCESS

Y
MBA, 92% more three to five years later, and 
151% more six to ten years after graduation.

However, MBA graduates have found that 
the degree is not an instant passport to a six-
figure salary and automatic career progression.
Such results require hard work and a continuous
drive for self-development.

In one MBA class you will typically find
students from up to 20 different countries with 
a diverse range of skills and experiences. In such
an environment much of the learning comes
from collaboration and networking with fellow
students – for this reason teamwork and group
projects are a key component of the course. 

It is clear that a growing number of MBA
graduates go onto more entrepreneurial ventures
and many enjoy a successful career running their
own business. Roughly 70% of MBA students are
enrolled on part-time courses or other flexible
learning options, while continuing to work.

mployers continue to value the 

MBA as a guarantee of an individual’s 

all-round business skills and knowledge 

at a strategic level. High-quality leadership

skills are in short supply and many companies

are prepared to pay for people with practical

experience, a thorough grasp of business and 

an ability to lead and inspire others. The MBA,

delivered by the world’s best business schools,

continues to provide the solution.

Investment and return
The financial return in terms of salary increases

and the impact on career progression are

perhaps the most obvious benefits of studying

for this qualification. The Association of MBAs’

Careers Survey 2010 revealed that the median

business salary was £64,000 and the mean 

was £73,000. Those surveyed were earning, 

on average, 33% more immediately after their

Companies 
are prepared 
to pay for people
with practical
experience, 
a thorough grasp 
of business and 
an ability to lead
and inspire others

E

IS THE MBA QUALIFICATION RIGHT FOR YOU? STUDYING FOR 

A MASTERS IN BUSINESS ADMINISTRATION (MBA) CAN IMPROVE 

YOUR CAREER PROSPECTS, INCREASE YOUR SALARY AND GIVE 

YOU A GREAT OPPORTUNITY TO NETWORK. HOWEVER, THE

WORKLOAD, PERSONAL COMMITMENT AND COST MEAN 

THAT IT ISN’T FOR EVERYONE

MBA DIRECTORY

LEAD THE WAY AS SUSTAINABILITY IN BUSINESS BECOMES INCREASINGLY 

IMPORTANT, AN INNOVATIVE MBA HAS BEEN DESIGNED TO EQUIP 

A NEW GENERATION OF BUSINESS LEADERS WITH THE SKILLS NEEDED 

TO TRANSFORM ORGANISATIONS IN PREPARATION FOR A GREEN FUTURE

These students have just graduated. They 

helped with the evaluation of new modules 

and the teaching and learning approaches. 

This innovation cohort attracted students 

from 22 countries and included an equal 

gender balance, a mix unmatched by any 

other UK MBA programme.’

Interest from the business world
Although the course was only officially 

launched in April 2011, it began to receive 

huge interest from companies wanting 

to get involved. Many businesses have 

helped to design the programme and already 

11 organisations are supporting scholarships 

and providing guest speakers and student

placements for the inaugural year. 

Partners of the new MBA include: Atos; 

Canon; Coca-Cola; The Co-operative Group;

IBM; IKEA; Lafarge; Lloyds Banking Group;

Nokia; Sony and Thomson Reuters. 

ecognising the need for an MBA 
which places greater emphasis on the
importance of sustainability in business,
the University of Exeter launched the

One Planet MBA. Already well known for its
research into climate change and sustainable
futures, in 2010 the university’s Business School
decided to move away from the traditional
business principles of its MBA and create 
a course which would develop managers 
and leaders, giving them the skills to deliver
sustainable strategies.

Having built a solid relationship with the
global conservation organisation WWF, the
Business School worked together with WWF 
staff to redesign the MBA. 

Professor Malcolm Kirkup, director of MBA
programmes at the University of Exeter, explains
how the course was then put together and
trialled. ‘We recruited an innovation cohort 
of 40 students to co-create the One Planet MBA.

R

Inside view:
Students Al Kennedy and Shannon Springer share their 
reasons for choosing to study the new One Planet MBA 

AL KENNEDY: ‘As a father, I’d been thinking
about the world I would leave behind for 
my children. It has become obvious that
everyone needs to think carefully about how
to live more economically and sustainably 
in a world whose population is growing 
but whose resources are diminishing. 

‘I want to become part of the next
generation of leaders guiding business
towards a sustainable future. Put simply,
sustainability offers the opportunity to
rethink and redesign everything. 

‘My professional goals are set on working 
to inspire and provoke business leaders 
to think differently about the role they 

and their companies play in society. 
Along the way, I want to be working 
to drive systemic change that makes 
it easier for businesses to become 
radically more sustainable, 
transparent and responsible.

‘The One Planet MBA will give 
me the knowledge, insight, tools 
and confidence I need to understand, 
not only the risks, regulation and 
efficiencies of markets on a global 
scale, but the language and issues 
of the boardroom that affect 
decision making within 
global corporations.’

The university’s
Business School
decided to create 
a course which
would develop
managers and
leaders, giving 
them the skills 
to deliver
sustainable
strategies

MBA DIRECTORY

Knowledge and experience
Universities and business schools can 

be extremely selective about their applicants

and will expect a high-quality degree 

from a reputable university and prior 

business experience.

Warwick Business School’s (WBS) MBA

programme is often the first choice for

experienced managers who need to fit their

studies around professional and family

commitments. This is due to the range 

of study routes available at WBS. Applicants 

are expected to have at least four years’

postgraduate work experience and, if studying

full time, a well-balanced GMAT test score.

‘Our MBA is designed to be a general

management course for experienced managers.

We study each of the main functional areas 

general MBA focuses on applying 

the academic models that students

study to real-life scenarios, as well 

as developing soft skills such 

as time management and teamwork.

‘The key differences from other taught 

Masters programmes are: the post-experience

nature of the programme; the high intensity

study and the amount of group work required

throughout,’ says Professor Bart MacCarthy,

director of MBA programmes and professor 

of operations management at Nottingham

University Business School.

So why study for a general MBA rather than

specialise? One of the many benefits of a general

MBA is that if you were to switch careers most, 

if not all, of the skills you have learned could 

be applied to any business role.

One of the many
benefits of a general
MBA is that if you
were to switch
careers most, 
if not all, of the
skills you have
learned could 
be applied to any
business role

GENERAL MBAS CONSIDERED ONE OF THE BEST INVESTMENTS 

IN HIGHER EDUCATION, A GENERAL MBA PROVIDES STUDENTS 

WITH TRAINING IN A WIDE RANGE OF BUSINESS SKILLS

A

MBA DIRECTORY



and professionals, the latter for graduates. 

Study the curriculum before you

sign up for the programme

Teaching methods and class content are all-

important when deciding upon a degree. In

terms of study matter the two programmes

overlap – both offer a general management

masters degree, integrated team work and

case studies. However, the MIM is a great deal

more theoretical than the MBA. Traditional

lectures and tutorial classes are quite com-

mon. In an MIM programme, for example,

you may find subjects which particularly

require mathematical or analytical skills

and your final dissertation may be

research-oriented. An MIM thus provides

you with the theoretical fundamentals

of Management Research and may even

qualify you for a PhD in Management later

on. 

An MBA programme, on the other hand, is

more of a ‘hands-on’ experience. It is domi-

nated by case studies or real-world examples

of business issues or problems which stu-

dents are expected to explore and discuss in

small groups. Thus, in an MBA programme,

you may never have to ask about the origins

of an accounting technique, but rather focus

on its application and instead of a disserta-

tion you may present a consultancy project

based on real-world business.

The field you want to specialize in may also

prove to be a factor when tou take the deci-

sion about the choice of degree.. The gener-

alized approach of an MBA programme equips

a student for a range of business-related sit-

uations, while the more specialized nature of

a Masters in Management qualification pro-

vides the candidate with the precise aca-

demic and theoretical framework to tackle a

specific area. Gary Garber, now an HR

Management graduate from Cornell University,

decided to switch programmes, opting out of

the MBA and signing up for the MIM which

gave him  the specialized knowledge he

needed.

“In making my decision to switch programmes,

I spoke with several HR professionals I know

through our local professional network. They,

my advisor, and our dean of business grad-

uate studies, all gave me the same advice.

In a nutshell, what they told me was that if

HR is really what you want to do, then the

Masters is your option. You also have to

remember that in specialized fields, a lot of

schools have MBA programmes but a Masters

degree is something that can set you apart

in the industry.”

How global do you want to get?

The MBA continues to be the most sought-

after degree in the world - and for good rea-

son. It offers you a truly international

experience. MBA candidates can work and

study in different parts of the world and most

of the top MBA programmes either have cam-

puses scattered around the globe or work in

partnership with other elite institutions to

offer their students a variety of exchange

programmes. The MIM, on the other hand, is

a great deal more regionally based. The MIM

degree is becoming more internationalised

and in recent years a number of universities

have started offering it in English. With an

MIM location matters – if you want to start

your career in a less crisis-prone part of the

world, it is best to pick a university within

that region. MBAs are not so location-depend-

ent, especially with the new trend of cam-

pus rotation. 

What are your stakes on the job

market?

Both degrees will increase your chances of

landing the job you dream of, provided that

you know exactly where you are headed. An

MIM graduate should not expect to find a

managerial position upon walking out of the

university gates. MIM students lack the c.v.

of their MBA counterparts. Their work expe-

rience is limited, and they should be content

to apply for a satisfactory entry position

rather than ‘aim high’ for a managerial job.

MBA graduates on the other hand are con-

sidered ‘experienced hires’, since they have

been in business for several years prior to

their MBA degree and as such, they are more

or less entitled to apply for a leadership or

management position. 

In a nutshell

If you can not decide whether to choose a

Masters in Management or an MBA degree

there are a few pointers for all who are in

doubt .  The Masters programme is for tal-

ented and ambitious young people with lim-

ited (if any work) work experience who would

like to start a career in business. It is also

more theory-oriented in terms of teach-

ing style and more specialized in terms

of content. The MBA is usually for those

who have already started their careers

and want or need new knowledge, analy-

sis tools and networking opportunities in

order to change their line of business or

secure a promotion. Finally, MBAs are rel-

atively global, while MIMs are just begin-

ning to globalise with English as the language

of instruction for more and more programmes

outside the US and the UK. r
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Going Global with an MBA

Going global is no longer an abstract concept.

Economies and cultures have become highly

interlinked, artificial barriers have been brought

down and the flow of goods, services, capital,

knowledge and people across borders has

immensely increased. Moreover, businesses

nowadays have started to adopt an interna-

tional approach to make their products and

services available across global markets and

thus maximise their revenues. 

Doing business across borders is a complex

matter involving considerably more than merely

selling goods and services. One needs to under-

stand the causes,

the effects and the

operating system in

which business

transactions are

made. This is why

business schools

today are taking

education outside

the classroom, allowing their students to gain

hands-on experience of a global market econ-

omy. 

In order to meet the challenges of a global

business mindset, many business schools have

opted for a cross-cultural partnership, offering

their students a variety of exchange programmes

throughout their study. Others have set up

intensive two-week courses where students

go to other regions and attend lectures, talk

to company officers and government officials

and get language training. International net-

working is reinforced through a global team of

lecturers: b-schools strive to attract academic

staff with a variety of cultural backgrounds

who not only have academic, but also mana-

gerial experience. For example, all lecturers at

Hult have both an academic and a business

background and work closely with businesses

to pick up the latest trends.

In a constantly changing and expanding global

market, identifying trends is best done on the

spot and for some years now top business

schools, such as Hult, have been doing exactly

this. They have taken cross-cultural experiences

a step further and have set up their own cam-

puses in Asia, the US and Europe, where the

economies are

both challeng-

ing and prom-

ising. The

campus rota-

tion strategy

has proven to

be a huge suc-

cess with stu-

dents, as it allows them to experience real

cultural differences and to understand the

operating system of a given market without

relying on information from global or local news,

which can often be misleading and even untrue. 

Finally, going global with an MBA has one unbeat-

able advantage. It turns you into a professional

global citizen and makes you recession-proof.

MBA graduates are not geographically bound,

as they can obtain their degree in Europe and

still go to work for a prospering company in

Asia. China for example is one of the coun-

tries that needs tens of thousands of trained

managers to fuel its economic growth and

there are not enough qualified professionals.

Those who have spent time in China, are famil-

iar with the country and have an MBA from a

top b-school can virtually write their own ticket.

In other words, if a region is not doing partic-

ularly well, they can always pack their things

and go to another locale with better job

prospects. This is a great asset at a time when the

economy has become hugely unpredictable. r

Business Schools Today Are Taking 
Education Outside the Classroom
These days globalisation defines the business strategy of many companies and MBA graduates are keen to learn the nuts
and bolts of an emerging market.
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“We award degrees to people who are effective general managers, not doctors
of business administration.”

Interview With The
President

One of the biggest assets of
Hult is its campuses around
the world. What was the goal
of this initiative? 
At the initial stage of my involvement with Hult it

was clear that globalisation had, without doubt,

exerted an impact on every single industry, but not

really on higher education. We saw an opportunity

to set up campuses around the world and offer US

education without needing to go to the US. The

campus rotation idea came a couple of years later

as we were setting up campuses that were equal

in quality. We thought that allowing students to

move between campuses would be a very good

way of ensuring internal discipline and thus making

the educational experience as similar as possible

across all our campuses. And I must say that we

exceeded  our own expectations. 

How does your campus rota-
tion strategy differ from the
exchange programmes that
other business schools offer?
Unlike an exchange programme, we have both sides

of the transaction if you like. The curriculum in each

campus is identical and run in lock-step. A one-year

exchange programme can take quite a lot of time

away from a student’s education because of the dif-

ferent university systems or the way the curriculum

is set up. With campus rotation, on the other hand,

students move between campuses without miss-

ing anything or without duplicating any of the classes.

Also, when you walk though our campuses around

the world, you’ll notice that they all look very simi-

lar. In other words it’s very convenient for students

to be able to move around on campus rotation with-

out any kind of disruption to their studies.   

Is campus rotation a more
effective means for teaching
global management these
days?
There are three aspects to doing international busi-

ness. The first is understanding the what: what you

want to achieve. The second is understanding the

how: how to accomplish what you want to do. And

then the third aspect is understanding the operat-

ing environment: the challenges that you will face.

You can only really teach the first aspect in a class-

room. The how and the operating environment need

to be experienced, because there is a huge differ-

ence in how business is done around the world and

the issues that will be faced. When our students

travel to Shanghai, Dubai and then India, they expe-

rience the dissimilarities in a so called “emerging

market”. We call it an emerging market, but then

again that encompasses everything, from Hong Kong

to Laos, and there are huge differences, say in the

infrastructure and legal system for instance. 

What’s the importance of net-
working in business educa-
tion?
Networking is important, first of all, to get a job. And

then, of course, in business, networking is important

if you want to tap into expertise. Whenever you face

a problem you pick up the phone to get advice from

a contact which could be invaluable. I used to work

for McKinsey & Company, where we would regu-

larly use the McKinsey network when we were

engaging in a new industry or approaching a new

client. We would always phone somebody who

worked for that client or that industry just to tap into

their expertise. 

You promote Hult as a busi-
ness school with an empha-

sis on practical education.
What does that entail?
All the management of Hult has been in business

and we have no interest in awarding degrees to

people whose aspirations are to be Doctors of

Business Administration. We want to qualify peo-

ple who are effective general managers and there-

fore we ensure that all of our lecturers are like us:

that they have both an academic and a business

background. We work closely with businesses to

pick up the latest trends and want to qualify peo-

ple who can really make a difference in their busi-

ness. While we teach theory, we spend even more

time talking how the theory can be applied in prac-

tice.

Do you plan to open a new
campus or will you now invest
in a different venue?
We will continue to expand, as that will make the

programme even better. We plan to invest more in

technology as well. We’ve started to deploy video

conferencing in all of our classrooms. Thus, for exam-

ple, we can have a debate going between the Dubai

students and the London students on the property

crisis in Dubai or on what the Arab spring means

for businesses operating in the Middle East. People

on the ground can actually give you some of the

most compelling lessons. They can say ‘I know what

you’re seeing on CNN and the local news but that’s

not really true’ which gives much more food for dis-

cussion. We certainly plan do a lot more of this

interaction across all our courses. 

Expanding the campus network is on the cards but

it’s not such a priority as it was when I took over,

when we only had a campus in Boston. In the last

six years we’ve managed to create a global busi-

ness school. So adding another campus will not

dramatically change the positioning of Hult. However,

we’re thinking of opening a campus in Manhattan.

Over time, I think, we’ll open a campus in South

America and another one in Asia. The focus this

year, however, will be to make all our programmes

distinctively better than those of other schools. r

Interview with Dr. Stephen Hodges,
President of Hult
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49 Years Difference? 

The choice of an American or European MBA

depends on many factors which have little or

sometimes nothing to do with geography.

Amongst the most important differences

between the programmes on either side of

the Atlantic is the price of the degree, its dura-

tion and the level of internationalisation of the

school. When comparing options it is a good

strategy for candidates first to make an analy-

sis of themselves and their career goals. The

correct approach would be to pick schools

which match the individual profile is . The start-

ing point is to knowing the sphere of special-

isation an applicant wants to follow: – Marketing,

Commerce, Project management, Accountancy

or another. 

After deciding on the field(s), the prospective

student should also try to determine which

place is more suited to his lifestyle. Here the

dilemma touches on the question of culture

and surroundings:  that of Europe or America.

Cultures are not homogenic and it would be

too simplistic to make generalizations,. Thus

it is best to gather personal impressions. Most

schools have open door days and candidates

should visit them whenever possible. It is also

useful to talk to students in the programme

you want to apply for.  Employment prospects

post-graduation are another factor to be kept

in mind, if candidates intend to relocate. Both

America and Europe have legal restrictions such

as work permits, visas, etc. that could poten-

tially make more difficult career plans.

USA - the motherland of MBA

The two-year programme is still considered to

be the American standard for the full-time

MBA. In Europe this duration of the course is

one year or eighteen months. However, since

the two-year course is more expensive and

has a related high opportunity cost, more pres-

tigious American schools have started to offer

shorter MBA programmes. In the beginning of

February 2012, Northwestern's Kellogg School

of Management announced its plans to increase

the size of its one-year programme and reduce

the intake for its two-year classes. Sally Blount,

the dean of Kellogg, explained the move in an

interview with PoetsandQuants.com: “It's very

clear that growth in demand for the two-year

MBA is going to be slowing and that growth

for one-year programmes will be growing. We

have to be realistic about the market in which

we find ourselves.” 

The latest GMAC survey shows that MBA grad-

uates remain highly paid in the American job

market.  Graduates of US business schools

from the class of 2011 earned an average salary

of US$ 81,000, which is with roughly 3000

less than their European colleagues. Pay is

important, of course but what is more impor-

tant is the satisfaction with what you do. Despite

the small difference in favour of Europe, more

US alumni (84 %) said that their salary met or

exceeded their expectations.

In the USA the employment rate of graduates

from class of 2011 was 89%, higher than in

Europe. A good education usually increases

job opportunities but in times of crisis peo-

ple are less picky. 66% of both Americans and

Europeans said that their first job after grad-

uation was in the industry they chose.

At the end of 2011, 74% of companies reported

that they were planning to hire MBA gradu-

ates in 2012, an increase of 58%  from  the

previous year. 65% of them also said they

would keep the pay levels of alumni from 2011

and 32%  said they planned to raise it. 

This study is more representative for the USA,

as almost three-thirds of the 216  companies

polled were American, and only 10% European. 

It is generallyaccepted that the MBA costs

more in America than in Europe. This is impor-

tant, of course as not everyone can find the

funds required to study in a top school, espe-

cially if they have to be repaid after gradua-

tion. What is more important, however, is to

build a fuller picture of the expenses needed

for the period of study, the overall opportu-

Should You Study in Europe
or North America? 

49 years is the length of time separating the first American MBA programme from the first one in Europe. The Graduate
School of Business Administration at Harvard University started its Master of Business Administration degree in 1908 and
not until 1957 did INSEAD in France follow suit. Have the Europeans and Americans now reached the same level?
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nity cost, and the salary earned after gradu-

ation. If we take the top five European and

American schools in the Financial Times rank-

ings and put them in their value for money

order, the results show that European schools

are preferable. The ranking order is the fol-

lowing: IMD, INSEAD, IE business school, London

Business school, IESE, and then are Columbia,

Stanford, Harvard, Wharton, and Kellogg.

However, such calculations do not take every-

thing into account and, just like rankings, are

not entirely representative.  

Room for development in Europe

Although the US and Europe are the two main

business and trade centres in the world, the

49 “missing years” for European schools have

given rise to some very distinct differences.

It took time for the degreeto be recognised

and gain popularity in Europe, even in some

of the developed countries. As Jens

Wüstemann, president of the Mannheim

Business School commented for the Financial

Times: “Fifteen years ago, the MBA was

unknown in Germany. We are trying to edu-

cate the market.” The available data also con-

firms business education is much more

widespread in America. During 2011 testing

year 116, 546 people have taken the GMAT

test in the USA as opposed to only 24,298 in

Europe. 

Europeans from the class of 2011 earned the

highest starting salaries worldwide with an

average of US$84,267. 79 % of raduates in

Europe said that their pay met or exceeded

their expectations and 81% of European busi-

ness graduates found employment after grad-

uating.  .  

Another difference is the extent to which the

schools are  internationalised.  Europe is the

leader here: 83% of the applicants for the

European one-year full-time MBA programmes

were overseas students. GMAC reports this

figure to be 38% in the US. Although America

has strong traditions in accepting immigra-

tion, the exposure to cross-cultural influences

is greater in EU schools, where the movement

of students between different countries is

stimulated by different European and national

programmes.

In choosing between schools in Europe and

the US the main thing to bear n mind is that

the choice is very personal. Take a good look

at the available options and do not let your-

self be influenced by rankings. If your back-

ground fits in better with a school, which may

be a little outside the top 10, 20 or 30, don’t

let that worry you.  There are excellent MBA

programmes in both America and Europe,

whose graduates are sought by global busi-

ness. Meanwhile, higher education in Asia is

fast on the increase... r
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Geographic Trend Report (GMAT 2011)

Country Average Salary (in USD) Percentage of Employed

USA 81,000 89%

Europe 84,267 81%

CLASS OF 2011 After Graduation

Country Personal Rewarding Financial Rewarding Professional Rewarding

USA 93% 71% 88%

Europe 95% 66% 89%

Rewards of Business School Degrees

2000 - 2011 Graduates (GMAT)



Leading in the Oasis 
of Wonderland  

The need for business leaders depends on the

specific economy - the more developed and

prosperous it is, the greater the need for edu-

cated and skilled managers. This can be seen

in particular in two of the richest countries in

the Middle East and in the world – Qatar and

the UAE. The overall value of construction proj-

ects in the Emirates is 1,249 trillion. In Qatar

the gross domestic product rose by an amaz-

ing 18,7% in 2011. As a result of the prosperity

of the two nations there is a great need for

qualified executives

and quality people

in managerial posi-

tions; demand out-

stripping supply. 

Progress has led to

specific require-

ments for leaders in

high positions and

business education is one of the best ways

to foster the abilities and talent of managers.

The Middle Eastern boom can not be sustained

if there is insufficient managerial potential. 

The United Arab Emirates and Qatar continue

to attract the eyes of the world with  impres-

sive building projects. Even the American real-

estate mogul Donald Trump admitted that he

is jealous of the accomplishments in the Middle

Eastern real estate and property sectors. In

2012, the UAE will award construction proj-

ects worth more than 15 billion USD – an

increase of almost 27% in comparison with

the previous year. Construction is one of the

motors of development for the country. So lit-

tle wonder that it will need all the experience

and know-how it can get. Buildings comprise

biggest portion in the overall construction proj-

ects in the Emirates; being worth a total of

USD 871.6 billion, according to research by

Ventures Middle East. Moreover, the UAE has

energy related construction activities worth

USD 190.9 billion and infrastructure projects

worth of USD 187.2

billion. 

Attracted by the

Middle Eastern

boom a number of

top business

schools have con-

gregated there.

They train top

quality business leaders for the industries not

only for the UAE, but also for the entire region.

Another positive effect of the presence of

MBA schools is to boost the level of interna-

tionalisation of the business atmosphere. The

UAE has an international profile but due to its

wealth and largely self-sustaining economy,

it is prone to isolation. Amongst the excellent

business schools which have established rep-

resentation in the UAE are INSEAD at Abu

Dhabi, followed by  the London Business School,

Hult International Business School, Manchester

Business School Worldwide, Cass Business

Middle East Needs MBA Managers 
The Middle East hosts some of the most challenging business projects for professional managers today. The Gulf countries
are exceptionally vibrant places and people with a high quality MBA have excellent employment prospects. With many re-
putable schools the United Arab Emirates and Qatar are the two centres of business education in the region.
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Increased by 27%

This Year



School, Strathclyde Business School and many

others... 

There are many projects in the UAE which are

waiting to become reality. The famous

Metropolitan Hotel in Dubai was closed in

March 2012 to make way for a new project:  a

tourist complex valued at $1.3bn. Dubai Sports

City is a visionary plan for the first entirely

sports city in the world. Built on 50,000,000

square feet, it comes with a price tag of 4 bil-

lion dollars. 

The mega-business district Business Bay is

planned to be completed between 2012

and 2015. With its 240 buildings it will

cost about 30 billion dollars. Another ambi-

tious project - Dubai’s Al Maktoum

International Airport, the value of which

is estimated at USD 34 billion, will open

in 2027, according to the CEO of Dubai

Airports Paul Griffiths. In the meantime,

until these plans become reality, the inter-

est of the world towards the desert wonder-

land has transformed the current Dubai

International Airport into the fourth largest

airport in the world. With about 51 million trav-

ellers passing through, it is a very close sec-

ond to  Hong Kong, currently number three in

the world.. 

The state of the economy

The crisis which began in 2008 led to the

postponing of many business initiatives.

However, it seems that now the markets are

beginning starting to thaw. The UAE economy

grew by 3,3% in 2011.  The fall in theUAE  real-

estate sector, caused by the crisis has indeed

been profound and according to Deutsche

Bank AG house prices fell by 64%. “Frenzy is

a good way to put it,” Craig Plumb, head of

research in the U.A.E. for Jones Lang LaSalle,

a property consulting firm, recalls. “People

were paying more for projects that weren’t

built than projects that were built”, he explains

for the New York Times. In 2009 Dubai

requested a standstill on the debt of the state-

owned Dubai World. It is very important for

the whole country and for the region to have

a sustainable economy and that competent

managers are in a position to make the deci-

sions.  

Dubai’s economy may expand as much as 4,5

percent in 2012, after growing more than 3

percent in 2011, announced Sheikh Ahmed bin

Saeed Al Maktoum, the head of Dubai’s

Supreme Fiscal Policy Committee. Tourism

accounts for approximately 60 % of the econ-

omy of the emirate. Almost 9 million foreign

tourists are expected to visit the UAE this year,

according to Business Monitor International.

The International Monetary Fund, however

warned that although recovery looks set to

continue, growth may slow to 2,3% in 2012

due to global uncertainties.

Khatija Haque, senior economist at Emirates

NBD, Dubai also explained possible slower

growth as a result of external conditions: the

euro zone crisis and weaker global growth

generally. Another reason, she says, is that the

oil production will not increase from the 2011

levels.  Haque added, “We think the growth

this year will be underpinned by public

sector spending”. The government has

already announced plans to spend $1.6

billion in the next three years on water

and electricity networks in the northern

emirates. They have benefitted less from

oil and trade than Abu Dhabi and Dubai.

Looking at the past

The story UAE’s success began in 1971 when

Abu Dhabi, Ajman, Dubai, Fujairah, Sharjah,

and Umm al-Qaiwain established the country

and one year later were joined by Ras Al-

Khaimah. 

In the 60’s significant oil reserves were found

in the territory of what was later to become

the UAE. The black-gold wealth was concen-

trated in Abu Dhabi, which holds about 90%

of the precious commodity. The money from

9 Million Foreign
Tourists in UAE

This Year
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it was used to build the country’s roads, schools

and social infrastructure. A real success for

the oil-rich nation is that  the oil and gas rev-

enues today form only about 25% of the GDP.

In terms of business legislation there are

very serious limitations upon foreign own-

erships of businesses: a maximum of 49%. 

Those who want to own more must register

a company into to the so-called free zones

for foreign investors. An interesting fea-

ture of the rich countries in the Gulf is

that the non-nationals are often signifi-

cantly more than the nationals. 90% of

the 1,8 million population of the city-state

is made up of expatriates. Meanwhile

Dubai, Abu Dhabi and Doha were stated

to be the most competitive cities in the

Middle East in an Economist Intelligence

Unit (EIU) research. 

The  Qatar hallmark

With a gross domestic product per capita of

more than USD 88,000 for 2010, Qatar has

been ranked in the Forbes magazine listinga

s the world's wealthiest country. In compar-

ison GDP in the UAE’s is 47,500 USD. Qatar’s

economy is more dependent than that of the

Emirates on its oil and gas sector, making

up about 50% of the country’s GDP, 85% of

export earnings, and 70% of government rev-

enues. 

This is where the role of the country’s mangers

is important, as they should participate in

boosting economic diversity. 

The business school industry in Qatar is still

nascent and is likely to undergo further devel-

opment. HEC Paris established its Executive

MBA programme in Doha in 2011 and in March

the next year it was announced that Google

will finance an academic Chair for teaching

and research - 'Google@HEC' Chair. "In the

near future, we will see Qatar-based organ-

izations engaging in similar partnerships with

HEC, which will allow us to more specifi-

cally address the challenges of firms oper-

ating in the GCC region and to create

knowledge that contributes to Qatar's sus-

tainable growth”, commented the Academic

Dean of HEC Paris in Qatar Antoine Hyafil.

“The Google Chair affirms our commitment

and strength in training future leaders and

entrepreneurs in digital business,” he said. 

The projects

A senior banker, based in Doha, who wished

to remain anonymous, commented upon the

political situation in the country for Reuters,

saying that Qatar probably has the best lead-

ership in the Arab world. “The prime minis-

ter is the hardest working in the region.

Their biggest problem is to find people to

manage their vision."

The 2022 World Soccer Cup is extremely

important for Qatar.  The country will invest

billions of dollars into infrastructure and

construction in the years prior to the event.

The second half of 2012 will bring contracts

worth $15 to $17 billion and rising in subse-

quent years. Transportation will domi-

nate the projects market. Rail will be

the largest component at $35 billion,

with the first packages on the Doha

metro expected to be placed by the end

of 2012”, explained Angus Hindley, MEED

Insight Research Director . “Up to $30

billion is planned to be invested in road

infrastructure, with the focus on the

highway network and the Doha Bay

crossing while the New Doha International

Airport, scheduled to open in late 2012, is

preparing for a new round of investment”,

he added.

Despite the political instability in some of

the countries in the Middle East, the state

of the job market and the challenging times

as a whole, the need for qualified managers

and entrepreneurs remains very strong in

the region. Especially in rich countries such

as the UAE and Qatar. The biggest test for

business leaders and politicians in these

nations is continuing the path to a more

diversified and sustainable economy.  r

MBA Focus
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Europe and the Rising Sun! 

European business schools are opening to inter-

national candidates and are becoming more

popular. During  2011 a record number of GMAT

scores were sent to them. From all the 85,319

received, 62% came from non-Europeans.

Chinese candidates were the second biggest

group (12%) in this applicant pool after candi-

dates from Indian. Applicants from abroad are

aware that the MBA is no longer a sole domin-

ion of American business schools. 

“You are starting to see some serious com-

petitors to what was historically a U.S.-

dominated market”, noted Dave Wilson,

CEO of Graduate Management Admission

Council. Today many students from the

country studying MBA abroad refute the

old cliché that they are talented, well organ-

ized, meticulous, but lack leadership skills

due to the collectivist culture of their home

country. 

The Chinese are the largest pool of international

students around the world – about 1,270,000

were studying in foreign countries at the end of

2010. In 2011 applicants from the Asia-Pacific

region made up the largest share of candidates

for the 1-year MBA programmes in Europe –

37%, and in the USA – 40%, according to a GMAC

survey. During  2010-2011 more than 40,000

Chinese applicants took the GMAT test and in

2006-2007 this figure was just a little bit over

13,000.

As a logical consequence of its success China

needs more people with international busi-

ness skills, acumen and connections in parts

of the world which are economically impor-

tant. The Asian giant has become the biggest

exporter in the world and the second largest

economy after the USA. 

The country has established itself as a seri-

ous geopolitical power with influence not only

in Asia, Africa and South America, but also in

the Western world. Despite some signs of eco-

nomic, environmental and humanitarian imbal-

ances, China is one of the most popular success

stories of our time. 

In addition to their goal of deepening the rela-

tions with the rest of the world, Chinese com-

panies often seek people with specific local

knowledge about doing business in various

places of the planet. What makes Europe one

of the most logical destinations for studying

MBA? The statistics speak for themselves: The

European Union is the biggest trading partner

of China. China, on the other hand, is the EU’s

main source of imports. In 2010 Europe imported

goods worth 281.9 billion euro and exported

products worth 113.1 billion.  In the first three

quarters of 2011 alone Europe imported prod-

ucts, worth 217,4 billion, and received services

worth 16.3 billion euro, and provided services

worth 20.2 billion. The rise of trade in times

of a severe crisis shows the significance of

their economic relations.

China and Europe established diplomatic ties

in 1975. The 1985 EU China Trade and

Cooperation Agreement regulated the rela-

tionship and in 1998 the two partners

decided to hold regular summits. Matters

of common interest between China and

the EU include climate change, global econ-

omy, human rights, migration, education,

culture, fair trade, etc. In 2004 there were

17 sectoral dialogues, now there are 50. 

Chinese students in EU business

schools

It is a good opportunity for Chinese students,

studying for an MBA in Europe, to get to know

the most important trading partner of their

country and expand their knowledge of the

business world. Many companies have head-

quarters in Europe, explains Carrie Zang, a stu-

dent from China at the MBA programme in

INSEAD, France. “Working in Europe equips one

with direct access to management teams and

closer relationships with decision-makers”, she

said for The ACCESS MBA Guide.

Studying in the Europe also contributes greatly

European MBAs are Becoming More 
and More Popular in China 

The Chinese are more and more interested in studying for their MBA in Europe. Firstly, due to the quality of education
which is at its highest level for a decade, as well as the possibility of building a network of contacts with the most impor-
tant business partners of their country. They also appreciate the unique European style of culture and diversity. 

MBA Focus
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to opening the thought horizons. International

experience gained by living in a cosmopolitan

place like Europe certainly deepens the under-

standing of different cultures. This does not

just serve practical purposes for the prepara-

tion of business leaders for China. It has an

additional value for the student. “My stay in

Europe also helped me to build up a bigger

picture while working there. I met people from

different cultures, from diverse cultural back-

grounds working here. It is great to gain an

international worldview, and be truly open to

people and ideas”, Carrie notes.

With a single visa, one can enter the 22 mem-

ber countries of the EU, Iceland, Norway,

Switzerland and Liechtenstein. This is a tremen-

dous opportunity to enrich one’s  worldview

and sense the real diversity of Europe. Diversity

is also a vital part of the quality of MBA.

Building a network

One of the most important advantages for

Chinese students studying in European busi-

ness schools is the possibility of building a

network of people, living and working in the

most important trade partner of their coun-

try. This is invaluable in tomorrow’s world. Sitting

in a class with co-students with whom you

may do business in the future, potentially gives

you an edge. Of course, the quality of educa-

tion is also of primary importance. “The rep-

utation of the school helps when you go to a

recruiter and the network helps when you

want to go into a specific industry/function –

because you can always find some alumnus

there to get advice from”, Carrie Zang said. 

Many of the decisions taken by business lead-

ers are made after consultation with fellow

partners and colleagues. Contacting former

co-students, even years after graduation, is not

difficult with the help of the internet and social

networks. What is hard is finding information

which is not publicly available about a firm’s

reputation and history. This is an example when

the student business network may kick in. “The

economic ties between Europe and China are

strong. And INSEAD is also beyond “EURO-

PEAN” with its three campuses and partner-

ships around the world. I value the global net-

work that I built up through the school”, Zang

said. 

The networks are also useful in finding work,

discussions, making contacts, business intel-

ligence purposes and recommendations. And

this is just in business, not in the personal

aspect.

Chinese or European MBA

Despite the boom of MBA education in China

and new high-ranked schools, China’s tradi-

tions in this sphere are yet to become estab-

lished. The chances are that a degree from a

reputable European school would carry more

weight both in Europe and in China. A degree

from Europe facilitates employment for Chinese

graduates in other countries but also helps

them compete equally in their home country

“In China the reputation of the school mat-

ters”, says Carrie Zang and adds that her busi-

ness school maintains a good relationship with
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a lot of multinational corporations and local

firms. “There is already a diverse body of

recruiting firms from my home country.” 

Carrie is amongst the students who have

decided to go back to China after gradua-

tion, mainly due to family and personal

commitments. But she regrets not being

able to take advantage of the doors her

education has opened in other regions. 

Jobs, jobs, jobs

Having a Master of Business Administration

degree from a good European school could

mean many opportunities for launch-

ing a great career. Employers highly value

MBA diplomas from the Europe. European

business schools graduates are the high-

est paid in the world with an average

salary of US$ 84,267 for the Class of

2011, according to GMAC reports. The

study also found out that for  European

MBA graduates  job ownership and career

path were the most important factors for

choosing their professional path. 

Chinese MBA graduates can expect rela-

tively equal job prospects if they graduate

from a good European or good American

school. The most active companies in hir-

ing business school alumni are the same

multinational giants which are active on

both sides of the ocean. At INSEAD the top

recruiters are McKinsey & Company, The

Boston Consulting Group, Bain & Company,

Booz & Company, etc. The average base

salary of the most recent class of gradu-

ates was 119,500.00 USD, their favourite

employment field (47%) was Consulting. At

Wharton the situation is more or less the

same. The average salary is 120,000.00

USD, the first three top recruiters are the

same and the preferred sphere is

Finance/Accounting. 

The Financial Times value-for-money rank-

ings show that European schools are doing

better than their American counterparts.

With all the necessary critical attitudes

towards such calculations and lists, the top

10 European and American schools would

be as follows: The first 10 are made up of

European institutions. 11-20 American. The

question of the quality of business schools

is open to debate, and can never be resolved

satisfactory. However, in terms of ROI, the

European MBA seems to be gaining the

upper hand.  

Europe is now challenging

American MBAs

Currently, the USA is the number one when

it comes to attracting the interest of Chinese

students who want to study for an MBA

abroad. The opportunities offered by Europe

are sometimes overlooked and under-

estimated.  

An important factor for the choice of

Chinese students who tend to prefer

a European MBA over the American, is

also probably the price of the degree.

In most cases it is lower in Europe than

in the USA – the other main trade part-

ner of China. In a comparison of the

tuition fees in two of the best schools in

the two places – the Wharton business

school and INSEAD the students at Wharton

had to provide 58,244 US dollars for the

2011 – 2012 academic year alone (it is a

two-year course), while at INSEAD the tuition

fee for the whole MBA programme (one

MBA Focus
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year) is 58,000 euro for September 2012

and January 2013 entries. Some schools

may have smaller differences – at HEC Paris

the tuition fee is 48,000 euros for the 16

months of study, which is about 8,500 US

dollars less than the one-year course at

Kellogg School of Management at

Northwestern University (72,000 US dol-

lars).  

Many scholarships are also available such

as INSEAD-Syngenta MBA scholarships for

developing countries’ leaders  -  up to 22,500

euros for two students per class from any

targeted nation, including China. 

Years ago when the popularity of European

business schools began to increase Jeffrey

Gangemi offered an interesting angle in his

analysis for Businessweek: “Europe also

has American bureaucracy to thank for

much of its recent gains in the battle for

B-school students. In the aftermath of the

Sept. 11 terrorist attacks, new immigration

policies caused delays in visa processing

and inconvenienced and sometimes pre-

vented foreign students from enrolling in

American schools. Europe's MBA pro-

grammes suddenly became much more

attractive alternatives, especially with the

lack of hiring that accompanied the sub-

sequent economic downturn in the U.S.” 

When comparing Europe to the USA, Chinese

applicants are also likely to find a better

opportunity cost linked to the shorter dura-

tion of the degree in Europe - 12 to 18

months, compared to the standard 24

months in America. Nowadays the trend in

the USA is more and more excellent

American schools to offer 1 or 1,5-year pro-

grammes. 

The dean of INSEAD, Dipak Jain, notes that

obtaining a top-quality European MBA in

half the time of that in the U.S. is very

attractive for students who want to mini-

mize financial costs and get back to work

again sooner. He has a good overview, as

he is a former dean of the Kellogg School

of Management. “For some, the return on

investment of a one-year MBA is consid-

erably greater than that of a two-year pro-

gramme”, he said in an interview published

in The Globe and Mail. Jain also notes that

often the level of authentic diversity among

the student body and faculty is greater in

Europe. 

As far as other differences are concerned,

older students tend to choose European

schools rather than their American coun-

terparts. The

same goes for

the internation-

alisation of

schools – gen-

erally Europe

has more MBA

students com-

ing from

abroad than the US. In 2011 European one-

year full-time MBA programmes received

the biggest number of applications from for-

eign candidates - 83%, compared to 36% for

American programmes.

Applicants from abroad are aware that

MBA is no longer a sole dominion of

American business schools.  “You are

starting to see some serious competi-

tors to what was historically a U.S.-dom-

inated market”, noted Dave Wilson, CEO

of Graduate Management Admiss ion

Council some time ago, quoted by poet-

sandquants.com.

“These interna-

t ional  schools

are becoming

very ser ious

competitors and

they are doing it

very quick ly .  I

heard a com-

ment at a roundtable discussion. A U.S.

dean said, 'We've been doing this for 100

years.' And one of the European deans

said, "I don't think it will take us that

long to get it right.”  r

European Schools
Have 83% of

Foreign Students
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Jin Peng, ESADE MBA Alumnus

An MBA Can Open the Door
to New Fields 

Why did you decide to go for an MBA?
After several years of working as government official and commercial diplomat, I thought

there should be a change in the track of my life. Although there were other opportunities

for me, I thought that taking an MBA was the right option because it would enhance the

variety of life by providing new knowledge and a new possibilities as a key to open doors

to new fields in the future.  Meanwhile, I knew that China was beginning to appreciate the

MBA degree more and more for management positions and the biggest new emerging mar-

ket needs the MBA.

What were the most important aspects you considered
when choosing an MBA course?
When I chose the MBA programme, I mainly considered:

1) The general cost for the whole programme, you need to think about the pay back years

for your investment

2) Whether the strong part of the MBA programmes fits you. For example: If you hope to

learn more of Marketing, maybe N. W. Kellog is a better option, if you want to learn more of

investment banking, NYU can be a choice

3) International rankings, of course, are an important reference

Why did you decide to study in a European business school
and what are the main advantages of the European study?
I believe the MBA programme should be more meaningful for life than studying at school

and then looking for a new job.  I think studying at a European business school can widen

my life experience. We know Europe as the “old continent”, so I can learn more about the

history, art and different cultures from visiting different countries by taking the advantage

of the MBA programme there. If I was not in Europe, I wouldn’t have such an opportunity to

stay at the different countries for sometime.

Furthermore, in comparison with the US, there are still many new business opportunities

between European countries and China. One can take the MBA programme in Europe to dig

out potential chances for future. 

What was the most difficult part in getting the MBA?
Find the “right” MBA programme for you. I don’t think it is correct to apply for the MBA pro-

gramme only through the only tool of “rankings”. The most important thing is to understand

your targeted business schools. You should know what you want from the MBA programme,

and then, check out whether the schools can offer you through the school website, campus

visiting, alumni, etc. 

Why did you decide the degree was worth pursuing?
What was your goal and how will it help you achieve it?
The MBA degree was really a challenge for me. Comparing my previous university degree in

Arts, the MBA degree was a special gift in my life and I am happy that I finally achieved it

after real tough study process. Before taking the MBA programme, I hoped the degree can

change my life track to another function and I wanted to see whether the programme would

help me find new opportunities in the future. During the programme I heard that: MBA pro-

gramme can give you mainly 3 changes, job function, working location and salary increase

and if you are lucky, you can get all 3 of them. r

Jin Peng holds an MBA degree from the

ESADE Business School with a speciali-

sation in Marketing and Finance and a

B.A. in International Studies from the

Nanjing University. Jin has a year of pro-

fessional experience gained in China, Spain

and Mexico where he worked as a gov-

ernment official, commercial diplomat and

manager with major European and Chinese

companies. Jin is currently National Project

Manager for Roca China.
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Cash in or Cash out

According to the general train of thought,

MBA graduates from 10 years ago were

in charge of the world’s finances at the

time the crisis struck and should take

their share of the responsibility for the

collapse of the economy. These so-called

experts not only failed to do their job

and to foresee the risk, they were also

perceived to have traded long-term strat-

egy for short-term gains. 

Ph i l ip  Delves Broughton ,  a

Harvard Business School alum-

nus,  says a process ion of

Harvard-trained MBAs played

a prominent role in the eco-

nomic collapse, as these are

“people who have the same

educat ion ,  who know each

other ,  who created an eco-

nomic system that has led to

an enormous amount of

unnecessary hardship for peo-

ple”. Many business schools in

the US were quickly dubbed

‘academies of the apocalypse’

while high-flying MBAs such

as Harvard MBA graduate

Henry Paulson, secretary of

the treasury under President Bush, were

labelled “toxic bankers and scammers”. 

While business schools continue to deny

accusations that they played a pivotal

ro le in  bringing about the recess ion ,

claiming that it is too simplistic to hold

them primari ly responsible, they wil l -

ingly revised their curricula, bringing soft

skills to the forefront. 

Soft skills vs hard skills

Most of the Ivy League universities in

the US and elite MBA schools in Europe

traditionally focused on teaching their

students the basics for a career in busi-

ness. Hard skills such as finance, mar-

keting, accounting, logistics and so on

were among the core subjects of every

respectable MBA programme. Yet the new

recession has highlighted how insuffi-

c ient this tradit ional approach to the

economy can be. According to Professor

Yash Gupta of the Carey Business School

at Johns Hopkins University, the credit

crunch has shown up the kinds of busi-

ness methods that are ineffective and,

worse, destructive. “It glaringly revealed

an all-too-prevalent corporate mindset

that measures success mainly in terms

of shareholder va lue ,  with

value for the organisat ion,

workers, customers and soci-

ety in general far down the

list of concerns, if on the list

at  a l l . ” In  the wake of  the

recess ion ,  i t  became clear

that the movers and shakers

of  the economy had to be

aware not only of business

theory,  but  a lso of  how i t

could be applied in a socially

responsible manner. 

Professor  Chris  Bones of

Henley Business School points

out that “the track record of

MBA graduates with a dou-

ble-first in mathematics manufacturing

credit derivatives is not a good one”

and be l ieves the MBA industry must

reform itself. “It ’s easy to teach theo-

The big financial crash was swift and unexpected. It struck out of the blue some four years ago, yet its thunderous blus-
ter did not die out as quickly as it occurred. On the contrary, it persisted, leaving the world economy in a state of shock. 
Markets, banks and seemingly invincible companies collapsed like a house of cards. Financial experts and corporate moguls
were left wondering what went wrong and why risk management proved inefficient. Taxpayers were furious and set out on a
witch hunt. Business schools were among the first to be singled out as scapegoats.

MBA Teaching
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retical and quantitative stuff. But you

don’t get a lot of reality and certainly

don’t get today’s reality.”

The report, which predicts an improve-

ment in MBA recruitment for 2011 in sev-

eral industries,  shows that the major

soft skills demanded by MBA recruiters

are interpersonal skills, communication

skills, strategic thinking and leadership.

Practice shows that many business school

graduates enter the job market lacking

skills beyond the ‘science of business’.

Hence, business schools, including elite

and tradit ional ly minded universit ies,

have been forced to revise their curric-

ula and strike a balance between core

subjects and soft skills (intellectual flex-

ibi l i ty,  cultural l i teracy,  the abi l i ty to

communicate ideas, optimism, creativ-

ity, a collaborative outlook and the will-

ingness to lead). They have also been

compelled to redress the issue of busi-

ness ethics.

Business and ethics

If anything, the recession brought to light

one very important question of whether

business could and should be ethical.

The answer to it seems to be a resound-

ing ‘yes’. Especially in the aftermath of

a massive credit crunch, which exposed

a corporate culture that allowed execu-

tives to walk off with millions of dollars

while firms lay in tatters and society

was left to foot the bill . 

Accord ing to Jonathan S lack ,  Ch ief

Executive of the Association of Business

Schools (ABS), which represents all 114

UK business schools, these institutions

have and continue to instil business lead-

ers with a corporate social responsibil-

ity (CSR) ethic. Indeed, CSR has become

commonplace not only in the UK but

also in the US over the last 10 years.

However, it has been a side dish rather

than a main course. Until recently, CSR

and business ethics have not been firmly

rooted in the curriculum. According to

the UK Association of MBAs, just 20% of

MBA courses in Britain have a manda-

tory CSR module. Otherwise it is optional

and if  students are not interested in

business ethics, they can opt out of it. 

However, things are now shifting at a

steady pace.  Accord ing to  a  recent

report ,  UK business schools are now

addressing the issue and conducting in-

depth research into CSR and sustain-

ability. MBA programmes in Europe and

the US now promote an emphasis not

on ly  on c reat ing  va lue rather  than

extracting it, but also on the benefits

to soc iety rather than concentrat ing

solely on profit.

Even the more conservat ive-minded

Harvard Business School recently elected

Professor Nitin Nohria as Dean, an Indian

citizen with a background in corporate

transformation and accountability and

sustainable economic and human per-

formance. 

According to Professor Rakesh Khurana

of Harvard Business School: “Now is the

time for business school facult ies to

consider how they can contribute to the

creation of a business culture that bet-

ter serves the American economy and

society. Business leadership must be

defined in terms of value creation, not

value extraction.” 

To achieve this, business schools have

yet to agree on a shared body of knowl-

edge and values. The good news is that

they have al l  acknowledged the need

for ethical  codes that go beyond the

rules and regulat ions of  the market-

place. Codes that will not only allevi-

ate the present recess ion ,  but wi l l

certainly help to avert the next crisis. r
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Quo Vadis, MBA?

The MBA trinity: knowledge,

skills, values

The total immersion experience of an MBA

is about combining three critical elements.

First, there is knowledge to be absorbed, i.e.,

exposure to new concepts, frameworks and

tools. That’s obvious. Every MBA programme

must transfer a sound knowledge base that

sticks sustainably and will not become obso-

lete within a few years after graduation (It

is also true that MBA programmes tend to

overemphasise the pure knowledge dimen-

sion.) 

The second element is skills. Communicating

effectively, leading a negotiation, managing

a team, coping with diversity (of opinions

and of backgrounds) – these are all highly

valuable skills-based learning elements. The

third and final element refers to values or

‘managerial virtues’. What are the values I

will personally choose to embrace as a man-

ager? What is my managerial identity? How

can I contribute to practising good citizen-

ship? 

Business schools are rather good at deliver-

ing on the first two items – but many are

still finding their path on the values dimen-

sion. Admittedly, it is the most difficult one

to get right as it requires fostering deep

reflection among MBA students and sending

them off on an inner journey of personal

growth. 

Quo Vadis: paving the future for

MBA programmes

What innovative elements can (or should)

MBA programmes embrace in order to remain

leaders in educating future managers? Here

are but a few examples:

Not all the learning happens in the class-

room: we must acknowledge that a total MBA

experience also comprises the out-of-class-

room sphere – the one that professors do not

directly influence. When you assemble a highly

diverse and bright group of eager young peo-

ple, they equally learn a lot from one another.

Self-reflection and soul-searching about one’s

unique contribution to making the world a

better place is as important as calculating

a WACC correctly. The trick is to create an

open, yet safe environment to enable such

discoveries and to experiment with innova-

tive, non-traditional classroom formats.

Interdisciplinary approaches ‘beyond busi-

ness’: smartly integrated non-business disci

plines create a grounded sense of purpose

among students. Our goal should be to edu-

cate well-rounded individuals – not merely

experts of technical skills – with a deep sense

of responsibility for their people, their com-

pany and the wider community. Injecting the

humanities into management, for example,

can help foster critical thinking skills and

holistic perspectives.

Creating ‘change agents’ with leadership

skills: the single most valued personal asset

is the ability to cope with all facets of change

in today’s ambiguous and fast-paced world.

Experiential learning formats are the path-

way to furnishing these skills. Change is

something that must be experienced in order

to master it when it truly matters.

Bringing ‘live’ cases into the classroom: MBA

programmes should expose students to more

real and ‘live’ challenges, in addition to the

traditional classroom materials. This requires

involving the real protagonists and creating

unique ‘live’ learning formats that break the

boundaries of the conventional case session. 

Increased awareness for global challenges

and their solutions: we have to employ

methodologies like design thinking to enable

students to discover viable out-of-the-box

solutions to problems of broader social con-

cern. What’s good for the people at the ‘base

of the pyramid’ can equally become a flour-

ishing business proposition. r

By Erik H. Schlie,
Associate Dean International MBA, IE Business School (Madrid, Spain)

Despite the current crisis, the MBA degree remains the preferred option for those seeking a solid 360 degree general ma-
nagement education. Yet, we have to ask: how are these revered three letters granted by prestigious business schools around
the world adapting to an ever faster changing environment amidst ever higher levels of uncertainty and ambiguity?
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Rewards of Business School Degrees

Outside the classroom An open, yet safe environment enables self reflection
and helps students learn from one another.

Beyond business Smartly integrated non-business disciplines create
a grounded sense of purpose among students.

Experiential learning Different learning formats help students
develop skills needed to manage change.

Live cases Bringing protagonists into the classroom exposes
students to real world challenges.

Broader social concern Out-of-the box thinking can address global
challenges and become a viable business.



MAKE CONNECTIONS BEFORE, DURING AND AFTER YOUR MBA
BusinessBecause.com gives you the chance to meet and connect with business students studying in schools all around 
the world. It’s the ONLY network dedicated to MBAs and post-graduate business masters and it’s completely free to join.
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Star Professors  

If you’re thinking about getting your MBA you’ll

want to study under the best professors in the

field, the ones who show up in the news and

in the papers again and again for their expert-

ise. Studying under these star professors can

reflect strongly on your resume when you’re

ready to hit the working world and some of

the most interesting professors will leave last-

ing impressions on your life outside the work

place as well. MBA Podcaster digs deeper into

how professors and teaching styles affect MBA

education and how getting to know the fac-

ulty could help you find a school that is a good

fit. 

“The majority of applicants probably pay hardly

any attention to the professors in their

research.” That’s Trina Callie, Assistant Dean

of MBA Programmes at the University of Arizona’s

Eller College of Management. She says that

most prospective students don’t look beyond

the numbers when considering schools, “prob-

ably 15 years ago when I was applying to busi-

ness school, I was guilty of that as well. You

get caught up in one of the top ten schools,

you never think to ask about the professors,

I guess that is sort of implied that if the school

is really good they will have good faculty.”

Callie says that while it is true that any accred-

ited MBA programme will have quality faculty,

it is worthwhile to research how professors

perform in the classroom. Most schools have

student evaluations and faculty biographies

available online, but Callie says you can learn

even more if you contact the school’s admis-

sions office. 

And what should students be looking for in a

professor? It’s a combination of things: “two

of our very, very best professors that both

really have a depth of expertise in research,

have a passion for teaching and also spend a

small amount of time at least consulting for

a corporation so that they are applying their

research and bringing that practice back into

their teaching – those all really feed off each

other, it’s sort of a triad of research, consult-

ing and teaching.” Callie says that one of the

best reasons to look into MBA faculty is to

learn what distinguishes one programme from

another. “If you look at most of the top MBA

programmes, we teach the same material.

We’re all going to teach you finance and

accounting but how much you learn and how

much you love it is related to how good the

professor is and the passion that they bring

to the classroom.”

Our next take on MBA teaching comes from

the University of Toronto. The Rotman School

of Management has changed dramatically since

Dean Roger Martin took the helm about 10

years ago. He left a lucrative corporate career

to reform business education at Rotman. Martin

was driven to leave the business world for

teaching by what he saw as a lack of skills for

integrative problem solving among MBA grad-

uates, even from top students at the top MBA

programmes. “What I was disappointed in is

they did not teach them how to solve big,

complicated problems. They taught them how

to use techniques to analyse problems in sin-

gle domains. And so my perspective was the

real problems that are really most valuable to

solve are not being addressed by business

education and that is what I set out to reform.”

That reform has involved researching new

courses on how to conceptualise business prob-

lems and hiring a core group of faculty to teach

them. Part of it is to figure out how people

who are really successful at solving those prob-

Why Your Business School 
Faculty Matter

MBA Podcaster interviews with: 
• Trina Callie, Eller MBA Associate Programme Director, University of Arizona
• Ray Fisman, Professor of Social Enterprise and Research Director of the Social Enterprise Programme at Columbia Business School
• Idalene (Idie) Kesner, Chair of Strategic Management at Indiana University’s Kelley School of Business
• Roger Martin, Dean of University of Toronto’s Rotman School of Management

MBA Teaching
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lems actually think about those problems. So

number one was to do the research to figure

out how they think about it, and number two

to get them in to start teaching the MBA stu-

dents to think that way.

One of the hallmarks of Martin’s approach to

business is that there is no need to choose

between old ideas and new but rather to inte-

grate the best parts of every idea on the table.

This applies to teaching too. It’s not entirely

out with the old, in with the new at Rotman.

“There are some programmes out there

which are now sort of saying that you

don’t need to teach all of those basic

courses, and I’m maybe the most aggres-

sive voice saying we have to reform busi-

ness education. I disagree with that notion,

I think all of the tools and techniques are

important. It’s just the way you use them.”

This combination is also attracting a new kind

of student. “50% of students now come to

the Rotman School saying that they came

specifically for integrative thinking. So I think

we’re getting a different kind of student, more

people who are quite reflective about the kind

of difficult problems that businesses face. And

they want to be good at solving those.” And

how often can you actually expect to see this

star professor around the school? Plenty. While

he’s not required to teach at all as a dean,

Roger Martin taught seven classes last semes-

ter.

Next we take a look at sophisticated teaching

strategies in Bloomington, Indiana. The Kelley

School at Indiana University is consistently

ranked at having one of the top MBA faculties

in the US. Dr. Idie Kesner is one of the school’s

prize professors. She does consulting in the

US and around the world in strategic manage-

ment and also helps companies set up their

corporate boards. She says that these experi-

ences feed directly into her teaching style,

“very interactive I guess is the best way to

describe it. We read a case for each class ses-

sion and then we have a rigorous debate on

that case, and students are asked to come

and prepare their dissent of a particular posi-

tion as to what the main character in the case

should do in response to a dilemma he or she

might face. I do single out students, they get

acclimatised to that very early on in the semes-

ter and that is terrific because it ensures that

everyone has a chance to take part in that

active discussion in the classroom.”

Professors also switch things up in their own

classes to give students the maximum bene-

fits of their areas of expertise: “we don’t have

a set teaching routine or schedule, I often say

just because it is Tuesday or Thursday don’t

expect to see Idie Kesner in the classroom.

So for example, if we are talking about

mergers or acquisitions I’d be there to

talk about the strategy of mergers and

acquisitions. A finance professor would

probably talk about how to do the deal

from a financial perspective.”

The final factor that Dr. Kesner sights in

Kelley’s teaching style is the school’s set-

ting. Students may be away from the power

centres of commerce, but they are closer to

their teachers. “We have a very close knit

environment and community. I think that cre-

ates a lot of close connections between fac-

ulty and students.” Idie Kesner reiterates that

a visit to an MBA programme before you sub-

mit your application is the very best way to

get a feel for the school and that no one pro-

fessor is reason enough to enrol in a pro-

gramme. r

More info: www.mbapodcaster.com
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Good People DECEMBER 7

Blogs: Inside an MBA
Sharing experiences and thoughts in online blogs has become very popular in recent years. What MBA students experience
daily in classes, how they feel, how they cope with challenges: here are some blogs to share with you for an in-depth dive
into the MBA world.

MBA Teaching
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Elective Courses        JUNE 10

Yesterday, I had exams for two of my electives- "Financial Dimensions of

Strategic Decisions" and "Economics and Finance of International

Business". 

Don't get intimidated by the names - the first course was mainly about

Corporate Finance and understanding the non-financial dynamics behind

financial decisions. This course, taught by Proff Pascal Quiry, has been

among the best courses I have had. In each session, we discussed cases

which were mostly based on the proff's experience in advising compa-

nies in his illustrious career. What made the class more fun was proff's

sense of humor and the concept of "Mr/Ms Summary"; the last person

in class had to write the summary of the discussions in class and email

it to all participants. This meant there was a sudden last minute rush

and people trying to outrun each other to enter the class ;)

The second course, by proff Laurent Jacque was about International

Finance and taught us about the dillema faced by MNCs while making

international financing decisions. It was a very interesting course, by a

very senior and knowledgable proff (he has also written a book on

foreign exchange risk management). This course was very demanding - I

must have spent atleast 50 hours for this course which is quite high

considering that an avg elective course is about 18 hours. But, at the end

of it, I would say it was completely worth it.

Things have been steady on the strategy consulting elective. We have

been practising case-cracking regularly and will have mock-interviews

with real consultants soon. Am really looking forward to it because that

would give me an indication about my current level.

Another development here is that some of my classmates will leave

HEC for good this week. They will finish their classes for this term here

and will go on exchange programs with other schools in next term. I am

really sad at the prospect of not seeing them in future classes. Having

spent so much time together, it will be really difficult to watch them

leave... But I guess C'est la vie....

One of the biggest challenges at HBS is the size of the class. There are
900 people in my graduating class. There is no chance, in 2 years, I will
have become friends with all of them. That is a difficult thing to come
to grips with. There are surely benefits to having a large class size – it
increases the diversity of perspective, it increases the network students
have upon graduation.

One of the great dillemmas, I suppose, is how to filter for friends in a
group so large. My natural tendency is to want to develop close friend-
ships with everyone who impresses me. Unfortunately that group is
way too big here. So I have to pick and choose. But how do I do that?
How does a person know who would make a good friend. And when I
say that, I’m not talking about the type of person you’d want to have a
beer with. I’m talking about the type of person who quickly under-
stands who you are, how you are, and why you are.

That has been an incredible challenge so far. I’ve certainly been lucky in
that I’ve developed several really awesome friendships since I’ve gotten
here, and generally like everyone who is here, but it’s not lost on me
that there could be other people in this class who would make great
friends too. The trick is finding them…

Creativity, Innovation       DECEMBER 5
and Entrepreneurship

Week 31 saw us start and finish module 7 which was comprised of a
single course: MBA 843 Creativity, Innovation and Entrepreneurship. This
course was taught by Dr. Kelley A. Packalen. Kelley's background and her
unique teaching style made this a great course. Although we covered a
lot, the course was as nice to us as it could be.

Topics covered: Why Entrepreneurship matters even if you aren't an
entrepreneur; Are you an entrepreneur?; Creativity & Innovation In-action;
The entrepreneurial process; Capitalizing on sources of innovation;
Corporate innovation; The business plan; Getting the deal done; Growing
the venture; Making the pitch; Meeting the entrepreneur; Putting the
pieces together.

Published by Appleseed
studied at Queen's University at Kingston
http://queensu-mba.blogspot.com   

Published by Bradley J Lautenbach
studied at TheHarvard Business School 
http://bradleylautenbach.com

We had several guest speakers. One notable one was Dany Battat of

Battat Toys. In addition we had a local entrepreneur pitch his idea to us, which we had to evaluate using the framework we created. Also, each team had to

pitch their "top" idea to the class as though the class were a group of angel investors. There was a few computer simulations too, which were neat to learn

from and we did a lot of discussion centered learning in class. We also had a the president of Barclay Capital, Jerry del Missier, come in and give the class a

talk on the financial crisis. He is a Queen's MBA alum from '87. This weekend we are having a

"festivus"! Should be a blast! Next week is the capstone simulation. It promises to be a very

difficult week. There is 107 page manual to read prior to Monday's class. One more week...

Published by Rahul,
studied at HEC
http://blogsbyrahul.blogspot.com
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Rewind – Term1                OCTOBER 27

Finally, end of the first term.
Denmark gave me an unforgettable welcome with conjunctivitis. But since then I have been able to see more things and clearly too. No, I am not talking about
my eyesight. I was referring to my experience in the first term here at CBS.
“How much can one learn in 2 months?” I thought to myself. Little did I know how well these guys had planned it out for us. The program is really accelera-
ting and well structured. The relevant areas have been perfectly identified the course has been laid out such that with a little hard work  (and lot of practice)
any one can feel at home with the ideas of business administration.
After some initial prep for people like me, who were new to accounting, I took the plunge into uncharted waters. Nothing could be stranger to an engineer
than a course like MDM where “1+1 is not 2″ says normative analysis. It blew me away initially but the term paper really helped me sum all the ones together.
Another course which doesn’t sit well with engineers like myself is that of Management Accounting. As was the popular word going around “Accounting is just
not for engineers”. But as the course progressed I realised how much more an MBA program could offer other than routine ideas. Every problem has its own
solution and this course pretty much proved it beyond doubt. I must thank the faculty in charge for being so considerate to “accounting-dummies” like me in
the class and laying out the course accordingly. He made it both interesting and easy to understand.
Organizational behaviour was a subject in which I could relate all of the concepts taught to my previous work experience. I was able to take a new and abso-
lutely fresh look at the incidents in my previous jobs. This course has thus substantiated and supplemented my knowledge of how an organization, and the
people in it, work. Theory aside, we had a great time reaching the summit of Mt. Everest. It is these kinds of innovative methods of making one learn, which I
find most impressive about CBS.
But one can’t learn everything on his home ground. We need to explore new areas and that is exactly what a course like LDP does. The course involves a lot
of reflection on very subjective matters. Speaking from an engineer’s perspective, I found these exercises tough, since the only things I have hitherto reflected
on were circuit designs which is something very objective. But I guess, that is the whole point of the program: To facilitate a smooth transition from the cur-
rent frame of mind of the individual to that of the individual in a leadership position.
So much for in-class learning. Being the person I am, interested in new experiences, CBS gives me an excellent opportunity to further my interests. Our class
is a world in itself, with students from all over the globe. Moreover, Copenhagen being such a picturesque place, at every turn I find the need to capture the
beauty around me with my lens and share it with my friends and family.
All in all, after what I have seen in the first term, I can be sure that things are only going to get better in terms of learning experience and worse in terms of
effort.
So, onward Ladies and Gentlemen. Published by Ananth

studied at Copenhagen Business School 
http://blogs.cbs.dk/mba_diary/?tag=copenhagen-business-school 

Everyday I’m Shufflin…    NOVEMBER 1

Its already been 2 months at London Business School…and it feels like I’ve been here for a year, that just started yesterday, if that makes any sense. Every day
I feel like I’m moving non-stop. From class to lunch to study group to competition kick-off to TEDx meeting to sailing class and finally, to home, where I try keep
up with the mails for the day and ensure I’ve signed up for all of the events I’m dying to go to (ski trip, Dublin Tech Trek, Diwali Party, Santa Pub Crawl, VC
Competition…I love the variety of things available to me at LBS).
I love it. But some days, I’ll be honest, I feel like I don’t know what hit me. Why do I sometimes feel like the rug has been pulled out from under me? I’ve thought
long and hard about why that is and this is what I’ve come up with:
Its not about the time management! Many of my classmates said in the first two weeks that time management should be a part of the course. In fact, the
longer the MBA goes on, the more I realise that everyone at LBS is of a certain calibre – we wouldn’t have been let through those doors if we weren’t. Time
management is a basic skill that we all have to varying degrees, but no one is out of their depth when it comes to how to manage the set of activities in their
day.
What is truly difficult, what lies at the core of this MBA, is what we do with our time. How do we prioritise what we will do with our day tomorrow. There are
a myriad of activities, including class, clubs, social and career, that you can choose to participate in on a daily basis. There are dozens. But you can’t do it all. In
fact, you don’t have to do any of them (no, you don’t have to go to class). No one is going to write a letter to your Mom saying you weren’t a good boy or girl
today.
And yet I find myself struggling to juggle all of the balls in the air. For me, one of the major battles is being comfortable with what I’ve chosen to do with my
day. All of us have come from successful careers where we had mastered our domains, where we knew how things worked and were very skilled at making
them work for us. And then we arrive at LBS where home field advantage is taken away! Is the guy next to me making a better choice by going to that ins-
tead of this? Should I have applied for that club position? Have I done enough networking? Why is he wearing a suit today? She’s got a job interview already??
And so every day I feel like I’m shuffling. I don’t know how to operate in this environment yet. I don’t feel comfortable that the choices I’ve made for today are
absolutely the right ones. I feel like a deer in the headlights, fresh out of university trying to figure out what to do on my first day of work.
And then I realise….this is what its all about! This is why I came here! I have to find MY path, make MY choices, not because the guy next to me is making it,
but because it is what I WANT to do. I love it…and uncomfortable as it sometimes feels, it is the real education you get out of a world-class MBA. Because it
means I’m growing. I’m totally out of my comfort zone. I STILL don’t know what I’m doing next. And that’s okay. It really is. Because I’ve learned to be comfor-
table with my level of discomfort. And I am genuinely meeting some of the coolest, most amazing people I’ve ever come across – many of whom will become
friends for life.
Every day I might be shuffling, but I’m having an absolutely party rocking time doing it.

Published by Samir
studied at London Business School 
http://blog.students.london.edu/ 



Ways of Paying the Bill  

There are two times in life when one spends

large sums of money: when buying an apart-

ment and when buying a car. (The third divorce

but let’s hope that doesn’t happen.) Depending

on the time of the purchase a property might

or might not be a good investment. A car, on

the other hand, except if it is limited series

or antique, is going to gradually lose its

value and one that requires additional

expenses for maintenance. A good edu-

cation, however, is an investment that

usually yields a steady return overtime.

It may be delayed but generally the money

spent is returned. 

One of the best degrees for increasing

your income is the MBA. Of course, it

depends where you study. Alumni of the 39

out of the first 50 business schools in the

Financial Times rankings have reported that

they more than doubled their salaries after

finishing their MBA (the smallest increase in

the top 50 is 74 %). There still are good schools

that aren’t too expensive, so it is  possible to

attend a top school for a small price.

Which bill hurts the most?

Before deciding which business schools to

apply to candidates should have a clear idea

about the approximate amount they will need

for their study. Usually the tuition fee will

form the largest chunk of the bill. Living

expenses – food, rent, travel, insurance, etc.

are also a serious part of the cost of the

degree. At Wharton every MBA student spent

58, 244 US dollars on tuition and fees dur-

ing the 2011-2012 academic year and on top

of that had additional expenses amounting

to roughly 30,000 US dollars, according to

estimates by the school. But that’s  not all -

the opportunity cost also jacks up the final

bill – this is the income you could have earned

during the period of your study but have vol-

untarily given up.

The three main ways to finance your MBA is

through personal savings, a loan or by earn-

ing a scholarship. Since most of the pro-

grammes require professional experience from

MBA candidates, it is a sound choice to start

saving some money once a decision has been

made about going back to school. Even if

what people can afford to put in the bank is

not enough to cover the tuition, or the living

expenses, it is always preferable to have some

cash on the side, as it makes you more secure.

Part-time vs. full-time

If you are a full-time student, working is not

an option. However, if a part-time MBA is

with working and makes the financial sit-

uation easier to handle. The downside is

that takes longer to finish the degree.

Moreover, if you work while studying, you

may not be eligible for some of the needs-

based financial assistance. Usually the

amount of the income you earn is

deducted from the sum of the awarded

scholarship or grant. 

However, a part-time MBA costs less that the

full-time degree and not just because of the

lower tuition fees. Giving up your career, in

order to commit to full-time study involves

How to Finance Your MBA
The main concern of the majority of MBA candidates is the cost of their education. Along with the high return on invest-
ment, the degree goes hand-in-hand with a considerable expense, which especially during difficult times requires careful cal-
culations and planning.

MBA Admission

44 Access MBA Guide- 2012-2013

Savings, Loans
and Scholarships



a considerable opportunity cost, which not

all professionals are willing to pay. Tuiton and

fees at New York University (Stern) for the

full-time MBA are 51, 942 US dollars per aca-

demic year for a two-year programme). On

the other hand the part-time  programme

which could take two to six years, costs

21, 140 US dollars for the same period

costs. This is made up of six credits in

the autumn and six in spring. It should

be noted, however, that the part-time

option is not always cheaper. For exam-

ple at HEC Paris the cost is the same as

the full-time - 48, 000 Euros - for the

entire two-year period.

Loans, scholarships and other

forms of financing

Financing an MBA through a loan is an option

for students. The money may come from a

bank or from the government. If you are

enrolled in a reputable top school, inform the

credit officer about its rankings and the sta-

tistics of the salary increase after gradua-

tion. Depending on the assessment of the

financial institution, this may lead to more

favourable conditions. Before applying for a

loan, try to pay off some of your old debts.

This will affect your credit record and make

you look more attractive in the eyes of lenders.

Don’t borrow too much and make sure that

you can sleep well at night with the size of

what you owe.

In the USA government programmes such as

Direct Loan and Direct Grad Plus Loan can

be used to finance a business degree. The

2011 Graduate Management Admission Council

survey of 331 business schools states that

38% of all incoming students to American

programmes will be offered loans from schools.

In comparison 52 % of candidates for non-US

programmes would have this option. 

14 % of the programs worldwide offer on-cam-

pus work-study opportunities  and 9 % have

school-to-student loans.

Of course, the best way to pay for your edu-

cation is to win a scholarship. The quality of

your preparation is of crucial importance. In

US b-schools, 42% of the students will be

offered a scholarship, while in non-US parts

of the world this figure is 25 %. 

Some schools have contracts with compa-

nies that offer paid internships to students

as part of their degrees. Although this might

be helpful in landing a job in the future, is

not something to rely on financially, since the

time you spend working is usually quite lim-

ited. Some business schools, especially

in the USA, offer students paid assistant-

ships which can provide for a substantial

part of the student expenses. In Europe

this practice is less popular.  

Make a sound financial plan

Candidates need to find out when the

fees are due. For 2011-2012 the first pay-

ment at IMD is 15,000 CHF and is due

upon acceptance of admission by the stu-

dent. The second and third installments are

payable respectively on 31 October 2011 (25,

000 CHF) and 28 February 2012 (45 000 CHF). 

Make a sound financial plan for the period of

your studies and the years afterwards. If pay-

ing for your MBA makes you anxious, don’t

worry.  Unless you are a millionaire it would

be worrisome if it didn’t. Such an investment

entails certain risks and calls for wise deci-

sions. Getting into debt also requires a very

clear idea about your career path and what

your perspectives are, so that you can mini-

mize the role of unknown factors. r        
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Convince Your Boss!

Tuition bills for MBA programmes are in the

tens of thousands, if not reaching well over

six figures. Wouldn’t it be great if someone

else paid for your MBA? Well it might not be

as hard as you think. Many companies have

existing programmes for funding MBAs, and

even if your company doesn’t have a pro-

gramme, it is possible to convince your boss

that he/she should pay for

your MBA.

However, many applicants are

left wondering whether eco-

nomic hard times mean that

continuing education bene-

fits are going by the wayside.

Nicole is a financial services

executive who went to a top

10 school. She says the eco-

nomic crisis had no bearing

on her situation. “Because it

was executed at the very

senior level, they could still

sign off on these dollar

amounts without it being that

significant. You’re talking about $100,000; it’s

a lot, but not that huge in the scope of things.

This is a long term investment, so regardless

of the current economic situation, if you’re

willing to invest it now, it’s because you believe

it’s going to pay off in the future five years,

six years out.”

Nicole isn’t her real name, but she asked to

remain anonymous because she works for a

large company with 60,000 employees which

doesn’t have an institutionalised programme

to fund MBA students. And she’s the excep-

tion to the rule. I asked Nicole to tell me why

her company offered to pay – in 25 words or

less. She did it in 10.

“I did good work and we had a

good relationship.”

She must have done really good work and had

a really good relationship with her boss. But

it is not uncommon, especially at higher lev-

els, for companies use tuition reimbursement

as a benefit to hold onto good talent.

If your company doesn’t have an institution-

alised tuition programme, what’s the best way

to go about convincing your boss that the com-

pany should pay for your MBA? Nicole men-

tioned the obvious of doing really good work,

and she has some more advice.

The second thing is to provide the structure

for them, let them know what it would look

like, frame it for them in the context of what

competing institutions, or even in terms of

what alternative types of organizations, do. In

my case, they had no idea how this stuff works,

or that it even existed. It’s kind of amazing for

a company that big to not know about this

stuff, but it’s not well known.

And the third piece is being

really clear on what you

would want to do when you

came back and the value you

would add after that.... Be

able to say here’s why I’m

going, here’s what I’m going

to learn, and here’s how I will

be more valuable and this is

specifically the type of role

or the track I want to be on

afterwards, so that they

understand, this makes sense

to invest in and they’ll be

someone I can plug into a

particular role or path when

they come back. Otherwise it’s very hard to

envision that for you, to expect them to be

able to picture what their org is going to look

like two years from now and how you might

fit in and how that might make sense.”

Yvon Le Renard had the value-added argument

down pat.  He is on the part-time executive

MBA programme at Kellogg-HKUST. He con-

vinced his company Alcatel to pay for his MBA

with very specific and solid arguments for his

Getting Your Employer to Fund Your MBA
Interviews with: 
• - Jay, small tech business owner�
• - Karla Krause, student, MIT Leaders for Global Operations programme�
• - Yvon Le Renard, executive at Alcatel and student on Kellogg-HKUST’s Executive MBA programme�
• - Nicole, a financial services executive and MBA student at a top 10 business school
• - Yoichi N., a financial services manager and MBA student

MBA Admission
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La machine à envoyer vos CV...Visez juste !
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boss about how an MBA will broaden what Le

Renard can do for the company. Alcatel does

have a programme for recent graduates who

join the company, but not for mid-level execu-

tives such as Le Renard.  He said that patience

is a must when arguing your case.

“That was basically a 3 month negotiation. This

is not something happening overnight. Initially

I asked for 90% sponsorship and I was willing

to put 10% and we ended up at 50-50.  From

the scope as well as the programme, many in

the HR department wanted me to attend a lot

of internal programme that they have, which

is kind of a mini-MBA, but I said this is not

appropriate for what I want to do, so I had to

argue and defend myself.”

Alcatel and Nicole’s 60,000 employee financial

services companies are large organisations with-

out tuition reimbursement programmes.  What

about small companies? 

Jay S runs a small technology firm.  His firm

employs a staff of 85, 10 of whom are man-

agers. As a small businessman, he has to be

consistent in what he offers to one employee

over another -  and in his company, there’s not

a lot of turnover and there’s not a lot of room

for growth.

Jay wouldn’t be likely to offer tuition reimburse-

ment to a sales person who wants to switch

gears and go into marketing, because even

though an MBA would give them the market-

ing tools, they would lack experience. However,

tuition reimbursement is not out of the ques-

tion.

“If they came to me and said, ‘look I really

appreciate the organization. I love the organ-

ization. I want to excel in the organization.

What can I do to help myself better prepare

myself to grow within the organization.’ First,

you let the employer tell you. They may come

back and say ‘what do you think you could do?’

And that’s when you would respond, ‘maybe I

could get my MBA. I’d be willing to do that if

you guys could help me. “That’s like letting

someone else tell you what you wanted to

hear.”

You need to make it clear to your boss how

getting an MBA will benefit the company.

Many companies have an institutionalised tuition

reimbursement programme of some kind. Hewitt

Associates surveyed almost 1300 employers

and found that about 88% of them have a for-

mal programme in place.

These structures vary by company, so it would

be impossible to generalise, but there are

several things to look for when you go to

your human resources specialist. Many tuition

assistance programmes require you to pay

for your classes, books and supplies up front

and apply for a refund. Sometimes you have

to work, sometimes you don’t, sometimes

you’ll need to keep up your grades and some-

times there’s a back-end commitment.

Yoichi N. works in the financial industry, so

would like to keep his company and last name

private. He goes to university part-time and

works full-time. His company has a few pro-

grammes that will pay for MBAs, but employ-

ees need to have one year invested in the

company before they are eligible.

“For anyone that works full time, they basi-

cally have what they call tuition reimburse-

ment. It has to be an MBA programme or

some type of accreditation. The company

will pay up to 90% or $10,000 whichever is

less.”And Yoichi must keep up his grades.

Another person I talked to is taking advantage

of a full-ride to business school. Karla Krause

worked for Dell for four years before she enrolled

in the MIT Leaders for Global Operations pro-

gramme with full backing from Dell. “Dell spon-

sors one a year.  It’s pretty well known

throughout the company and people aspired

to be that one person.” And there are strings

attached. “I knew by accepting Dell’s sponsor-

ship that I am contractually obligated to go

back, but I wouldn’t have signed the contract

had I not wanted to go back to Dell.” But some

tuition reimbursement programmes might have

too many strings attached.

So to summarise: work hard and do good work.

Explain to your boss how getting an MBA would

be value-added for your company. Assess both

the benefits and commitments of your com-

pany’s tuition reimbursement programme, if

they have one; know your post-MBA opportu-

nities and make sure to talk to your account-

ant.  r
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Are You Outstanding? 
Are You Unique?

Scholarships are the most popular form of

financial assistance offered by business schools

but not the only one. According to the GMAC

Application Trends Survey Report. 42% of all

incoming students in American programmes

will be offered a scholarship while  in other

parts of the world this figure is 25%. Not all

recipients were awarded full scholarships.  74%

of the programs worldwide providing financial

assistance, offered scholarships to candidates,

27% fellowships, 26% reduced tuition, 17%

stipends, 14% on-campus work-study programs

and 9% school-to-student loan programme. 331

graduate business schools and faculties par-

ticipated in the survey, 218 of them were based

in the US, 60 in Europe, 26 in Asia-Pacific region,

16 in Canada, and 13 elsewhere.

Scholarships are usually given for full-time

study. Generally they come from two sources:

business schools themselves or the govern-

ment. Some corporations also offer awards for

employees. To receive such an award, you have

to demonstrate the compatibility of your per-

sonal career plans with the goals and the strat-

egy of your firm. If it wants to expand its

business in the East – say China or India – it

would probably be a good idea to apply to an

institution specialising in the Eastern markets

or provides the possibility of networking with

people from this region. 

Another option, if your personal circumstances

allow  and the change entailed would not be

a problem for you, is to target the good schools

in the specific region. As far as corporate schol-

arships are concerned the candidate’s creden-

tials and the achievements are important. It

is also important to obtain favourable refer-

ences either from your immediate supervisor

or manager or from someone higher up in the

hierarchy, who has worked with you. Sometimes

the scholarship is linked to an obligation to

work for the firm for a certain period of time

after obtaining the degree. 

Be the best or be different

There are two things candidates should pay

attention to if they want to be considered for

merit-based scholarships. Firstly, they have to

make sure that they are amongst the best.

One of the most important factors for assess-

ing the quality of candidates is the GMAT score.

It is viewed as crucial for the decision on where

the limited available funds for financial assis-

tance should go. 

The mean total score for MBA candidates dur-

ing 2011 was 541 (555 for men and 516 for

women). Aim higher than that. The scores also

vary by region. Top GMAT places are taken by

Australia and Pacific Islands with a mean score

of 595, followed by East and Southeast Asia

with 578 and Central and South Asia with 572.

The regions at the bottom according to the

same indicator are Africa, Middle East and

How to Win the Competition
for Scholarships
The latest GMAC survey shows that 2011 MBA candidates were equally or more qualified than those of the previous year.
Those who are best prepared and possess unique achievements are the most successful when competing for merit-based
scholarships. 
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Mexico, Caribbean and Latin America. Above

average also means more than the average

result for the specific school you are applying

to. Undergraduate degree grades also have to

be very good or preferably excellent. The impor-

tance of the language tests must not be under-

estimated either. 

Secondly, you may not be amongst the best,

but you may be different. Schools are looking

for diversity in order to increase the quality of

the level of  participants with cross cultural

exchanges and cross cultural backgrounds, gen-

der, education, nationality, goals and even per-

sonality or projects. It will be an advantage if

you have started your own company, written

a book or pioneered in charity activities. Highlight

any unique achievements or something that

makes you stand out such as an interesting

idea that you have realized. There are also

nationality or region-based scholarships, finan-

cial-need, minorities, gender-based (41 % of all

GMAT examinees in testing year 2011 were

women), etc. Research all available options to

see where you fit.  

Quality of  preparation is the key. 

The quality of your preparation is the key fac-

tor for the ultimate success of the scholarship

application. GMAT results, language tests (where

applicable), essays, references and a motiva-

tion letter have to show that you are above

average if you want to stand a chance for a

full award. Apart from that there are partial

scholarships, grants and bursaries that are gen-

erally easier to obtain. 

Candidates for scholarship need to remember

that in order to be successful they need to begin

preparing as soon as possible. This can not be

stressed enough when you are aiming at a full

scholarship. You have to start preparing at least

six months before the application deadline. Quality

work takes time.

When filling in your application papers make

sure you include all relevant information. This is

not a formal requirement by you need to be pre-

sented in the best light possible, while remain-

ing credible in the eyes of the selection committee.

Highlight the strengths which make your profile

match the school’s profile. Always have a sec-

ond person check your application before sub-

mitting it to business schools. It could be anyone

whom you trust and who is experienced in writ-

ing or evaluating texts or works in the academic

sphere. There are specialists who provide pro-

fessional services in the application process in

graduate schools and focus mainly on business

schools. Theoretically they will be able to point

you in the right direction. The help of a coach

could also be very useful. 

Do not underestimate letters of recommenda-

tions, but do not overestimate them either.

Recommendations matter in as much as they

add value to your overall profile. If your GMAT

score is mediocre or another part of the appli-

cation is weak or unconvincing, a superb refer-

ence will not make up for it. Its role is to help

the evaluation committee  see you from the

point of view of someone who is well acquainted

with you.

Where can I find information

about financial aid?

It is best to search for information directly from

the source: your government, NGO scholarships

and the schools you are applying for. 

There is usually comprehensive and detailed

information about the options. Go to the MBA

page, look for the Financial aid / Scholarships

section or subsection. According to the

Manchester business school website in 2011

about 40 annual scholarships of 5,000, 10, 000,

and 20,000 pounds sterling are awarded to can-

didates. Normally a GMAT score of 600 is required

for this type of scholarship. In the long list of

awards the Manchester Excellence Scholarship

stands out. It amounts to 37,400 British pounds

and is granted to 2 students every year, depend-

ing on their merit and financial need. 

Amongst the requirements for it is the “poten-

tial to become outstanding future alumni ambas-

sador and contribute positively  to the School,

organizations and communities”. 

Access MBA has also developed and gathered

scholarships from various business schools and

is responsible for the  preselection of candidates

according to schools criteria. You can check the

eligibility and conditions on our website at the

dedicated page for scholarships on

www.accessmba.com. r
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GMAT, Essays, Interviews… 
Is There More?

Application strategy 

There is no doubt that you should have an appli-

cation strategy. The very first question MBA can-

didates should ask themselves is whether the

MBA is worth pursuing. As an MBA applicant, you

should be sure that going for an MBA will con-

tribute to achieving your goal. If you are not con-

vinced of the benefits yourself, how will you convince

the admission committee?

The milestones in each application strategy are

the short-term and long-term goals of the candi-

date, the reasons why he or she has selected a

particular business school and how it will help the

candidate further cultivate his or her knowledge

and experience, i.e. clear goals and solid reasons

why the candidate wants to start an MBA pro-

gramme. The key is to understand why you want

to take an MBA and what you expect it to do for

you. 

Time management plan

Knowing exactly when you plan to start the MBA

helps you move on to the next steps. For this pur-

pose you need a time management plan.

“The application process comprises several stages:

decision-making, school selection, test prepara-

tion, application package preparation and inter-

view preparation. The whole process may take

three months to one year. Deadlines are sticks

and good planning is required to be able to meet

the deadlines and to provide a quality application

package,” says Iliana Bobova, candidate services

manager with MBA Reach.

GMAT

Traditionally, the GMAT has been the best meas-

ure of success for business schools. It is a stan-

dardised test to assess the overall skills of MBA

candidates who want to pursue an MBA degree.

The GMAT test was created so that business schools

had a common yardstick to evaluate the abilities

How to Get Admitted

Many people want an MBA. Few people get it. The first step to success is proper planning and school selection during the
application process. The whole admission procedure is a tough job and a valuable experience which will at least help you
see yourself in the context of your priorities and goals. Once you are sure you are 100% committed to begin an MBA, you
must prepare yourself for a long and sometimes arduous application process.

MBA Admission
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of applicants who wished to enrol in MBA courses. 

“The GMAT is just one of the many factors we

evaluate in rendering a decision on an applica-

tion. However, applicants should strive to score

70-75 percent or more on both the verbal and

quantitative sections of the test, noting that

although there is no minimum score, the average

GMAT for the most recent intake was 703,”says

Kara Keenan, Associate Director of Admissions,

Marketing & Financial Aid at INSEAD.

It is therefore very important to prepare for your

GMAT test beforehand so as to ensure a high GMAT

score in your application form.

Application file

Once you have decided on some schools, you

should take a deep breath and get ready for the

challenging application process. Your application

is the most important factor in determining whether

or not you will be admitted to an MBA programme.

Many consider the interview as the toughest part,

but if your application fails to present you as a

good candidate, you may never get as far as an

interview. 

The most challenging elements of the application

are the CV and the essays. The difficulty is that

you have to prepare a unique application which

will make you stand out from the rest of the can-

didates, although you have no information about

them. When applying to the top MBA programmes,

MBA coaching brings a lot of value. An MBA coach

will help you to see your experience and accom-

plishments from a different perspective and out-

line the really unique features which are relevant

to the programme to which you are applying. The

MBA coach does not do the application for you.

The coach guides you through it.

So make sure your application file really is com-

plete. Do not leave any part of it blank or incom-

plete. Of course, it should be solid and for that

purpose you should list all your qualifications, skills

and relevant work experience.

References

Selecting good referees is a test for your mana-

gerial skills. A very important tip is to prepare your

referees and manage them closely. They should

submit their letters of recommendation on time

and follow the instructions for drafting the refer-

ences. 

Try your best to secure professional references

rather than academic references, as schools look

for an insight into your professional performance.

It is better to use references from your current

and most recent jobs, as the admission officers

who will review your file will look for an insight

into you as you are at the moment, not what you

were 10 years ago.

It is not a good idea to ask for a letter of recom-

mendation from a big boss who hardly knows you.

You would benefit more from choosing someone

lower in the managerial hierarchy, but who has a

close view on your work. Make sure your referee

can comment on you in a meaningful way and

provide a serious and an in-depth reference.

“Examples of your achievements and experience

in the recommendations will make them unique

and outstanding. Avoid generalisations. Comments

in the recommendations may support facts from

your application and provide additional informa-

tion. It will be helpful to provide your referees

with a detailed CV and a list of your projects and

accomplishments. Some MBA programmes have

their own form or questionnaire for the recom-

mendations; others just provide guidelines for ref-

erees. Use these to prepare relevant information

to assist them,” advises Bobova.

Essays 

Essays are of major importance. You do not need

to write a brilliant essay deserving a literary award.

It is enough to write an essay that will convince

the admitting committee you are an outstanding

candidate for their MBA programme.

Here are some basic tips for writing a good essay:

• Start preparing as soon as you know that you

are going to apply to business school. Buy a small

notebook and start writing down anything inter-

esting that comes to your mind and that has

impressed and inspired you. It could be anything:

a lecture, a film, a conversation with a friend, a

travel experience, a sports record, a book. All these

can be great material for your essays. 

• Once you have the essay questions in hand,

there may still be a few bottlenecks to finding the

right answer. Thinking too much is not a good strat-

egy in this case. Very often, the first thing that

comes to mind is the right answer. 

• Before you actually write the essays, take the

final step of mapping out the general topics you

will cover in each essay. 

• It is essential that you find out as much as you

can about your target schools and understand

how to appeal to each of them. Despite the dif-

ferences, each school will look for certain quali-

ties in an applicant: leadership, team skills, ethics,

communication skills, etc.
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• Essays require time to be polished. Don’t leave

writing them until the last moment. Give yourself

enough time to write, edit, re-edit or even rewrite

them.

• Beware of perfectionism. Real perfectionists

can sit at the computer for hours looking for the

“perfect” word and end up with nothing on the

page. 

• Nobody is perfect and all business schools know

this. Don’t be afraid to write about your weak-

nesses. A story about how you learned from a fail-

ure, improved upon a weakness or faced a challenge

can be compelling. 

• Don’t hesitate to get help. Even the most metic-

ulous writers benefit from a second or third set

of eyes. Ask someone to review your essays, look

for typos and tell you if you are addressing all of

the points in the right way. 

Your essays have to be your own product.

Admissions officers can easily identify essays

which are not your own work. Outside help is very

useful when brainstorming for the essays and

when making sure you have expressed yourself

clearly. But the rest has to be all your own work.

The interview

If your MBA application is as good as it should be,

you may be short-listed for the interviews. This is

another critical aspect of the MBA admissions

process and here the interviewer can actually

determine how good a candidate you are. 

The main subject of the interview is you and you

should be very well prepared to talk about your-

self. How do you prepare for this?

Practise out loud rather than just mentally. Make

a list of anticipated questions and decide how you

will answer them. In any case, do not rehearse so

many times so that in the end your answers will

not appear spontaneous. You can act out the inter-

view with a friend or with yourself speaking in

the mirror.

Being truthful and sincere will be to your advan-

tage. It will not be a good sign for the interview-

ers if you give predictable answers which are not

sincere. Be honest about your expectations of the

MBA course and why you have decided to pursue

the particular programme or school. This is also

the place for knowledge of how you can contribute

to the MBA programme. 

Be prepared, be cautious, do the necessary research

and try to adhere strictly to your strategy and time

schedule. This will protect you from stressful black-

outs. Success depends on you. r
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FAQ about Admissions 

Where should I start?

Candidates need to take control of the

process and go through the necessary

stages in order to be successful in the

application process. First of all check the

deadlines set by the business schools

you will apply to. You should also make

sure you are familiar with the vital parts

of the preparation process: the GMAT

test, the essay, the recommendations,

submission of the application and the

interv iew. Then out l ine a thorough

timetable, specifying the steps to take.  

How can I get reliable infor-

mation about the schools?

The most important source of informa-

tion is the website of the business school.

You can also contact the admissions

department and talk to them. Business

schools participate in MBA tours where

you can sit with consultants and discuss

your plans and options.  A less formal,

more difficult, but very reliable research

method is to establ ish contacts with

someone who is already a student or has

recently been one. You may search social

networks. If you are not intrusive and

adopt a pleasant approach, people will

reply. Ask them what they like and what

they do not like about the school. Internet

may also help by giving you access to

feedback from alumni and current stu-

dents posted on different websites. 

When should I start preparing

for the examinations? 

A year before the deadline for accepting

applications is a reasonable period, but

the answer varies according to candi-

dates’ abilities, whether they have already

taken the GMAT, their motivation and

other factors. The application process

takes time and concentration and should

not be taken lightly. Working people may

need more time than those who have

more spare time and could finish every-

thing within 3 months.  

Guidelines on the Admission
Process for MBA Candidates
ACCESS MBA Guide has selected some of the most frequently asked questions about the process of admission to business
schools. Once you have made up your mind to take the big step of following the MBA route, you need to know more
about how to get enrolled in the schools of your choice.

MBA Admission
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What weighs most in the

admission assessment?

The GMAT test, the essay, the

preparation for the inter-

v iew, the recommenda-

tions or the educational

and professional expe-

rience? All of them are

very important .

Overlooking any of

them would diminish

your overall perform-

ance. Apart form doing

the necessary prepa-

rat ion for the GMAT

and the language tests,

the essay, and the inter-

view, do not underestimate

the significance of recom-

mendations. The people who

write them should preferably know

you very well. If you work, a suitable

referee would be your immediate

supervisor. Your background will also

be taken into account. It must be pre-

sented in the right way. Emphasise

your strengths and leadership poten-

tial, but do not exaggerate out of pro-

portion.     

What GMAT result should I

have in order to be consi-

dered for my target

school?

Again, this depends on the particu-

lar school. Stanford Graduate School

of Business, one of the best places

in the world to get an MBA, does not

set a required minimum score for the

GMAT test. „Admitted candidates typ-

ically have performed well”, says its

website. But this can be misleading,

as you are unl ikely to go to a top

school if you have mediocre results

unless you possess a unique talent

or have extraordinary experience.

Another one of the best schools,

INSEAD, appl ies the same rule for

results, recommending that candi-

dates aim for a score at or above 70-

75% for both the quantitative and

verbal sections of the test. 

A lthough in 201 1  most business

schools reported a decline in the volume

of applications for full-time MBA pro-

grammes, the applicant qualifica-

tions remain about the same or

higher than in 2010 as shown

by the GMAC 2011 Application

Trends Survey.  GMAT test

score averages are a lso

increasing. So make sure

that your preparations for

the test are adequate, as

it is still one of the most

important factors in eval-

uating prospective stu-

dents

. 

Do the selection

committees prefer a

particular type of

background?

What the selection committees

look for are qual i ty candidates

whose application makes sense.

Someone with a fi rst degree in

advertising who has valuable expe-

rience in an agency,  leadership

potential and plans to continue in

this sphere will have a fairly good

chance of being seen as a consis-

tent candidate for an MBA degree.

Of course schools specialising in

certain areas would look for peo-

ple with expertise in these areas.

How many schools should

I apply to?

Choose one, two or three schools

that are particularly hard to get

into: top schools. Then choose a

couple that you would be able to

get into with less effort. Then iden-

tify a school or schools for your

back-up plan: institution(s) that can

make you feel sure that you will

start your MBA degree (of course

this should not involve compromis-

ing the quality of the programme).

Keep the number of schools rea-

sonable, not only because of the

application costs involved, but also

because if you send documents to

20 places, you will probably be less

fi t  and focused and th is would

affect your overall motivation. r

57



How Coaches Make  
Champions 

MBA admission is highly competitive and suc-

cess requires truly outstanding performance

during the application process. Coaching is per-

sonalised and tailored to the goals and poten-

tial of each candidate. It is a partnership between

the candidate and the coach. MBA coaches take

candidates through focused self-searching,

benchmarking, prioritising and skills develop-

ment. Coaching is a comprehensive process

and covers all stages from evaluating the rele-

vance of an MBA to achieving candidates’ career

goals, through selecting the most appropriate

MBA programmes, to actual work on the

application package and interview prepa-

ration. Guidance on GMAT preparation may

also be part of the process. Thus, coach-

ing fully maximises candidate’s the chances

for admission. 

The value of MBA coaching

Coaching ensures that candidates will do

all that is crucial for an outstanding MBA appli-

cation, and will do it in the right order, with the

necessary attention, and on time. Although

coaching is a comprehensive process, there are

some stages at which having an expert by your

side will add the highest value to your future

success. 

• Coaching is indispensable when candidates

evaluate the relevance of an MBA to their career

goals. At this point coaches weave some career

counselling in the discussion. They conduct an

in-depth analysis with the candidates on their

educational and professional background, achieve-

ments, lessons learnt, and their relevance to

their career aspirations and to rewarding MBA

experience. “Why MBA and how it will help you

achieve your goals?” is a fundamental ques-

tion, not just at the MBA admission interview.

It is essential for the whole experience. During

the discussion and soul-searching candidates

may also find that the road diverges from an

MBA. “Very interesting and constructive com-

ments. I feel very good after the coaching ses-

sion. As a result I am rethinking about the

whole MBA idea. Maybe I will wait a few years

and try out an executive MBA”, shares Quentin,

after Access MBA Reach profile evaluation and

a session on the relevance of an MBA for his

careers goals.

Work at this stage also reveals the character-

istics of the MBA programmes which best match

the candidates as there are a lot of choices to

be made to fine tune your best match. 

• Selecting not just the best school, but the

most appropriate MBA programmes, is another

milestone in the process. This ensures that your

MBA experience is worthwhile. Coaches have

the expertise to evaluate which programmes

will be the best vehicle for a candidate to

achieve his/her post-MBA goals. Many factors

are taken into consideration for this selection

– curriculum, student body, faculty profile, teach-

ing methods, international exposure, indus-

try relations, networking and career services.

These details take an experienced eye to

uncover quickly and analyse consistently

in the context of the candidate’s goals. It

is often that coaching may totally change

the initial school aspirations of a candidate.

• Building an outstanding

application is related to candidate’s work

on the resume/CV, application essays, select-

ing the recommenders, and preparing for the

interview. Most of the work has already been

done with the evaluation the candidate’s goals

and profile, and the school selection. However,

now is the time for a fresh look and experi-

ence of the coach to highlight what is really

unique in the candidate’s background and how

it is relevant to each of the MBA programmes.

Or Why a 700+ GMAT Score is Often 
not Enough to Gain You Admission
MBA coaching is comprehensive professional guidance for candidates who aim to gain admission to the ever challenging
MBA programmes. Just as in sports and arts, individuals who aim at high performance usually rely on structured profes-
sional assistance in order to develop their potential to the maximum. By Iliana Bobova, MBA Admissions Consultant and
Manager of Access MBA Reach Services.
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“Many MBA applicants think that their 700+

GMAT score will get them a seat at their MBA

of choice. It is a wrong and dangerous assump-

tion”, warns Riadh Hamida, founder and MBA

coach at Cours Colbert. He explains the value

of the coaching process: “Working on the right

profile helps students set up the right strat-

egy in their application essays to convince the

admissions committee they are the right per-

son to choose among thousands of applicants”.

Selecting the most relevant experiences, achieve-

ment and challenges aims to reveal the qual-

ities and potential of the candidate for the MBA

programme. It also justifies that the candidate

will not only benefit from the programme, but

also contribute to it.

• Coaching ensures a focused,

coherent, and well managed

approach. MBA candidates are all busy pro-

fessionals, while a successful MBA application

takes a lot of effort and time. Guidance ensures

that candidates will be on the right track at the

right time. However, candidates have to com-

mit to the coaching process and be a respon-

sible partner to their coach as well, so that

they both celebrate success at the end of this

partnership. The Association of International

Graduate Admission Consultants highlights

“Business leaders constantly surround them-

selves with skilled advisors in order to make

the best decisions. While the decisions are ulti-

mately theirs, the process of bouncing ideas

and talking through problems is tremendously

valuable. The same is true in the admissions

process” as described by Rosemaria Martinelli,

former Associate Dean for Student Recruitment

and Admissions, University of Chicago Graduate

School of Business.

When coaching

See an MBA coach as early as you start think-

ing that an MBA might be the right vehicle to

achieve your midterm career goals. If your judge-

ment is correct, you will be able to benefit fur-

ther. In the event that the MBA is not the right

path, you will know it well in advance to save

time, effort and money for a better way to

boost your career.

Do not wait until you start preparing your appli-

cation package to get a coach. Coaches are not

editors of your essays and resume. Start early,

as you will be much better prepared to build

your convincing application, if you have worked

with a coach on dis-

cussing your motivation,

your profile and the best

matching schools. “It

seems that the essays

will take longer than

expected, may be 3

weeks to get them well

written. Seems not an

easy process” shares

Mohammad who con-

tacted Access MBA

Reach for advice because

he was stuck with

preparing his essays.

Coaching is recom-

mended if you target the

most competitive

schools, especially those

ranked in the top 100.

However, there are many

challenging programmes

not ranked that high,

which might be the best

match for you, as well as

your highest achievable challenge. It will always

be to your benefit to get professional guidance

as early as you start thinking of an MBA appli-

cation. 

How to identify a good coach 

There are two basic requirements that are a

must for MBA coaches: to know the MBA expe-

rience and to have coaching skills. MBA coaches

have either done an MBA, have been profes-

sionally involved in MBA recruitment and admis-

sion, or are experienced in educational advising

with knowledge on the MBA field. A background

in consulting, psychology or communication is

relevant for the coaching aspect of the serv-

ice. Since coaching is a partnership there is a

lot of trust involved. This is something for which

each of us has his own sixth sense. A good

coach is also an ethical coach. It will not be

to your benefit to enter upon a programme

which will not contribute to your goals. It will

be only to your expense and disadvantage to

submit an application package which is not

your own product. 

There is an increase in the offering of MBA

coaching services worldwide. Communication

technologies make it possible to have a coach

even from another continent. Candidates nowa-

days have plenty of choices. How to select the

best coach for you? Access MBA Reach pro-

vides a unique service for candidates – match-

ing them to the right coach. Access MBA Reach

monitors the offerings and advises candidates

on the advantages of the leading international

coaching providers.

Coaching guidance brings high added value to

your MBA application experience. It fully max-

imizes your chances for admission. However,

the admission decision is out of the control of

your coach. The admission decision is a priv-

ilege and a responsibility of the Admissions

Committee of each MBA programme. Benefit

from coaching and you will do the best you

can to build your outstanding application to

the best matching programmes for your goals. 

The real added value of coaching is that can-

didates get to know themselves much better,

benchmark to the challenging requirements of

MBA programmes and to the most competi-

tive managers. They end the coaching process

with a much better awareness of their per-

sonal and professional qualities, accomplish-

ments and potential, which is a real added

value for their success. r
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Founded in 2001, Stacy Blackman Consulting has helped thousands of MBA
applicants gain admission to the most selective schools in the world. The SBC
team, comprised of MBA graduates, former admissions officers and expert wri-
ters, editors and marketers, helps candidates develop a winning marketing stra-
tegy.

Stacy Blackman, President of SBC and an MBA graduate herself, reveals the
latest trends in top U.S. MBAs and the MBA coaching field.

Highly Qualified Applicants
Often Hire Consultants

From your experience,
which candidates decide
to go for MBA coaching
and why?
Specific numbers do not exist but my

sense is that well over 50% of applicants

to top schools hire an admissions con-

sultant, and this is growing.  MBA admis-

sions consultants are hired more frequently

by applicants to the higher ranked pro-

grammes.  It is not only the less quali-

fied applicants that seek and hire help.

Highly qualified, accomplished applicants

very commonly hire consultants. 

Everyone can benefit from an expert coach.

Athletes, executives, students, artists...they

all hire people to help them be their best.

Once in business school, students will be

coached by teachers and by their career

centers.MBA admissions consultants can

help applicants be more successful and

do so with less stress. Coaching increases

the probability of admission and award-

ing of merit scholarships. 

How does an MBA con-
sultant actually help a
candidate build an out-
standing application?
Consultants know how to navigate tricky

issues in a client's background, and how

to appeal most effectively to an admis-

sions committee.  They can often turn

what you perceive to be a weakness into

strength.  They know what is unique and

what stories have already been told too

many times.  We have a structured

approach to the application process, and

we help clients develop a personal mar-

keting plan that they can use. 

How can a candidate
evaluate that a coach will
be a good match for him?
One of the keys to success is working

with the right person.  I do not believe

in blindly signing up for a service and

then "getting whoever you get."  You need

to make sure that you can work effec-

tively with your consultant, that you trust

each other and communicate well.  It does

not matter how qualified a consultant is

if the relationship is poor. Talk on the

phone, exchange emails, review bios and

generally get to know each other first.

What are the new trends
in the field of MBA coach-
ing?
Because more and more applicants are

using consultants the quality of applica-

tions is improving overall. Coaching com-

panies, as we are, constantly develop their

resources with school information, sam-

ple essays and interview transcripts. We

have also introduced something called a

flight test. Once a full draft of an appli-

cation is complete, we simulate the admis-

sions committee review process by

bringing in someone who has served on

an admissions committee to do a full

review. It's like a test drive for our appli-

cants.  

What has changed in the
top U.S. MBA field in the
last decade?
Programmes are constantly changing:

shrinking, growing, evolving...it's impor-

tant to really do your homework, learn

about the programmes, visit, talk to stu-

dents, talk to alumni.  Make sure you are

applying to programs that are a good fit

for you and not just some place you have

heard about through the rankings.  And,

of course, once you decide where to apply,

this knowledge will also help you to craft

a strong application.  It's essential to show

programmes that you understand their

approach and their culture and that you

can demonstrate why you are a good fit.

Beware of just picking off the "top 5"

ranked schools and  applying blindly.  Those

rankings change year to year anyway, so

it's better to figure out what makes the

most sense for you in the long term.  r

Interview with Stacy Blackman, President
of SBC an international partner of Access
MBA Reach candidate services.
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Cours Colbert is a dynamic GMAT preparation and MBA coaching company with
the mission to help MBA candidates get admitted. The high acceptance rate to
top MBAs illustrates the value of their demanding approach. Cours Colbert offers
an extremely efficient MBA profiling that allows top MBA admission committees
to  consider the applications highly. Cours Colbert is one of the international
partners of Access MBA Reach.

How a 600 GMAT Score Could
Get You Admitted to Harvard 

How important is the GMAT?

Many MBA applicants first obsession is about

their GMAT score.  Most of the people’s first

question, when contacting Cours Colbert, is

whether we can help them achieve a great

GMAT score. Well, we tell them that our mis-

sion is not only to get them to score high; our

job is to help them get admitted. And that is

a totally different approach in terms of prepa-

ration. No one prepares for the GMAT just to

get a score. 

Cours Colbert operates exactly like an admis-

sion committee. GMAT is important; however,

your essays and interviews are as important

and one should really focus on bringing the

highest value through these key elements of

the application. A great GMAT score without

outstanding essays and interviews is just use-

less. Many 800 top scorers are rejected by top

MBAs because, indeed, schools are not only

looking for GMAT scores: top MBAs are inter-

ested in profiles, experiences, and in people

who can bring value to their programme. And

that is exactly what our mission is about: light-

ening your assets and offering them to the

school, even with a 600 GMAT. 

What makes an application stand

out?

Valuable essays are mandatory. It is not only

about what you write, but also about how you

write and present it. If you do not mention

networking and leadership skills in your essays,

how can you apply to Harvard? If you just men-

tion your skills but do not show how these

skills make you a good manager or a good

leader, why do you apply to Harvard? Also, if

you just talk about your weaknesses but do

not say why working on those weaknesses

made you a better leader, why would you apply

to Harvard? Each of the just mentioned exam-

ples is key to a successful application. And not

only to Harvard. Eventually, there is a key ele-

ment which enhances an MBA application and

makes it attractive to an admission commit-

tee: your profile match with the school you

apply to. 

What is the most effective

application strategy?

The right target for the right strategy. The

right profile for the right schools. We are

extremely demanding when it comes to choos-

ing the right programme where the fit with

the school is crucial.  Many people come to

us and ask for help because they were rejected

by the MBAs they applied to despite a great

GMAT score. That is the point again. GMAT

will not get you in: the right profiling will

probably do. Our students do not prepare

more than 3 or 4 top MBA’s. Why? Because

applying to 10 schools will not increase your

odds of being accepted and your profile can

not match 10 schools. 

Does an invitation for an inter-

view mean that you have high

chances for admission?

Most people will already be jumping for joy

because they have been invited for an inter-

view with the school.  Our students know

that the fight is just about to begin. Getting

an interview does not mean getting admit-

ted. It just means that the school finds your

application interesting so far, and that it wants

to know more about you. 

Most schools will ask general questions such

as why an MBA, why do you apply to our

school, etc… If you reply that you apply to

Harvard because it is your dream school and

that is a top MBA: you are out. Say some-

thing the school does not know. Again, the

school is even more interested at this stage

of the application in the value you are going

to bring to their programme. Tell the school

how you are going to contribute to the school.

You are not only doing an MBA to learn about

finance or marketing, but also because you

are willing to share your own experiences

and knowledge with your future MBA peers.

This is what makes you stand out of the thou-

sands of people applying. 

What is the successful approach

to MBA application?

If they really focus on the contributions and

on the real assets you can bring to a top

MBA, you will not be in a position where you

are asking for a seat at a top programme:

the school itself will do its best to make you

accept their offer by not only choosing you

but also offering a scholarship. This is how

you can get admitted to Harvard with a 600

GMAT score. r

Interview with Riadh Hamida, founder and
CEO of Cours Colbert 
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The  GMAT

The GMAT test was introduced for the first time

in February 1954, when 1300 students sat the

test. Since then it has gradually asserted itself

as a reliable tool for assessing some of the

essential skills of business school candidates.

It was developed in the previous year by an asso-

ciation of nine schools that later become

known as the Graduate Management

Admission Council. Columbia, Harvard, North-

Western, Rutgers, Seton Hall, the University

of Chicago, the University of Michigan, the

University of Pennsylvania and Washington

University wanted to create a unified entrance

examination. At the time, its name was The

Admissions Test for Graduate Study in

Business and in 1976 it was changed to the

Graduate Management Admission Test. 

The minimum score that the examinees can

receive in the test is 200 and the maximum is

800. However, if they are aiming at reputable

schools, the average results for their country or

that of the institution they apply to should not

be taken as a benchmark for their performance.

The Principality of Monaco took first place for

the total mean GMAT score in testing year 2011,

which lasted from 31st June 2010 till 1st June

2011. It scored an impressive 621 points. It should

be noted, however, that only 7 citizens of this

small country actually attended the examina-

tion. New Zealanders retained their superb per-

formance from the previous year and took second

place with 602. Argentina ranked third with 598

and Australia came fourth with 597. Just as in

the preceding years, citizens of China, one of

the most vibrant MBA markets in the world,

again reported a mean score among the high-

est in the world: 592. 

In 2011, some of the top-ranking US schools sent

information about their students' GMAT to

Business Week. While the total mean score

for the USA was 531, candidates from the

applicant pool of Berkeley achieved 710, Yale

reported 705, Harvard had 701 and Kellogg,

Duke, Michigan and Darden scored 700.

These were the results for all the candi-

dates who sent results there. The ones who

were actually enrolled had a median score

of 740 at Stanford, 730 at Harvard, 720 at

Chicago (Booth), Wharton, Tuck, Berkeley,

NUY (STERN), and Yale and 710 at MIT, Columbia,

Kellogg, Michigan, Virginia, and UCLA.

What does the test consist of?  

For candidates to achieve good results, they

News From the Famous Admission Test
The GMAT test launches a new section “Integrated Reasoning” in June 2012. It measures the candidates ability to evaluate
information from multiple sources.
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need to know the test very well. The pre-Next

Generation GMAT comprises three parts: The

first is Analytical Writing Assessment and is

divided in two: analysis of an argument and

analysis of an issue. This is the so called essay

section, which lasts exactly 1 hour. In the first

half, examinees explain the logic behind a cer-

tain argument; in the second half they analyse

and motivate their point of view on a given topic.

Part 2 and part 3 of the GMAT are called respec-

tively the Quantitative and Verbal sections and

each of them lasts 75 minutes. As the name

suggests, the former evaluates one’s quantita-

tive reasoning abil-

ities. There are two

types of questions

in this section: The

first is problem-

solving and

includes the use of

basic mathemati-

cal skills and con-

cepts and solving

quantitative prob-

lems. The second type consists of data-suffi-

ciency questions which measure the candidate’s

abilities to analyse quantitative problems, assess

the relevance of the information and evaluate

whether there is enough information to solve

the problem. The verbal section consists of read-

ing comprehension questions, critical reasoning

questions and sentence correction questions.

What’s new in GMAT?

On 5th June 2012, a fourth section called

Integrated Reasoning is to be included in the

test instead of the issue analysis. This section

measures skills in integrating information from

different sources, solving problems, interpreting

data, evaluating tradeoffs, assessing the likeli-

hood of outcomes and the ability to convert

quantitative data between graphic and verbal

formats. Candidates have 30 minutes to answer

12 questions in the different areas of Integrated

Reasoning. The sections include graphics inter-

pretation, two-part analysis, table analysis and

multi-source reasoning. A calculator is available

for candidates in the IR section. The new sec-

tion is not computer adaptive, meaning that your

response to one question does not affect the

next question you receive. However, students

cannot skip questions or go to a previous screen

to change their answers.

GMAC advises candidates to plan to take the

exam at least 20 days before any deadline for

submitting an Official Score Report.

Why were the changes adopted?

Ashok Sarathy, vice-president of the GMAT pro-

gramme, explained the motives for the decision

to introduce Integrated Reasoning: “In

a recent survey, 740 academic staff members

from management programmes worldwide

identified an emerging set of skills that the busi-

ness community is telling them are, and will

continue to be, essential to success on a  man-

agement and executive level. The schools told

us that they

needed evidence

that incoming

students could

demonstrate their

ability in these

emerging skills as

the schools them-

selves began to

develop course-

work to develop

and strengthen them.” 

In a business school "you are much more likely

to have to analyse an integrated set of data

than you are to do a geometry problem", noted

Andrew Mitchell, director of pre-business pro-

grammes at Washington Post Co.'s Kaplan Test

Prep., quoted by The Wall Street Journal.

The examination is still 4 hours long and one of

the essays in the analytical writing assessment

section (issue analysis) has been scrapped. The

Quantitative and Verbal sections remain

unchanged, each lasting 75 minutes. The new

section lasts for 30 minutes. Again they have

scores, as do the Analysis of the Argument essay

and Integrated Reasoning. The first break is to

start after Integrated Reasoning and the sec-

ond one after the Quantitative section.  

The GMAT is the preferred test for entering busi-

ness schools today. It can be taken in 111 coun-

tries and at more than 530 centres. The

examination is a means to an end: it is only one

of the important elements for admission to a

good MBA programme. However, it is a very impor-

tant factor for your ultimate success. Enrolment

at a business school could lay the foundations

for a stable and successful career, which is among

the most important factors for professional and

personal fulfilment. r

News From the Famous Admission Test
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Profile of MBA Graduates

Even in tough economic periods such as the

present when hiring opportunities are limited,

MBA students and graduates remain strongly

preferred by employers. The results from the

Alumni Perspectives Survey show that 86%,

or more than four out of five, of the class of

2011 had a job after graduation.

But how does the crisis affect their remuner-

ation? It has long been known that business

school graduates receive some of the highest

salaries  in the job market and the data from

the last year reasserts this trend. For 82% of

MBA graduates their salary justified or exceeded

expectations. Those who took the full-time

two-year programme reported an average start-

ing annual salary of 85,000 USD. Part-time

alumni were also generously remunerated with

an average of 76,000 USD and full-time one-

year MBA graduates received an average of

73,203 USD. The additional bonuses for the

two-year and one-year MBAs were respec-

tively 15,000 USD and 12,000 USD.  

What about the graduates from

previous years?

Another group polled in the survey were grad-

uates from the last 12 years. Those who took

the full-time MBA programme, are currently

receiving an average salary of 95,000 USD,

and additional average compensation of 18,123

USD. Part-time MBA graduates’ average salary

was 91,000 USD plus an average bonus of

15,000 USD. The remarkable numbers demon-

strate that the degree retains its value during

times of crisis. Not surprisingly the highest

paid were Executive MBA alumni who earn an

average starting remuneration of 25,000 USD

plus average additional bonuses of 28,445 USD.

Being active nowadays in the job market does

not give anyone definite results. However it

does put you on equal footing with other par-

ticipants and is the necessary prerequisite for

success. Perhaps this is why the majority of

the class of 2011 began looking for employ-

ment while still in school. In the 1-year MBA

programme 68% of students began sending

c.v.’s or using alternative ways to join the work-

force, while 78% in the 2-year programme were

doing the same thing.  54%, of more than half,

of the students looking for professional devel-

opment or recent graduates received at least

one job offer. The most popular industries for

jobseekers were Products/Services, followed

by Finance/Accounting and Consulting.

Going entrepreneurial

If we are to look for entrepreneurs in the

graduate schools, the most logical area to

start from is business education. Just as in

other places, it is a minority of people who

want to become their own bosses. The analy-

sis shows that students from Executive MBA

programmes are the most willing to start

their own firm - 15,5% report this as their goal.

5,2% of the people in 1–year MBA programmes

and 3,9% of  students in 2-year MBA pro-

grammes and part-time MBA also want to

start their own business. Geographically, entre-

preneurship is  distributed in the following

order:  8%, of Europeans are the most will-

ing to take the big step and the second biggest

group are Canadians, 7,3%, citizens of Asia

and Pacific countries are third followed by

the Americans.

The respondents say that the most important

motivation for starting their initiative is to fol-

low their passion and do what they enjoy -

something that also has to do with personal

satisfaction and self-realsation. The possibil-

ity of being the main decision-maker, to man-

age all aspects of business and to have a

personalized schedule are other leading fac-

tors cited by the participants. r

Who is the MBA Applicant? 
Every year the Graduate Management Admission Council, which owns the GMAT test, conducts a series of surveys which
aim to answer this question. Amongst the topics of interest are the level of employment of business school alumni, their
salary, in which industry they are hired, the return on investment and the overall value of the degree.
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Who is the MBA Applicant? 
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Alumni Perspectives Survey
In 2011 graduates of part-time and executive MBA pro-
grammes had the highest rate of employment-respectively 91%
and 96%. From the two-year full-time MBA holders 86%
found jobs and from the full-time one-year - 75% did. 

Profile of GMAT Candidates in 2010/2011
Almost 65% of GMAT examinees worldwide intend to study MBA.

GMAT tests taken by US vs. non-US citizenship and testing Year
Despite the increase in the share of non-American part of the GMAT test takers, the USA
remains the biggest market for the test. 

Application Trends Survey
In 2011 most MBA programmes experienced a decline in appli-
cations but simultaneously reported that the quality of candidates
is higher than in the previous year.

Alumni Perspectives Survey
Three-forths of business school graduates from the class of
2011 say that they wouldn’t have been able to find employ-
ment without their graduate management degree. 

MBA 64,50%

Executive MBA (EMBA) 3,70%

Masters 19%

Others 12%

Citizenship/ Year 2006 - 2007 2007 - 2008 2008 - 2009 2009 - 2010 2010 - 2011

US 117,321 126,132 130,508 127,061 116,546

World (excluding US) 101,756 120,825 135,105 136,918 141,646
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Admissions Directors are
Watching You! 

According to a recent survey conducted by Kaplan

Test Prep, 27% of business school admissions

officers admit that they have Googled applicants

to learn more about them and 22% have visited

their Facebook or LinkedIn pages. “But these

kinds of checks are not something completely

new. Employers have been checking the online

reputations of potential hires for years, and

because admissions committees are interested

in the employability of the applicants they accept,

it is only natural they are following suit”, says

Linda Abraham, president of the admissions con-

sultancy Accepted.com for Bloomberg

Business Week.

Therefore, every MBA applicant has to real-

ize, that his online reputation matters and

could affect his career path. “Some univer-

sities still don’t have an official policy on

tracking a prospective student’s online rep-

utation. Still, if an issue arises that prompts

admissions committee members to conduct a

Google search or something similar of a prospec-

tive student, they will do it”, says a university

representative in a Bloomberg Business Week

interview. 

However,  not everything is as easy as it seems.

Most of us today have had some sort of online

presence, probably dating back to long before

they decided to apply to business school or even

graduate college. And it’s a real challenge, some-

times impossible, to keep everything about you

on the Internet positive. 

Repair your online reputation

Todd William, founder and chief executive offi-

cer of Reputation Rhino, an online reputation

management company, thinks however, that “an

online reputation can be repaired”. This means

getting negative content for someone on the

Internet removed whenever possible or high-

lighting positive content, so it moves the neg-

ative onto the second or third page of search

results. But if you don’t want to use an agency,

here are some useful tricks experts recommend:

• First search your name and any nicknames

you use on Google. If you find some inappropri-

ate content related to you, remove it whenever

possible or contact those who can – webmas-

ters, site administrators or bloggers.

• You should get to know all the privacy set-

tings networks like Facebook and Google + offer

very well. Then you will have full control of the

visibility of your profile. For example, you are

able to hide your Wall, pictures and comments

from certain group of people or make it visible

only to you closest friends. You can also have

control to the pictures uploaded by others in

which you are tagged. You can either remove

the tags or make the pictures visible only to

yourself. The only rule here is to regularly check

the privacy settings, because sometimes when

the networks make major changes (usually every

three to six months), your settings are automat-

ically set to Default.  Of course, we do not advise

you to hide all your pictures online. Admission

directors know that everyone has a life, friends

and most people enjoy parties. Don’t make your

profile too clean and sterile and don’t leave only

one profile photo. Upload pictures from birth-

days, vacations and parties, comment and

share, just be careful and always follow

William’s advice. “Make sure your online

social media presence is an accurate reflec-

tion of who you’re presenting yourself to

be.”

• And last, but not least, create a positive

content. Fill your Social Network profiles with

all your qualifications, skills, accomplishments

and awards. You can also ask other people to

create positive content about you. For example,

you can ask your colleagues and employers for

recommendations in LinkedIn, or endorsements

like an expert in A Small World. In Google+ you

can add things you’re proud you’ve done. You

can also register in different career and talent

search networks that are popular in your coun-

try. With that, you will show the admission direc-

tors that you are interested in career and personal

development. r

What You Post on Social Networks 
Can be Seen by Schools
In recent years, Social Networks have become an integral part of our everyday communication. They play a key role not
only in our personal, but also in our professional and business relations.  As a prospective MBA applicant you must be
careful of what you post, comment and share. By Elena Mihailova, Access MBA Social Networks Coordinator. 
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Viniti Mahbubani, IESE MBA Graduate

Pursuing an MBA is the Best Avenue           
to Switching Careers

Why did you decide to pursue an MBA?
I wanted to pursue an MBA for three key reasons – first, I wanted to switch careers, and pursuing an MBA

seemed like the best avenue to help facilitate that change.  Second, I wanted to spend some time study-

ing and building on knowledge from my bachelor’s degree.  There were certain things I knew I didn’t know

and becoming a student again was the best way to fill those gaps.  Third, I wanted to meet like-minded

people with a passion for developing their knowledge and skills in order to become better business pro-

fessionals.

What were the most important aspects you considered when
choosing an MBA course?
The emphasis the school placed on academics, the international nature of the programme, and the dura-

tion – I knew I wanted to undertake a summer internship and experience an exchange semester abroad

so a two-year programme was a must for me.  IESE fits that bill perfectly and the opportunity to live and

study in Spain was a bonus!

What was the most difficult part in getting the MBA?
Interestingly enough, while the workload was often times high, it was the journey of self-reflection that

was the toughest part in getting the MBA.  For me, determining what I wanted to be when I “grew up”

was challenging at times.  In the face of many career opportunities, and being amongst a group of highly

talented individuals similarly exploring their career interests, staying true to what I really want to do and

having full faith in my ability to accomplish my goals was difficult!

Why did you decide the degree was worth pursuing? What
was your goal and how will it help you achieve it?
Ultimately, the degree is worth pursuing because not only do you become part of a global network of

smart, talented people, you also find your place amongst them.  The MBA helped me figure out what my

next logical career step was, and it gave me the backing I needed to apply for positions that were of inter-

est to me.  In addition, my network has expanded exponentially – I now know people in all corners of the

world that I enjoy spending time with.

What was your most valuable experience during the study?
Being challenged every day by my fellow classmates.  The dynamic we had in class, the discussions that

took place, the work ethic that was developed, all of them have helped shape me into the consultant I am

today.  In addition, although the case study method used at IESE took a little getting used to, it prepared

me for the real world.  All of the projects I work on now remind me of the case method, where you indi-

vidually go through facts and then get together with other people to brainstorm and discuss solutions.

How would you describe the learning environment at IESE
Business School?
Intense, challenging, fun . Academic discipline is very important at IESE – if you want to make the most of

the case study method, you have to come to each class fully prepared to participate, to offer opinions, to

be willing to defend your position and perspective.  I think the fact that we have only about 200 students

in a given year is important.  We all get to know one another, and that personal connection makes us feel

comfortable entering into debates about the best possible solution to a given problem.  I also enjoy the

fact that each class is divided into smaller teams – discussing things with your teammates in a smaller,

more intimate setting only enhances the discussions that take place in the classroom. r

Viniti Mahbubani holds an MBA degree

from IESE Business School and a BBA

from the University of Madras. Viniti is

now a senior consultant at Deloitte

Consulting LLP, where she has been work-

ing since 2009. Previously she had been

an associate with Booz & Company and

a manager with Scope International. Viniti

is interested in theatre, loves travelling

and tasting wine.
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Susan Friedell, IE Business School Student

The MBA is a Practical Degree to Have
Why did you decide to go for an MBA?
I had reached a point in my career at which I knew I wanted to go in a different direction.

When I considered the different options, there were several reasons I ultimately decided on

an MBA: it is a practical degree to have, one that can be applied broadly or narrowly; I liked

the idea that it was not ’closed’ to people with non-business or other traditional backgrounds;

I liked the idea of being exposed to the different aspects of organisations. 

What were the most important aspects you considered
when choosing an MBA course? 
I looked for schools with diverse student bodies, not just in terms of nationality or gender

but also in terms of background and life experience. I did not want a cookie-cutter experi-

ence. I figured – I am not a cookie-cut person, so why should I go to school with people who

are more similar to one another? From there, I considered geography (I wanted to stay in

Spain or go back to the East Coast of the US) and then programme length. 

What was the most difficult part in getting the MBA?
Prior to beginning, the most difficult part was studying for the GMAT and writing applica-

tions. Both are time-consuming and require significant effort, so organising your time is

essential. This is also really helpful for the actual time in school because you need to learn

to balance it all – personal, academic, social, job search. Once actually in the programme,

the hardest part was working with people so closely. While I love the diversity of the IE pop-

ulation, it was an adjustment to learn to work with other people with such different back-

grounds, perspectives, and general ability levels. But ultimately the diversity is what has made

the experience. 

Why did you decide the degree was worth pursuing?
What was your goal and how will it help you achieve
it? 
I decided the MBA was worth pursuing for the reasons I outlined above. My goal is to work

in the learning department of a corporation or to work in operations management for a pub-

lishing company. If I go back to the US, I will also consider non-profit educational work, as

there is a very strong market for that. 

What has been your most valuable experience during
the programme? 
My Term 1 workgroup, without a doubt! We hit some bumps along the road as we were get-

ting used to each other and school in general, but we learned to work together, to respect

one another, and to genuinely care about each other as we struggled through marketing,

strategy and quantitative analysis (among other subjects). We talk about having a reunion

in 10 years no matter where each of us is, and I believe we will do it!

How would you describe the learning environment at
IE Business School?
Students are very bright. They are passionate and energetic about learning. They are amaz-

ing jugglers of different responsibilities. They are interested in getting to know each other

and making the experience positive. In general, I do not think we are competitive, though

the dreaded grading curve makes us anxious at times. Our professors are engaging and

dynamic. They are approachable and very diverse in terms of experience, age, gender, nation-

ality, etc., just as we students are. r

Susan Friedell is originally from Cleveland,

Ohio, USA, but since college she has

lived in the Boston area, New Jersey,

and Madrid, where she’s been for the

last five years. Susan graduated from

Brown University with a degree in

International Relations and Spanish and

later earned a Master’s degree in Spanish

from Middlebury College. She has worked

as a secondary school Spanish teacher

in the US and an English teacher in

Spain. Her most recent position was

Programme Coordinator of a government-

sponsored professional development course

for teachers from Madrid’s public bilin-

gual schools. She is a lover of languages

who enjoys meeting new people, getting

to know new cultures, and tasting wine!
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Is an MBA Enough? 

Start from the big picture

Survey the job market; look at it considering

long-term perspectives. Try to work out what

job market needs will be, in order to deter-

mine where to concentrate your knowledge

and skills to be up to date with any expected

developments. “Start from long-term, big pic-

ture stuff: what are your values and how do

they relate to the long-term industry trends.

Then pick your goal,” says Duncan Chapple,

a career guru and EMBA graduate from the

London Business School.

In the meantime, don’t forget to listen to what

excites you. “It's much easier to do well in a

growing marketing, in a role you'll enjoy,”

adds Duncan.

Susan Friedell, an

MBA graduate

from IE Business

School, shares

the same opin-

ion. “Don’t be

afraid of the

unbeaten path:

many people go

into consulting and finance, but don’t be afraid

to follow your own dreams and interests,”

says Susan.

Cristina Sassot, Director of Admissions of

ESADE Business School MBA Unit, also advises

that there should be a fit between personal

and professional goals. "It is important that

our students find the best fit in terms of per-

sonal and professional goals for their future

position. Once they fully understand their

needs, they can search for the companies

that best encompasses this within their cor-

porate culture which will allow them to fully

develop within the role," says Cristina.

International outlook and spe-

cialisation

In the context of a heavily globalised world,

the international outlook of MBA graduates,

who will become future global business lead-

ers, is a key to success on the job market.

The other key prerequisite is specialisation ;

specialisations in innovation and entrepre-

neurship are highly valued since they will form

the basis for sustainable economic growth in

the current tough economic environment. 

Work experience

Work experience - both pre-degree and through

internships - makes a great difference suc-

cess for management graduates in the job

market, according

to a trio of

research surveys

conducted in 2011

by the Graduate

M a n a g e m e n t

A d m i s s i o n

Council.

“Work experi-

ence, whether before the degree or as an

internship, gives employers a level of reas-

surance that graduates can hit the ground

running,” says Michelle Sparkman Renz, GMAC

director of research communications.

“Employers value the skills, knowledge, and

abilities that those with graduate-level degrees

bring to the job, but they also want to know

that they can function well in the work envi-

ronment,” she adds. 

The employer survey, conducted by GMAC,

also found that 41% of the employers world-

wide, planning to hire MBA’s, wanted gradu-

Key Must-dos to Find a Career
Having MBA hard skills under your belt will not immediately open the doors to a successful career. There are many other
factors you need to consider with due care if you want to succeed in your professional development. Here are some key
must-dos in landing a job.

MBA Careers
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ates with three to four years of experience.

32% wanted MBAs with at least five years of

experience and just 27% of the companies

planning to hire MBAs sought to hire gradu-

ates with less than three years experience.

Conduct in-depth research of

recruiters

"Research the companies that interest you

and do not expect someone else to find you

a job: it’s your responsibility," advises

Susan.

Use any channel available - company

websites, media reports, internet forums

and blogs, company employees, people

who know anything about your target

recruiters. Do not ignore anything. Even

the most insignificant detail might help.

Companies who need top managers do

not want only to see skills, they want to see

a problem-solving attitude. When you know

the details, it will be muh easier for you to

present a good problem-solving approach to

a question raised during the interview.  Create

a broad professional network, using all kinds

of events and channels to network like social

networks, professional networks, etc.

Know how employers hire MBAs

This is also part of the research you need to

do. A recent report by the GMAC shows that

when searching for new candidates, 76% of

employers, the vast majority, use employee

referrals or their own companies’ websites

for job postings and resume submissions. 69%,

or six out of ten companies, recruited grad-

uate business school students on-campus.

Companies in the United States were more

likely to recruit on-campus than firms in other

parts of the world, accounting for 55%, or

more than half of their recruitment drive. 35%

of  employers reported using social media for

candidate sourcing and job advertising.

With current employee referrals being used

by the vast majority of employers, access to

business schools’ alumni networks - one of

the many perks b-school Career Management

offices provide to MBA students - may become

crucial in getting a job.

Networking

This quite logically raises the question of net-

working. Raid Hoffman, the creator of one of

largest professional networks, LinkedIn, dis-

tinguishes old-school “networkers” from “rela-

tionship builders”. The first pursue relationships

based on what they think others can do for

them, while the second group, that of the

“relationship builders”, think of the other per-

son first. Hoffman likens professional net-

working to dating and gives the following

advice: “When you’re deciding whether or

not to build a professional relationship with

someone, there are many considerations:

whether you like him or her; the capacity for

the person to help you build your assets,

reach your aspirations and position you

well competitively and for you to help

back in all the same ways. […] And, like

with dating, you should always have a

long-term perspective.”

Having fun when building a professional

relationship and trying not to consider it

as a boring obligation is vital for its future

ultimate role to help your career develop-

ment, Hoffman advises further.

Remember that investing in relationships will

pay dividends in the long-term.

Develop your soft skills

It is simply not enough to possess knowl-

edge, awareness, management and profes-

sional skills. A top manager should have much

more:. the soft skills. “With MBA hard skills

under your belt, focus on developing soft

skills in listening, influencing and negotiat-

ing,” advises Duncan. He believes that seri-

ous attention should be placed upon
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“language” skills. “Building accuracy and vocab-

ulary is hugely powerful, both in your native

language and in your other languages.”

  

Be resilient

Treat the job search as a real job. Spend work-

ing days and working hours devoting all of

your time to the job search. Consider the job

search as a systematic effort, plan your time,

CV and cover-letters writing and tailoring

them to the requirements of the targeted

employers. Job search is not about ran-

domly applying for jobs.

Prepare for the interview

The day will come when you receive an

invitation to interview and you need to

be ready for it. So, do your homework and

prepare for the interview. Forbes report

that according to a recent research among

recruiters, there are  three basic ques-

tions which need to be answered during the

interview: “Can you do the job?”, “Will you

love the job?”, and “Can we tolerate work-

ing with you?”.

The wording may be different, but every ques-

tion, however phrased, is just a variation on

one of these topics: Strengths, Motivation,

and Fit, reports Forbes quoting top executive

recruiters.

If you are the one being interviewed, prepare

by thinking through examples that illustrate

your strengths, what motivates you about the

organisation and role you are being inter-

viewed for, and the fit between your own

preferences and the values of the organisa-

tion you are applying for.

In fact, interviews are exercises in solution

selling.  They are not about you. Think of the

interview process as a chance for you to show

your ability to solve the organisation and inter-

viewer’s problem. You need to highlight

strengths in the areas most important to the

interviewers, talk about how you would be

motivated by the role’s challenges, and dis-

cuss why you are a fit with the organisation’s

culture.

According to the latest GMAC’s Corporate

Recruiters Survey, the MBA degree is still a

key asset in one’s CV, The 2011 survey is based

on responses from 1,509 participants repre-

senting 905 companies in 51 countries world-

wide. It shows that most employers report

that compared with other employees at the

same job level, employees with an MBA degree

demonstrate higher or much higher abilities

in many areas, including managing strategy

and innovation, strategic and system skills,

knowledge of general business functions,

managing decision-making processes and

learning, motivation, and leadership.

Satisfaction with MBA employees and the

skills they bring to the company remains

high. Almost all employers (99%) report

satisfaction with their MBA employees,

including 79% who are very or extremely

satisfied.

When answering the question, “What

does this mean for you”, the GMAC sur-

vey simply replies: “While business schools

will provide you with the fundamentals

of the business management knowledge as

well as technical or quantitative skills, don’t

forget that communication skills are as impor-

tant to your job prospects as all the other

skills you learn in your MBA programme. Make

sure you develop good leadership and pres-

entation skills; you could have the best budget-

management skills, but if you can't

communicate well with your colleagues and

clients, your skills will be of no use to an

employer.”  r
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Impress Recruiters 

John Helding, lecturer, Stanford

Business School, and former senior

director of Worldwide Recruitment

for Booz Allen Hamilton

My favorite and most frequently asked ques-

tion of MBAs is, 'What's the best practical joke

you've pulled off, and why? In that question I

am looking a sense of creativity, a willingness

to have fun, and at a deeper level an ease with

others that's made evident by a willingness to

joke around and take some risks. Moreover, the

question breaks down some of the seriousness

and tension in the interviewing room. And as

a bonus, I've gotten a more than a few good

ideas for my own practical joke endeavors!

In a more general category, I like to get a sense

for how MBAs deal with graphical representa-

tions of relationships. Simply put, can they

understand, interpret, and, more importantly,

convey the meaning and the 'so what?' of a

chart. So much of what a manager or a con-

sultant needs to do consists of understanding

numeric relationships and then conveying the

key message to others. I'll place a relatively sim-

ple chart in front of first-years and ask them

to explain it to me as though I was a client new

to the concepts. This helps me identify individ-

uals who are comfortable with analytical analy-

sis and who can explain such relationships to

others.

Louis Amory, Partner, Bain and Co.

I enjoy what I call the 'little sister' test for can-

didates with brilliant backgrounds-MBAs or PhDs,

for example. I select one of the most special-

ized items on their resumes-for example, their

PhD thesis-and ask them to explain what it is

as if I were their 6-year-old sister. It is a great

way to test their ability to explain, synthetically

and simply, very complex things. This skill is

key in our business.

I try to have a clear assessment on the candi-

date by the end of the interview. Ten minutes

before the end, I pause and ask myself, 'Am I

clear?' I then try to focus on identified issues.

I am often very direct, saying something like, 'I

still need to be convinced on dimension x. Good

candidates turn around this tricky situation.

Jim Beirne, Director of Recruiting

- MBA Programs and Marketing,

General Mills, and former Wharton

director of career services

While we use behavioral-based interviewing most

of the time, I find that many applicants come in

with too many prepared answers, and sound like

politicians; no matter what question you ask

them, they are going to give you a prepared

answer. To get more to the core of the individ-

ual, I'll ask, "What motivates you to be as suc-

cessful as you are?" followed up by, "Can you

walk me through how you set your goals?" These

questions get to more of the essence of the indi-

vidual.

Andy Miller, SVP and CFO of

MarketFirst

Miller uses a behavioral-based interviewing style

and team approach for interviewing his direct

reports, including summer MBA intern candidates.

He probes in the following areas: strengths ("give

an example and tell why others may consider it

a strength"), weaknesses, accomplishments, moti-

vation, examples of stressful situations, and abil-

ity to handle conflict. r

More info: www.wetfeet.com

Employers Share Some Interviews 
Experiences with MBA Candidates

Sherrie Gong Taguchi is an author/educator, a former VP
of recruiting in industry, and Director of the Stanford MBA
Career Management Center. In her book, “Hiring the Best
and the Brightest”, a roadmap for MBA recruiting, she inter-
viewed a number of executives who had many enlighten-
ing points to make about the interview process. We have
selected what some of them said on how to make it suc-
cessfully through the recruiting process.
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Back to Work

Applying for an MBA is a pivotal, career-changing

decision. Honing your skills and boosting your qual-

ifications is a sure step towards improving your

chances of a better job position or making a major

shift in your career path. However, going back to b-

school does not necessarily entail retreating from

the job market. Quite the contrary. You can get the

best of both worlds. Most MBA candidates have a

clear idea of the type of employment they are seek-

ing. In fact the majority of them boast impressive

c.v.s and have two of more years work experience.

Hands-on knowledge is just as important to them

as the chance to learn about the new developments

and technical skills in a changing business environ-

ment. 

One way to remain involved in the real world and

increase your practical competences is to pursue

an internship while still at university. The career cen-

tres of your b-school will be happy to help you track

down the internship placement best suited to your

needs and aspirations. 

Why choose an internship?

Undertaking an internship programme during  two

years of study is considered to be one of the main

practical benefits for students studying for an MBA

degree. “Working for UBS Financial Services afforded

me hands-on experience in wealth management.

I was able to work closely with a senior wealth

manager who mentored me and inspired me to

further pursue my passion in finance. The summer

experience provided valuable experience for my

on-campus involvement with the Georgetown

University Student Investment Fund, as well as for

my future finance career. This real-world experi-

ence undoubtedly aided understanding of finance

beyond the classroom teaching, offering exposure

to clients and the corporate environment,” acknowl-

edges Alexander Paranicas from the Georgetown

ESADE Global Executive Programme. Indeed recent

surveys show that employers offer full-time employ-

ment to more than a half of their interns. They are

also willing to negotiate higher salaries for those

who have undertaken an internship. The belief is

that those students who have chosen an internship

position have a more realistic and less idealised

view of management as they have had the chance

to put into practice what they have learnt at school

in a work environment. Moreover, an internship offers

the opportunity  to establish new contacts, men-

tors and references, acquire recommendations from

business executives and, in the best case scenario,

land your dream job.

How to secure an internship?

Planning, researching, selecting and applying are the

The Importance of Internships
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Internships can certainly help MBA students gain on-the-job experience, test their newly acquired competences and pave the
way for their careers. Gaining experience, finding the right industry, developing skill sets and meeting the right people that
might offer you a job after graduation are all the possible outcomes of the right internship. 



four key words for those who have their mind set

on doing an internship while still at university.

Planning is essential. It is never too soon to start

searching for an appropriate position. In fact it is

advisable to begin considering your internship options

while choosing a business school. MBA candidates

are not usually newcomers to the job market. Their

previous work experience has more or less outlined

the career track they would like to follow. Hence,

once you have identified the field in which you want

to grow professionally, you should look into the busi-

ness schools which offer internships in the venue

of your preference. 

Researching is a step you cannot skip. University

career centres are a must-stop for all potential

interns. On-campus recruitment fairs are also rec-

ommended – you should use them to meet as many

people as possible. Seek advice, make contacts and

network with people in your desired field. Universities

such as Manchester Business School and the European

School of Management and Technology have long-

standing traditions in securing internships for their

students. Manchester Business School Career

Management Service, for example, not only helps

students find the internship which best meets their

needs but also supports them throughout their

internship experience by providing them with a com-

pany sponsor and an academic supervisor. In addi-

tion, students are assessed through a portfolio of

reflective reports helping them to settle into the

organization and meeting the challenge of scoping

projects; applying the business and managerial mod-

els and theories in real-life situations; as well as on

linking analysis to strategies. 

Many students find a wealth of information within

internship directories at libraries, bookstores, and

some online programmes. Talking to professors,

alumni and other students can also be quite help-

ful.  Although your objective is to find out what

vacancies are available in the professional field of

your choice, you should not limit your search to just

a couple of the most popular options. Searching

beyond the obvious i.e. placements with large com-

panies located in metropolitan areas, may not only

increase your chances of getting an internship but

can also prove valuable in terms of the quality of

work you will be asked to perform. With large com-

panies you may be assigned small tasks, whereas

in a small enterprise you may have to take charge

of more meaningful functions. In other words, look-

ing beyond internships which offer prestige, pay, and

considerable hours offers students the ability to

advance their personal goals while gaining the cru-

cial on-the-job experience necessary to propel their

careers.

Selecting is never easy, especially when you have

a number of good options to choose from, which

should be the case if you have done your research

well. There are a number of factors which will help

you narrow down your choice. First, check to see if

the deadline is not too tight and if the application

requirements are not too hard to meet. Then pro-

ceed by considering the location and the pay. If you

opt for an unpaid but a challenging internship in

terms of work load, you must explore options to

cover your expenses while fulfilling internship respon-

sibilities. Contacting companies through phone or

email can also assist you in the sorting process.

Furthermore, you should consider the time you are

willing to dedicate to an internship – can you do it

throughout the school year (for 4 or 6 months) or

are you more inclined to work during the summer

breaks during your two-year MBA programme? This

is common practice for most American students.

Finally, filter out the less desirable from the more

desirable internships and apply for the ones which

you feel you will get the most from.

Applying for an internship is more than just

submitting your application form and recom-

mendations on time. It usually entails meet-

ing your future boss in person for an interview.

Iinterviews can be tricky, especially for those

who have lost the knack of sitting for a job

interview. There are a number of pointers which

might prove helpful – do some mock interviews

with classmates beforehand, be concise, and

most importantly get your “elevator pitch”

practice perfect. Find an interesting topic to

discuss unrelated to classwork and previous

job experience, for example an organization

you may volunteer with or a cause you are

passionate about. Also make sure to watch or

read the news. Current events knowledge is a

must; especially in the areas you are most

interested in. With all that in mind you are all

set to outshine the competition. r
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MBA Job Market 
on the Upturn 

The collapse of Lehman Brothers in 2008 and

the global economic downturn that followed

in 2009 led to a deterioration of the labour

market and to an all-time-low in MBA grad-

uates hire. However, the situation has improved

since and the number of companies planning

to hire MBA graduates has increased across

all industries in both 2010 and 2011 and is

projected to rise even further in 2012.

GMAC survey shows markedly

improved job market in 2012

The global 2011 Year-End Poll of Employers,

conducted by the Graduate Management

Admission Council (GMAC), showed that

graduate business school students grad-

uating in 2012 are expected to encounter

an improved employment environment.

The survey showed that 74% of employ-

ers plan to hire recently graduated man-

agement talent, up from 58% who hired

MBA candidates in 2011. One third of the

companies planning to hire MBAs in 2012

intend to raise the annual base salary of these

hires compared with 2011, while almost all of

the remaining companies plan to keep start-

ing salaries at the same level. The climate,

however, is competitive, and in addition to

the educational background, employers mostly

look for candidates with experience, either

from internships, or pre/post-degree work.

Only one in four employers would hire an MBA

graduate with less than three years of work

experience. 

"Competitive for top talent, still difficult for

the masses (average performer with limited

experience) to obtain a position," says one

of the respondents. Gaining experience from

internships, though, is getting easier, as 69%

of employers plan to offer paid internships

to MBA students in 2012, of which 22% will

increase the number offered. In Europe,

demand for recent MBA graduates is strongest

in the sector of energy/utilities, with an aver-

age of 17.5 new hires per company in 2011,

followed by the high technology sector with

an average of 10 new hires.

While future MBA students worry about find-

ing a job and getting back their investments,

top executives are concerned about skill short-

ages. PricewaterhouseCoopers’ 2012 Annual

Global CEO Survey shows that talent remains

an overriding concern for CEOs, who state

that skills shortages and talent related

expenses have a strong impact on growth

and profitability. One in four CEOs said they

were unable to pursue a market opportunity

or have had to cancel or delay a strategic ini-

tiative because of talent challenges. One in

three is concerned that skills shortages will

impact upon their company’s ability to inno-

vate effectively. Rising compensation is one

factor, but for more CEOs, there is simply a

deficit of qualified candidates at a time when

more CEOs expect to expand their workforces

than to reduce. In the UK, 60% of the

companies increased headcount in 2011

and over half UK CEOs surveyed expect

to increase their global headcount in 2012.

The results of PWC’s CEO survey indi-

cate that Europe has a strong need for

high quality management talent and MBA

graduates will be invaluable if they focus

on acquiring the skills and competences that

are looked for.

What qualities do European com-

panies seek to hire?

“Skills – language – mobility - flexibility.”

That is the answer of a European company

to a GMAC question on the characteristics a

firm typically seeks in international candi-

dates. “Ability to handle cultural diversity,

More European Companies Look for  
Skilled Management Talent 
The job market for MBA graduates is improving, as employers have an increasing need for skilled management talent to
drive the business through the challenging economic environment. Surveys show that considerably more employers plan to
hire MBA graduates in 2012.
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mobile and flexible on location of work, lin-

guistic and communication skills,” reads

another answer. The GMAC Corporate

Recruiters Survey 2011 shows that the most

desired skill of an MBA job candidate by

European employers is the proven ability to

perform, which is required by 51% of the sur-

veyed companies. Other important traits and

skills, required by 40% of the European employ-

ers, include technical and quantitative skills,

ability to apply business discipline to any job

or function, and negotiation skills. Moreover,

European companies are significantly

more likely to seek specific language,

country, or cultural expertise than com-

panies in any other world region. Regarding

on-campus recruitment, European com-

panies tend to select business schools

based on the school’s global recognition,

international diversity of the class, qual-

ity of the faculty, and past experience at the

school.

The core European labour markets for MBA

graduates remain France, Germany and the

UK, but new markets are also opening up,

with growing interest from the Benelux coun-

tries and Scandinavia. A feature that is increas-

ingly sought by European firms is an experience

in key emerging markets like Russia, China,

India and Brazil, as many companies benefit

from business opportunities in those growth

markets.

The GMAC Corporate Recruiters Survey shows

that European companies tend to offer higher

salaries to MBA graduates then U.S. employ-

ers, with an estimated average starting annual

base salary of USD 91,693 for Europe and USD

91,433 for the United States. In fact, European

employers place a higher premium on MBA

graduate hires compared to the salaries they

extend to other new hires than U.S. employ-

ers do. There are many factors that drive a

new hire’s salary, including individual charac-

teristics such as years of work experience,

type of experience, and previous salary, as

well as external factors such as level and type

of position and industry. In Europe, employ-

ers in the consulting industry offer the high-

est salaries, followed by the sector of

energy/utilities, while salaries in the prod-

ucts and services and nonprofit or govern-

ment sectors lag much behind.

Regulatory issues

In May 2009 the European Union member

states agreed on common rules to govern the

immigration of highly qualified workers from

outside the union and introduced the Blue

Card, which is an approved EU-wide work per-

mit scheme which allows high-skilled non-

EU citizens to work and live in any EU country,

excluding Denmark, Ireland and the UK. The

Blue Card scheme is aimed at facilitating

access of highly qualified employees, such

as MBA graduates, to the European labour

market and to help the EU compete effec-

tively against the USA, Canada, Australia and

New Zealand for highly skilled migrants. In

order to be eligible to apply for a Blue Card,

candidates must have professional level qual-

ifications, a work contract or job offer from

an EU employer with a salary at least 1.5

times the average gross salary, a valid travel

document and sickness insurance. The Blue

Card entitles the holder to work and live in

the EU for a period of between one and four

years, as it is also possible to renew it or

apply for permanent residence.

Germany may loosen immi-

gration law to draw more

skilled employees

Faced with an ageing population and a

shortage of skilled workers which could

become an increasingly serious threat to

its economy in the coming years, Germany

should make it easier for talented for-

eigners to work in the country. A recent report,

made by an independent expert committee

set up by a group of prominent German insti-

tutions, recommended that visa requirements

for non-EU workers coming to Germany be

relaxed so that highly skilled workers should

not necessarily have to obtain a job offer in

order to enter the country. 

The experts advised that a criteria-based sys-

tem should be introduced, allowing up to

30,000 skilled workers per year to enter

Germany. "More and more German citizens

become increasingly aware of the fact that

immigration of foreign talents into Germany

bears positive effects on the country," the

report reads. It states that the number of

employees in Germany will fall by some 6.7

million by 2025. r
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UK New Visa Policy
Targets the Best

The new student policy

In March 2011, the UK government announced

changes to its immigration policy that are expected

to cut the number of foreign students in Britain

by 25%. The changes, however, are not expected

to reduce the number of international MBA stu-

dents or to exert any significant impact on the

opportunities for foreign graduates in business

education to pursue a career in the UK, as they

aim to ensure that Britain welcomes the best

overseas students to make a contribution, which

is also the target of business schools that pro-

vide post-graduate business education. The goal

of the new student policy is to strengthen immi-

gration control and to protect legitimate stu-

dents from poor quality colleges, as Home

Secretary Theresa May explained. “My aim is

not to stop genuine students coming here. It is

to eliminate abuse within the system,” she said.

How will the UK’s visa reforms

affect an international MBA

Most of the changes in the UK student visa sys-

tem will have no impact on MBA students, in

line with the government’s purpose of not pre-

venting genuine students from coming to the

UK. Almost all business schools already request

evidence of financial means to study and high-

level English language skills, which the govern-

ment now also requires. The five-year limit on

the time allowed as a student in the UK should

not bother MBA students, as no MBA programmes

last more than five years.

The major point for MBA students is the closure

of the Tier 1 Post-Study Work (PSW) visa pro-

gramme, which enabled non-EEA  graduates to

work in the UK for up to two years after grad-

uation. MBA graduates, however, are now allowed

to switch to Tier 2 visas for sponsored skilled

workers within six months after graduation,

which should not be a serious problem as most

non-EU graduates who wish to work in the UK

usually find a job within three months of grad-

uation. In support of its goal of drawing the best

international students who can make a vital

contribution to the British economy, the govern-

ment has alleviated the Tier 2 visa conditions

for MBA graduates, who are now exempt from

the annual quota of 20 700. Another advantage

in the new policy is that an employer willing to

hire a business school graduate for a skilled job

under the Tier 2 visa conditions does not need

to include a Resident Labour Market Test, which

is designed to show that no one in the EEA can

do the job. Moreover, MBA students on courses

longer than 11 months are allowed working visas

for their dependents.

“We are delighted that the UK will continue to

offer excellent opportunities for high calibre

international students to work and build a career

in the UK after graduation, with considerably

better opportunities than other European coun-

tries including France, Spain, Italy and also the

US,” Manchester Business School states on its

website.

Slow but sustained recovery in

the graduate labour market

Although the recession adversely affected the

UK graduate job market, most graduates con-

tinue to find employment and the majority of

those in work find graduate-level jobs. The 2011

edition of “What Do Graduates Do?”, the most

recent survey of Britain’s Higher Education Careers

Services Unit, indicated that the number of

unemployed graduates has fallen for the first

time since the recession. The report, which tells

us what activities UK-domiciled graduates were

doing six months after graduating in 2009/10,

showed that graduate unemployment fell to 8.5%

from 8.9%, while graduate employment was at

69.7% with a record number of 100 265 univer-

sity leavers finding graduate level jobs six months

after graduating, 9.2% more than in 2009. Cuts

in public spending affected the job market, with

falls in the number of graduates securing roles

in local government, public administration and

the defence sector, but the private sector man-

aged to buffer the loss in employment oppor-

tunities within the public sector. r

New Rules Are Still Favourable 
for MBA Students

As of April 2012, the UK implemented changes to its student visa policy, includ-
ing tougher entrance requirements and tightening work entitlements. The changes,
however, will not affect students pursuing an MBA degree and a high-profile career
in the UK.
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Student Body
Male/Female Ratio: 

International MBA (Full-Time): 67/33%

Global MBA (Full-Time): 75/25%

Global Executive MBA (Blended): 68/32%

IE Brown Executive MBA  (Blended): 60/40%

Average Age:

International MBA (Full-Time): 29

Global MBA (Full-Time): 31

IE Brown Executive MBA  (Blended): 37

International Students:

International MBA (Full-Time): 33%

Global MBA (Full-Time): 25%

Global Executive MBA (Blended): 32%

IE Brown Executive MBA  (Blended): 40%

Admission Requirements
International MBA: Bachelor degree + GMAT

or IE Admissions test + professional experience

Global MBA: Bachelor degree + GMAT or IE

Admissions test + professional experience International

Executive MBA: 

Bachelor degree + managerial experience 

Global Executive MBA:

Bachelor degree + managerial experience

IE Brown Executive MBA:Bachelor degree

+ managerial experience

Costs
Application Fees: € 120

Tuition Fees: 

International MBA (Full-time): € 59,200

Global MBA (Full-time): € 59,200

Global MBA (Blended): € 43,200

Global Executive MBA (Blended): € 64,200

IE Brown Executive MBA (Blended) $ 102,000

Scholarships: scholarships and financial aid are

available to all IE students. For more information, please

contact us

Contacts
Name: Admissions Department

Email: admissions@ie.edu

Telephone: +34 91 568 9600

Website: www.ie.edu/business

Entrepreneurship
and Innovation

MBA School Profile

3 School Presentation
IE Business School is one of the world’s leading

higher education institutions. A pioneer in business

education, IE educates tomorrow’s business lead-

ers with an entrepreneurial spirit which is inherent

throughout our institution. As we were founded by

entrepreneurs in 1973, we value the importance of

creating and promoting new business ideas. 

IE Business School offers full-time and part-time

formats. The MBA programs, including the International

MBA, Global MBA, Global Executive MBA, Executive MBA and IE Brown Executive MBA -

have been met with worldwide acclaim, featuring highly in the Bloomberg Businessweek,

Forbes, FT and Economist business school rankings. Although IE’s MBAs differ according

to class profile, they are united in IE’s commitment to entrepreneurship, diversity and inno-

vation. 

Complimenting IE’s extensive portfolio of Master degree programs, the Executive Education

division offers training courses for executives through its seminars, conferences, forums,

corporate training programs and consulting, building on IE’s commitment to providing out-

standing education and training across the various phases of your career. 

The IE campus is based in the center of Madrid and allows students the opportunity to

experience everything this great city has to offer. Madrid boasts a long list of museums,

parks and gardens; palaces, modern and historic architecture, as well as having a great

nightlife and being a very modern and friendly city. In addition, with more than 80 nation-

alities represented on campus at any given time, the IE Experience is a truly international

one.

3 Programme Info
Accreditation(s): AACSB, AMBA, EQUIS

Rankings(s): Financial Times, (January 2012) - MBA Ranking 3rd in Europe, 8th worldwide

The Economist, (February  2010) Distance Learning International Executive MBA Ranking 1st worldwide

Forbes, (August 2011) MBA ranking 3rd worldwide

Business Week, (November  2011) Executive MBA 4th worldwide and 1st in Europe

Programme Titles:

International MBA, International Executive MBA, IE Brown Executive MBA, Global MBA

Type of Programme:

Full-time: International MBA

Part-time (distance programme): Global MBA and IE Brown Executive MBA and Global Executive MBA

Length and Structure:

International MBA: a 13-month programme 

Global MBA: a 15-month programme

Global Executive MBA: A 13-month programme

IE Brown Executive MBA: a 15-month programme

Executive MBA: (Spanish): 10 month programme

Executive MBAQ: Bi-weekly (Spanish): 13 month programme

Executive MBABW: Bi-weekly (English): 13 months

Spa in
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Join IESE's full-time MBA if you want to give your degree a global advantage. 

FULL-TIME MBA 

See yourself going far in your career but not sure how to get there?
The IESE Full Time MBA can expand your vision and give you the focus
you need to get where you want to go.

Because the IESE Full Time MBA is not only an academic program, it’s a
global experience of a lifetime with international professors, students and
content, having the opportunity to complete parts of the program in Brazil,   
the United States or in an Asian country. And it’s an experience that begins 
with you, the student, which is why we offer a personalized approach to 
studying with small class sizes and teachers who are there for you during   
and after the course.

Get far. Get ahead. And take your career wherever you want it to go with
the IESE Full Time MBA.

For more information, visit www.iese.edu/mba
or send an e-mail to infomba@iese.edu

www.iese.edu
DEVELOPING LEADERS YOU CAN TRUST

Financial Times, January 2012

BUSINESS SCHOOL 
IN THE WORLD
FOR FULL TIME MBA

#9



Student Body
Male/Female Ratio: 55/45%

Age Range: 25 - 55

Average Age: 31

International Students:

Europe: 47%

North America: 22%

Asia: 23%

Africa: 3%

Asia Pacific: 5%

Admission Requirements
We look for well-rounded personalities who have a

clear idea of their career objectives, a focused approach

and who can show: 

A good university degree or at least six years’ business

experience

GMAT (minimum): 600

TOEFL: iBT 107

IELTS 7.0

References: two references 

Minimum Length of Work Experience:

3 years

Costs
Application Fees: £ 50

Tuition Fees: £ 34,500

Scholarships: please visit www.cassmba.com

for more information about our scholarships.

Contacts
Name: Viola Polakowska

Email: viola.polakowska.1@city.ac.uk 

Telephone: +44 (0)207 040 5277

Website: www.cassmba.com 

Upgrade to Business Cass

MBA School Profile

3 School Presentation
An integral part of City University London, Sir John Cass

Business School is among the global elite of business schools

that hold the gold standard of 'triple-crown' accreditation from

the Association to Advance Collegiate Schools of Business

(AACSB), the Association of MBAs (AMBA) and the European

Quality Improvement System (EQUIS). We are consistently

ranked amongst the best business schools in the world

which, this coupled with an established 40-year reputation

for excellence in research and business education, enables

us to attract some of the best academics, students and businesses worldwide into our exclusive Cass

network..

3 Programme Presentation
Full-time MBA Programme

The Full-time MBA programme is an intensive, 12-month journey that will take you out of your comfort

zone by opening your mind and extending your capabilities. It will introduce you to a range of new, hard-

edged tools, while developing the flair necessary to manage and motivate people. It's demanding but by

the end of the programme you will be professionally revitalised, refocused and ready to take your place

as a 21st century business leader.

"These are tough times in an increasingly complex environment. Clear thinking and considered leader-

ship is at a premium. More than ever, our MBA offers professionals a way to change themselves, change

their organisations, and change their world, for the better."

Roy Batchelor, Acting Associate Dean of Cass MBA

3 Programme Info
Accreditation(s): AMBA. EQUIS, AACSB

Ranking(s): 7 UK, 14 Europe and 38 Global In the 2012 Financial Times rankings, Cass was listed as

the top school for female students.

Type of Programme: Full-time 

Programme Format:

12 months made up core modules, Electives and Business Mastery project

Content Strength or Specialization: Ethics, General Management, Leadership, Consultancy,

Finance and Strategy, Entrepreneurship.

Application Deadlines: Rolling admission

Starting Dates: September

Percentage of Salary increase After Graduation: 90%

Un i t ed K ingdom
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Student Body
Male/Female Ratio: 78/22%

Age Range: 25 - 33

Average Age: 29

International Students:

Europe: 22%

North America: 4%

Latin America and Caribbean: 21%

Africa: 2%

Middle East: 8%

South Asia: 20%

South East Asia: 7%

East Asia: 14%

Oceania: 2%

Degree Background:Diverse

Admission Requirements
University degree: Bachelor (or significant

work experience)

GMAT (minimum): 600

TOEFL: 90

References: 2 professional 

Minimum Length of Work Experience:

3 years full-time post-graduation work experience

Costs
Application Fees: N/A

Tuition Fees: £ 37,400 (approx  $ 59,000)

Scholarships: Up to full fees for European appli-

cants (3 awards)

£ 5 000, £10 000 and £ 20,000 for non-European

applicants (up to 30 awards)

Contacts
Name: Manchester Business School

Email: mba@mbs.ac.uk

Telephone: 0161 275 6414

Website: www.mbs.ac.uk

The Manchester MBA - 
Who Will You Become?

MBA School Profile

3 School Presentation
Manchester is the home of original thinkers, and

our long and proud history of research excellence

continues the spirit of innovation and achievement

for which the city is renowned.

At Manchester Business School we pride ourselves

on our challenging, life-changing MBA programmes

that attract high-calibre students from prestigious

companies around the world.

Since our inception in the 1960’s, MBS has devel-

oped a worldwide reputation for providing exceptional business and management educa-

tion. In the important UK government Research Assessment Exercise (RAE), MBS is ranked

first out of all UK universities for research power in Business, Management, Finance and

Accounting. Our original research is transferred to our MBAs through the quality of our

teaching, particularly in the MBA electives.

3 Programme Presentation
Full-time MBA

Our applied, practical approach ensures you get a thorough grounding in business theory,

then the opportunity to put it into practice with international projects, live consultancy

work and internships with high-profile, global companies. 

Our unique hands-on approach to learning means that you will get up to six months of

client-facing hours during the programme, providing you with an opportunity to test your

theories immediately in real world situations and ensuring that you won't feel completely

removed from the commercial world.

The 18 month programme includes: A Not-for-Profit Project with a real client; A Mergers

& Acquisitions Project; A UK Consultancy Project with a real client; An Internship (optional,

usually paid);  An International Exchange programme (optional); Electives (including at our

international centres); An International Business Project with a real client; Skills for

Successful Management; A Guest Speaker Series.

3 Programme info
Accreditation(s): Triple Accreditation: AMBA, AACSB, EQUIS

Ranking(s): Financial Times Global MBA Ranking 2012: 31st in the World overall 

Business Week ROI Ranking 2010: 3rd in the World 

Business Week Best Business School Ranking 2010: 17th in the World (international pro-

grammes) 

Forbes Ranking 2011: 2nd in the World among non-US programmes

Type of Programme: Full-time MBA

Programme Format: 18 months including a 3-month optional internship and a 3-

month optional International Exchange

Application Deadlines: Phased deadlines - 1st June for International, non-European

applicants and 9th July for UK and European applicants. 

Starting Dates: 28th August 2012

Un i t ed K ingdom
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Ashridge Business School is an independent organisation just outside of London
in the UK. Its experience lies in over 50 years of providing open and tailored
executive education programmes to business professionals. The MBA programme
brings this experience into a highly practical and interactive learning approach.
Ashridge faculty comprises of both business professionals and consultants, who
bring academic rigour, in-depth industry experience and latest management
practice to the design and teaching of executive education.

A Different MBA Programme
With Practical Value

Could you give us a brief overview
of your MBA programme?
Ashridge offers a one-year Full-Time MBA and

two-year Executive MBA. Both take an integrated

view of business, rather than teaching functional

subjects in isolation, and provide thorough

grounding in all the disciplines required to lead

a business.

What is the profile of your
participants?
Our students come from all over the world,

particularly from Europe, Russia, India, Japan

and now increasingly from Latin America. We

tend to attract a more experienced student

to our MBA programmes. They usually have on

average between 6-9 years of experience on

the Full Time MBA and  between 9-11 years

experience on the Part Time Executive MBA.

What sets your programme apart
from other MBA programmes?
Ashridge is a triple accredited business school

(AMBA, EQUIS, AACSB); so programme quality

can be assured. We’ve been working with executives

for over 50 years, so our MBA is informed by

the insights we gain through our work with

over 6000 executives every year. Teaching

focuses on practical application. Faculty is dual-skilled,

part academic and part consultant, having

extensive business experience from a wide

variety of industries, providing students with

practical insights. The consultancy project is

an opportunity for students to work directly

with organisations, providing real life business

experience that they can add to their CV.

Could you describe the struc-
ture of your programme?
The Full Time MBA programme lasts for 12

months and the Part Time Executive MBA lasts

for 24 months with one week blocks at Ashridge

every 2 months. The core modules of finance,

strategy, marketing, innovation, people and

leadership and operations are covered and

taught in the context of four key business

themes: sustainability, globalisation, leading

change and creating value. We also offer master

classes, similar to electives, which are presented

by industry experts and key leaders in the corporate

world. The International Business Experience

of up to a week abroad in an emerging market,

means students can meet companies and

understand local business challenges.

What types of firms employ
your graduates?
Ashridge graduates go into many different indus-

tries varying from charities to the energy sec-

tor, to leisure or banking and finance. Ashridge’s

many years of corporate experience means that

we can facilitate introductions for students to

research companies in their chosen field. Our

Employability Programme running alongside the

MBA, provides coaching, career resources, career

skills improvement and contact with recruiters.

What advice would you
give to potential candi-
dates?
You need to be clear on your motivations to

study for an MBA. It is not enough to say that

you would like to improve your career and

study abroad! You need to examine how an

MBA, which requires a huge amount of work,

will really meet your objectives after your

studies. Where do you want to get to and

what do you want to achieve? Also be clear

about your own qualities and experience.

Schools will want to know what you can con-

tribute on the programme and how focused

you are.

What do you have in store
for your programme?
We are upgrading our MBA programme to

ensure our students have an even more enrich-

ing experience in terms of practical applica-

tion in the business context. Full Time and

Part Time students will share some classes,

bringing more international and corporate

diversity into the classroom. Some modules

will run in London, so that students can learn

from organisations at the heart of global busi-

ness. The changes we are making will ensure

that we still offer the personal, interactive

learning experience we are known for, also

retain the focus on practical application of

knowledge to ensure an MBA relating to the

real world is achieved. r

Interview with Dr. Ilze Zandvoort, Associate
Director, MBA Programmes

MBA Interview
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Student Body
Male/Female Ratio: N/A

Age Range: 24 - 60

Average Age: 32

Length of Work Experience: 

3 - 5 years

6 - 10 years: 57%

3 - 5 years: 43%

Admission Requirements
University Degree: First degree 2.1 or an equiv-

alent professional or academic qualification and Maths

and English GCSE or equivalent

English Test(s): TOEFL: 85 (incl. TWE: 5.0) /

IELTS: 6.5 (incl. Reading/Writing: 6.0)

Language Fluency: Please note that addi-

tional English language support will be available at the

University. 

Scholarships: Nottingham Business School runs

a scholarship programme for both the Full-time and

part-time, Executive MBA. Further details can be found

online at www.ntu.ac.uk/mba

Costs
Tuition Fees: £ 15,000 

Contacts
Name: Roulla Hagen

Email: nbs.enquiries@ntu.ac.uk

Telephone: +44 (0)115 848 4460

Website: www.ntu.ac.uk/mba

Enhance Your
Global Perspective

MBA School Profile

3 School Presentation
Nottingham Business School is proud to offer an

intensive, relevant, high quality international MBA.

Our full-time MBA (12 months) and Executive MBA

(24 months ) blends theory with application and

experiential learning in a unique multi-stage, three-

dimensional framework. Offering two live in-com-

pany consultancy projects, for which you receive a

total of £800 back from your fees, the programme

has been designed to prepare you to handle a wide

range of challenges inherent in managing and leading contemporary organisations.

3 Programme Presentation
Nottingham Business School’s MBA curriculum has interwoven conceptual, contextual,

professional and personal development elements designed to stretch and develop your

capabilities to prepare you to make informed management decisions benefiting individu-

als, organisations and society. It meets the value-added proposition that is sought by

organisations when they employ managers with MBAs.

3 Programme Info
Programme Format: Full-time MBA 

Length of Programme: 12 months 

Programme Structure: Weekdays

Starting Dates: 17 September 2012

Minimum Years of Work Experience: 3 years

Application Deadlines: September 2012

Courses Conducted in: English

Programme Format: Part time Executive MBA 

Length of Programme: 24 months

Programme Structure: Modular weekdays

Starting Dates: 16 April 2012 and January 2013

Minimum Years of Work Experience: 3 years

Application Deadlines: April 2012

Courses Conducted in: English

World Class Facilities and Resources: Nottingham is a busy cultural cen-

tre which boasts some of the best art galleries, theatres, museums, cinemas and live per-

formance venues. A vibrant city for students, Nottingham has bustling shopping areas,

sites of historical interest, great entertainment venues and surrounding countryside.

We've invested £170 million to create what we believe to be the finest city centre cam-

pus in the UK. At the heart of this is the redevelopment of two historic and iconic build-

ings. In addition to state-of-the-art lecture theatres, catering and IT resources the

development hosts a one-stop-shop giving student access to a comprehensive range of

student support services covering everything from enrolment to careers advice, counsel-

ing and volunteering.
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Student Body
Male/Female Ratio: 70/30%

Age Range: 25 - 35

Average Age: 28

Degree Background:

Business/Commerce: 45%

Engineering: 35%

Sciences/tech: 20%

Length of Work Experience:

5 years: 20%

3 - 5 years: 60%

3 years: 20%

Admission Requirements
A top class degree

GMAT: not compulsory but useful

References: two references (one should be from

your employer)

Language fluency: IELTS 6.5 or TOEFL 570

(computer 230)

Minimum Age: 25 

Minimum Length of Work Experience:

3 years' relevant business experience

  Costs
Tuition Fees:

Full time: £ 15,850;

Part time: £ 12,000;

e-MBA: £ 12,000

Estimate for accommodation/living

costs: £ 6000/year

Scholarships:

Full and Partial Scholarships available

Contacts
Name: Allan Scott

Email: r.e.a.wardell@rgu.ac.uk

Telephone:  +44 1224 263800

Website: www.rgu.ac.uk/mba

Gain a Real Advantage  
in Your Career

MBA School Profile

"Our MBA is more than an education - it is about your career.

We help students achieve the career they deserve, we get

alumni and business involved and we are a positive force

in our community.

We do this by focusing on the quality of the degree and

the student experience, having strong relationships with

business and building our reputation on three key areas:

Oil and Gas, Innovation and Technology Commercialisation.

The outcome of this is that we offer personal and career

development supported by a strong academic programme

and industry exposure."

from Mr. Allan Scott, MBA Director

3 School Presentation
Aberdeen Business School is one of the leading providers of management and professional education

in Scotland, and is nationally and internationally recognised for its corporate and management educa-

tion. The MBA and eMBA courses are accredited by the official MBA industry body AMBA, and are of direct

relevance to the real world of business as well as meeting the highest international standards. The School

offers a range of scholarships to assist outstanding candidates in MBA courses.

3 Programme Presentation
Our MBA programmes have international and enterprise focuses as key components and specialist routes.

The programmes are available in a range of study modes. We currently offer MBA and MBA Oil and Gas

Management courses and they can be studied full-time, part-time and distance-learning.

Our MBA programmes follow a progression from Core Management modules through specialist Elective

Modules and thereafter to a Strategic Management module. The Core Management modules provide an

underpinning to all essential functional decision-making skills required by a general manager and intro-

duce aspects of strategic analysis and thinking.

3 Programme Info
Type of Course: 

MBA; MBA Oil and Gas Management DBA

Programme Format: 

Full-time, Part-time, Distance Learning

Starting Date:

Full-time: September

Part-time and Distance Learning (Online): September or January

Length of Course:

Full-time: 12 months

Part-time and Distance Learning (Online): 32 months

Application Deadline: 

August and December 

Sco t l and
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Student Body
Male/Female Ratio: 75/25%

Age Range: 25 - 47

Average Age: 32,6

International Students:

Western Europe: 45%

North & South America: 19%

Asia: 20%

Africa: 23%

Degree Background:

IT: 9%

Engineering: 36%

Economics/Commerce/Finance: 24%

Other (Marketing/PR, Law, Humanities/Social

Sciences): 20%

Length of Work Experience:

2 - 6 years 34%

7 years or more 66%

Admission Requirements
University Degree: Bachelor

GMAT: GMAT  (550 minimum) or CBS Test  

Minimum Length of Work Experience:

3 years' postgraduate        

English test: Not Required          

References: 2

Language fluency: English

Costs
Tuition Fees: € 39,000 

Estimate for accommodation/living costs, insurance

per year: € 14,700 (approx.)

Scholarships: limited number available

Contacts
Name: Lee Milligan 

Email: lm.mba@cbs.dk

Telephone:  +45 3815 6022

Website: www.cbs.dk/ftmba

The Leading Business 
School in Northern Europe

MBA School Profile

“If you have the ambition to become a driving force in shap-

ing the global business community of tomorrow, I urge you

to consider joining the CBS Full-Time MBA programme and

excel your aspirations.”

Torben Juul Andersen

Professor and Associate Dean

3 School Presentation
Copenhagen Business School (CBS)  was founded in 1917 to meet the business sector demand for highly

qualified people. Today it is the leading business school in Northern Europe.  CBS offers a comprehensive

range of programmes in business economics and modern languages for international business commu-

nication at Bachelor's, Master's and PhD level.

3 Programme Presentation
The one-year Full-time MBA at Copenhagen Business School attracts talented professionals from around

the globe to Denmark for an intensive and collaborative learning experience.  International in outlook, the

foundation of the programmes is based on Scandinavian thinking which is characterized by trust, team-

work and respect for the individual.  It is with this in mind that the class size is limited to a maximum of

50 students, leading to a very personal MBA, as well as a high level of participation, interaction and small

group teamwork. 

Our MBA is a well-balanced programme, designed to prepare you to manage, lead and transform busi-

nesses and make a difference!  You learn to master the business essentials through the core courses,

the leadership discovery process takes you on a journey of personal and professsional development and

the entrepreneurship component develops your capacity for creative thinking and identifying business

opportunities.

Copenhagen itself was in June 2008 ranked as the number one city in the world for quality of life.  Being

one of the most competitive economies in the world, Denmark offers a wealth of successful and inno-

vative businesses which are always happy to be engaged in our activities.

3 Programme Info
Accreditation(s):AACSB, AMBA, EQUIS, PIM, CEMS

Ranking(s):World top 12 - The Wall Street Journal

Programme Title: Full-time MBA

Type of Programme: Full-time

Length of Course: 12 months

Starting Dates: September 2012

Application Deadlines: 1st June 2012 - Rolling Admissions

Denmark
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Student Body
FULL-TIME MBA PARTICIPANT PROFILE

Class size: 30

Average age: 32

Average work experience: 8 years

Entry Requirements:  Full Time MBA and

Euro* MBA

Bachelor’s degree

Minimum years of work experience:

Full Time – 3 years; Euro* MBA – 8 years

GMAT: 550

IELTS: 6.5; TOEFL IT based: 90

2 references

EXECUTIVE MBA PARTICIPANT PROFILE

Class size: 25

Average age: 38

Average work experience: 15 years

Entry Requirements:

Bachelor’s degree

Minimum years of work experience:

5 years

Management test

English test

2 references

Costs
Application Fees: Full-Time MBA: €  125 / EMBA:

NA / Euro*MBA: € 125

Tuition Fees: Full-Time MBA: € 29,000 / EMBA:

€ 29,000 / Euro*MBA: € 28,500

Scholarships: Yes

Contacts
Name: Sylvie CHANCELIER-AYINA

Email: schancelier@audencia.com

Telephone: + 33  (0)2 40 37 45 66

Website: www.mba.audencia.com 

A Strong Commitment to 
Global Responsibility

MBA School Profile

3 School Presentation
Founded in 1900, Audencia is one of the few busi-

ness schools worldwide holding the three major

accreditations (AACSB, EQUIS, AMBA).

In 2004, Audencia became the first school of man-

agement in France to sign the United Nations Global

Compact and embrace its 10 universal principles of

human rights, labour standards and the environ-

ment. 

Life in Nantes, France

The city of Nantes is a privileged setting for studying and enjoying the French way of life.

Students define it as a vibrant cultural city with a human size, only 2 hours from Paris

and close to the Atlantic coast line. 

Time magazine ranked Nantes number one in Europe for its quality of life.

3 Programme Presentation
Audencia Full-Time MBA

Develop yourself, develop international business

Over the past few years, the Full-time MBA has consistently been ranked amongst the

top MBAs worldwide (e.g. The Economist, Beyond Grey Pinstripes, Expansion etc.). With

an original focus on business development and a year-long programme to enhance man-

agement skills, Audencia guarantees a well rounded MBA to professionals coming from

diverse horizons and looking forward to learning in a truly international environment.

Audencia Executive MBA

Choose excellence to develop your career

As one of the world’s leading research institutions, academic excellence is always a top

priority at Audencia. 

Participants spend a demanding 18 months developing management skills through indi-

vidual course work, group case studies, a strategic project and international seminars.

3 Programme Info
Accreditation(s): AACSB, Association of MBAs, EQUIS

Ranking(s): The Economist, Financial Times, Expansion Mexico, America Economia,

Beyond Grey Pinstripes...

Programme Format: Full Time, Part Time and Blended Learning (12 to 24 months)

Language Courses: English and French

Content Strength or Specialization: Audencia MBA students are a reflec-

tion of the multicultural and diverse workplace, as more than 75% of students come from

outside France to study in English in Nantes.

Starting Dates: Full Time MBA - September

Application Deadlines: rolling admissions until July for September intake

Starting Dates: Euro* MBA - January, September

Application Deadlines: December 1st for January intake / July 1st for September intake

Starting Dates: Executive MBA – March

Application Deadlines: rolling admissions until February for March intake

F rance
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I U M  I S  A  PA R T N E R 

O F  I N S E E C  -  F R A N C E

INTERNATIONAL UNIVERSITY OF MONACO

2 avenue Albert II - MC 98000 Monte-Carlo

Principality of Monaco

 MBA Full time

 •  10 months

 •  Ranked 52 in CNN Expansion 

Los Mejores MBA 2011

 Executive MBA Online

 •  24 months 

 •  2 on-campus sessions

 • Award-winning eCampus

ansion

Online
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A unique learning and networking experience
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Ranked in 
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MBA Programs Worldwide



Student Body
Male/Female Ratio: 70/30%

Age Range: 27 - 42

Average Age: 31

International Students:

Europe: 39%

Africa/India/Middle East: 32%

Asia: 16%

Americas: 13%

Number of nationalities: 15

80% non-French

Professional background: Sales & Marketing,

project management, consulting, finance, purchasing,

software and industrial engineering, education

Admission Requirements
University Degree:

GMAT Score: 600 (average score) 

TOEFL or TOEIC or IELTS 

Fluency in at least 2 languages (including English)

Minimum Length of Work Experience:

3 years - Average 6 years 

Costs
Application Fees: € 120 

Tuition Fees: € 35,900  (Academic Year 2012/2013)

Scholarships: available - please contact us

Contacts
Name: Tess Lau - International Recruitment

Email: imba@em-lyon.com

Telephone: +33 (0)4 78 33 77 83

Website: www.em-lyon.com/imba

The International MBA for  
Entrepreneurial Leaders

MBA School Profile

3 School Presentation
EMLYON Business School stands out among the few

business schools worldwide awarded three inter-

national accreditations. Whether you are a recent

graduate, a young professional or an experienced

professional, EMLYON Business School offers a full

range of graduate programme, and so you will be

able to enroll in the programme that suits your career

goals at best.

Focus on General Management

MSc in Management, European Master in Management 

Focus on Entrepreneurship

Global Entrepreneurship Program, International MBA 

Focus on a Specialisation

MSc in Sports and Outdoor Industry Management , MSc in Luxury Management & Marketing,

Specialised Master in Quantitative Finance

3 Programme Presentation
The International MBA is an  intensive full-time one-year programme focused on helping

you reach the professional goal you have set for yourself. Through the focus on entrepre-

neurship, the combination of the year-long consulting project and the international diver-

sity in student body and faculty, you will develop the skills you need to achieve success.

While enjoying a truly dynamic learning experience, you will remain in touch with the

business world though our school's worldwide professional and alumni network. If you are

ready to take your career to the next level, then this is the right programme for you.

Are you an entrepreneur at heart? Here’s the right MBA for you!

• A 12-month, full-time MBA programme taught in English 

• A clear focus on entrepreneurship

• Limited in class size / large in diversity

• Project based learning: the Entrepreneurial Leadership Project

• A clear career focus through continuous Career Support and Placement services

• A wide range of elective courses tailored to your needs

• Numerous international exchange opportunities

* Knowledge of the French language is not required.

3 Programme Info
Accreditation(s): AMBA, AACSB, EQUIS 

Ranking(s): #3 MBA in France -  #15 MBA in Europe in the Top 100 MBA programmes

worldwide (The Economist – October 2011)

Type of Programmes: Full Time 

Programme Format: 1 year 

Content Strength or Specialization: Entrepreneurship, International busi-

ness, Marketing, Corporate Finance

Application Deadlines: each year in June

Starting Dates: each year in September

Exchange Programme: Yes

F rance
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The MBA that will work for you
DREAM, DARE, DO!

www.vlerick.com/ftmba



Student Body
Male/Female Ratio: 67/33 %

Age Range: 25 - 35

Average Age: 30

International Students:

Europe: 36 % 

North America: 17 % 

Middle East: 2 % 

Oceania and Asia: 34 % 

Africa: 1 % 

Latin America: 10 %

Degree Background: 

Engineering: 34 % 

Business & Commerce: 10 % 

Economics: 10 % 

Other Science: 9 % 

Computer Science: 8 % 

Management: 8 % 

Other Business: 5 % 

Modern Languages: 4 % 

Other: 12 %

Admission Requirements
University degree:Yes 

GMAT (minimum): 600 

TOEFL: 100 (computer based test) 

References: 2 references required 

Minimum Length of Work Experience:

3 years

Costs
Application Fees: € 130 

Tuition Fees: € 48,000 

Scholarships: Following admission to the

programme, applicants can apply for a range

of scholarships available. Full information can

be found on our website.

Contacts
Name: Admission Department 

Email: admissionmba@hec.fr 

Telephone: +33 1 39 67 95 63 / +33 1 39 67 73 83

Website: www.mba.hec.edu 

One MBA: 
Two Unique Options

MBA School Profile

3 School Presentation
Founded in 1881, HEC Paris specializes in education

and research in management sciences. As a lead-

ing academic institution in Europe and worldwide,

we offer a complete and unique range of educa-

tion programmes for students and leaders. HEC Paris

has a permanent faculty of 115 professors, 4000

students (40% of whom are international) and over

8000 managers in executive education programmes

every year. HEC Paris has been ranked #1 business

school in Europe by the Financial Times for 6 consecutive years (2006-2011). 

3 Programme Presentation
The HEC MBA programme offers participants the unique experience of being immersed

in a student body of highly diverse academic and professional backgrounds. Teamed with

exceptionally talented peers from over 45 countries, participants push each other to

achieve and to realize their full potential, developing and sharpening their leadership skills. 

The programme is divided into two phases. During the fundamental phase participants

develop comprehensive management knowledge and techniques in 11 core subjects includ-

ing economics, finance, marketing, organizational behavior and ethics. 

In the customized phase, full-time participants specialize in one of five subject areas, or

carry out an international exchange. They also select from a range of electives, or gain

corporate exposure through an individual or group fieldwork project. Additionally we have

12 double degree programmes available with partner schools around the world. Leadership

is a transformative process enhanced through hands-on, practical experience and experi-

ential learning initiatives: integrated into our curriculum are seminars and student-run

events. 

The Career Management Centre offers training in adapting job search skills to differing

geographies. Participants receive customized job-search advice from consultants, coaches,

peers and from our alumni network of over 44,000. We provide individual coaching and

counseling to help smooth navigation through the programme. 

3 Programme Info
Accreditation(s): AMBA, EQUIS, AACSB 

Ranking(s): Financial Times Global MBA Rankings 2012 #18, The Economist Which

MBA rankings 2011 #14 

Programme Format: Full-time 

Content Strength or Specialization: Generalist MBA, with the opportunity

to specialize in the customized phase 

Language Courses: Yes 

Application deadlines: Rolling 

Starting dates: September & January

Exchange Programme (not necessary for EMBA): 12 double degree programmes and over

40 exchange programmes 

Percentage of salary increase after graduation:

107% (3 years after graduation, Financial Times data) 

F rance
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Student Body
Male/Female Ratio: 60/40%

Age Range: 27-42 

Average Age: 33

International Students:

Europe: 53%

North America: 26% 

Africa /Middle East: 7%

Oceania and Asia: 14%

Degree Background: 

Business and Commerce: 34%

Finance and Economics: 14%

Social sciences: 20%

IT/Engineering: 13%

Natural sciences: 19%

Admission Requirements
University degree:Bachelor’s 

GMAT (minimum): Not required, 600 recommended. 

TOEFL: Paper based (575); Internet based (90)

References: 2 references by current or previous

employers

Minimum Length of Work Experience:

3 years including managerial experience

Costs
Application Fees: CHF 1900 payable only after

acceptance 

Tuition Fees: CHF 44,800 

Scholarships: performance-based scholarships

of up to 50%

Contacts
Name: MBA Admissions Office

Email: mba@bsl-lausanne.ch 

Telephone: +41 21 619 06 06 

Website: www.bsl-lausanne.ch 

Leading Innovator in Business
Education

MBA School Profile

3 School Presentation
Business School Lausanne is a leading innovator in

business education, consistently ranked among the

Top 3 business schools in Switzerland (QS Global

200 Business Schools Report 2011-12). With an entre-

preneurial spirit, BSL is committed to practical and

pragmatic learning facilitated by a multidisciplinary

faculty of experienced and currently acting busi-

ness professionals. Accredited by the Accreditation

Council of Business Schools and Programmes (ACBSP)

and supported by the European Foundation for Management Development (EFMD), BSL’s

MBA is a globally recognized and valued degree. 

BSL’s benchmark is real and practical learning, implemented across all business pro-

grammes and developed in alignment with the needs and requirements of the businesses.

The MBA faculty members all have contemporary and accomplished business acumen

and incorporate today’s challenges into their lectures – combining real-life experience

with classroom learning.

3 Programme Presentation
Full-time MBA

BSL’s  full-time modular MBA was designed in collaboration with leading CEOs and HR

directors to offer a relevant, high-quality business education as demanded by today’s mar-

ketplace. Personal leadership skills are taken as seriously as subject knowledge in order

to prepare effective leaders and cutting-edge problem solvers.

A unique value proposition of BSL’s MBA is the highly interactive and personalized learn-

ing experience. Small classes of up to 20 MBA participants work in professional partner-

ship with the faculty to solve complex case studies and real business challenges. BSL’s

lecturers guide the students in the learning process, often working with them on an indi-

vidual basis to provide continuous mentorship and assessment.

The BSL MBA is designed for professionals looking to make a real impact on business and

who seek a global entrepreneurial focus. BSL’s MBA graduates often act on a vision to

develop their own company or to take on a demanding managerial role within an organ-

ization of their choice. 

3 Programme Info
Accreditation(s): ACBSP

Ranking(s): 3rd Switzerland

Type of Programme: Full-time MBA

Programme Format: 12 months of core modules, electives and management report;

courses taken in 3-day modules. 

Content Strength or Specialization: Leadership and Entrepreneurship 

Application deadlines: BSL operates a rolling admissions process. There are there-

fore no deadlines for receiving applications. However, we recommend that you apply min-

imum 80 days before the starting date to guarantee a place on the intake of your choice. 

Starting dates: September and February

Swi t z e r l and
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Student Body
Male/Female Ratio: 55/45%

Age Range: 22-48

Average Age: 32

International Students:

Europe: 37%

North America: 26%

Central/South America: 3%

Middle East: 6%

Oceania and Asia: 6%

Africa: 16%

Caribbean Sea: 6%

Admission Requirements
University degree:

An initial degree, in any field.

GMAT (minimum): 550

TOEFL (minimum): Computer Based Score

240; Paper Based Score: 590

Reference(s): 2 letters of recommendation

Minimum Length of Work Experience:

3  years

Costs
Application Fees: € 150

Tuition Fees: 

Full-Time Programmes: € 35,000  (MBA

in International Business, MBA in Technology &

Entrepreneurship, MBA in Enterprise Risk Management,

Tri-Continent MBA)

Part-Time Programmes: € 42,000 (MBA

in International Business, MBA in Technology &

Entrepreneurship, MBA in Enterprise Risk Management)

Executive MBA:€ 45,000 

Contacts
Name: François Blanchet

Email: info@enpcmbaparis.com

Telephone: +33 (0) 1 44 58 28 01

Website: www.enpcmbaparis.com

International MBA in the 
Heart of Paris

MBA School Profile

3 School Presentation
The ENPC School of International Management was

founded in 1987 as the business school of the École

nationale des ponts et chaussées (today called Ecole

des Ponts ParisTech), France’s first Grande Ecole,

created in 1747 under the reign of King Louis XV

and one of its most prestigious Grandes Écoles. Ever

since, the ENPC has been renowned throughout

Europe for the quality of its education and alumni,

and for the high level of its expertise.

A Truly International and Multicultural MBA

Since its inception, the ENPC School of International Management has promoted the study

of international business and value-based global leadership. It prides itself on developing

entrepreneurial leaders with a strong sense of values that go beyond academic excel-

lence and give a true understanding of global business in the 21st century. We are proud

of the diversity of our faculty - from leading business schools and universities from around

the world, the diversity of our student body (48 nationalities represented in the last 4

years alone) and the percentage of woman in our programme.

3 Programme Presentation
From the beginning, Celia Russo, the founder of the ENPC MBA, believed in giving MBA

participants the maximum choice in designing their own curriculum. The curriculum is

thus divided among core courses, which are required for all MBAs (Finance, Accounting,

Marketing, Operations Management, etc.) and electives which MBA participants are free

to choose according to their interests and/or specialization.

3 Programme Info
Accreditation(s): AMBA & AACSB (for the Executive MBA)

Ranking(s): The Economist Top 50 MBAs Worldwide: ranked 20th in Continental

Europe and the only Paris-based MBA.

Type of Programme & Programme Format:

• MBA in International Business (Full-Time and Part-Time)

• MBA in Technology & Entrepreneurship (Full-Time and Part-Time)

• MBA in Enterprise Risk Management (Full-Time and Part-Time)

• Tri-Continent MBA (Paris/Philadelphia/Tokyo & Shanghai, in co-operation with the Fox

Business School at Temple University, Philadelphia, USA)

• ENPC/Fox Executive MBA (week-end format, a dual-degree program)

F rance
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Student Body
Male/Female Ratio: 75/25%

Age Range: 24 - 50

Average Age: 35

Degree background:

Business/commerce: 15%

Engineering: 60%

Economics: 10%

Sciences/tech: 10%

Other: 5%

International students:

Europe: 39%

MiddleEast: 23%

Oceania and Asia: 24%

Africa: 10%

Latin America: 3%

Admission Requirements
University degree:minimum of a Bachelor’s

degree or equivalent

GMAT (minimum): not required for admission provided

that applicants come from recognized universities.

TOEFL: For non-native English speakers: TOEFL iBT of

90 or TOEIC score of 800 

References: 2 

Minimum length of work experience:

Full-time: 3 years - part-time/Executive program: 5 years

Costs
Application Fees: € 100

Tuition Fees:

Full-time: € 30,000 in Toulouse

Part-time/Executive: 

€ 35,000 in Toulouse

€ 25,000 in Bangalore and Beijing

Scholarships: Full or Partial Scholarships may

be available for exceptional candidates 

Contacts
Name: Sarah Kartalia

Email: s.kartalia@esc-toulouse.fr

Telephone: +33 6 89 23 98 27       

Website: www.esc-toulouse.fr

The Aerospace MBA

MBA School Profile

3 School Presentation
Toulouse Business School was founded in 1903 in response

to the needs of local industry. The School, one of the pres-

tigious “Grandes Ecoles de Management”, delivered a single

unique graduate degree to highly selected students. Responding

to the needs of the business community, the School pur-

sued a vigorous policy of program development and diver-

sification. As a result of these efforts, the Toulouse Business

School has become accredited by EQUIS (2001, 2004 and

2009), AACSB (2003 and 2009) and its MBA provision earned

AMBA accreditation (2002, 2005 and 2007).

3 Programme Presentation
Aerospace MBA: The Aerospace MBA is a generalist MBA in its approach and a specialized

MBA in its application. It is taught entirely in English. 

It is available in France (Toulouse), India (Bangalore) and China (Beijing).

There are 2 formulas:

• Full time: 1 year, only in France

• Executive/part time: 4 sessions over 2 years, choice between the three countries

The programme consists of 5 stages and objectives are:

• To develop a flexible and creative learning process

• To broaden knowledge rather than deepen it

• To encourage innovative thinking and open-mindedness

• To enhance managerial & leadership skills

• To emphasize international issues

Stage 1: Team Building Seminar

Stage 2: Core Courses: 6 Foundation Courses

Stage 3: Process Workshops: These 8 courses enable participants to work on cross func-

tional management problems.

Stage 4: Elective Specialization: 4 specialized tracks dealing with aerospace sub-sectors

(O.E.M, Airlines, Airports, Defence and Space).

Stage 5: Application: the programme ends with a 4-month individual project: a Corporate

Mission or a Research Project. In addition, participants undertake a multicultural team

project on an aerospace industry issue. 

3 Programme Info
Accreditation(s): AMBA, AACSB, EQUIS

Type of Programme: Full-time, part-time, EMBA

Programme Format: Full-time: 12 months, Part-time/Executive: 18 months modular

Content Strength or Specialization: 

The programme has a unique design, located in five different campuses in the cornerstone

cities of the Aerospace and Defence arenas (Toulouse, France; Montreal, Canada; Bangalore, India and

Beijing, China) and with pragmatic focus on the world of Aerospace.

Language Courses: English

Application Deadlines: Full-time: 1st September - Part-Time/Executive: 30th November 

Starting Dates: Full-time: end of September - Part-Time/Executive: end of February

F rance
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Student Body
Male/Female Ratio: 63/37 %

Age Range: 24 - 47

Average Age: 32

International Students: 80%

Number of nationalities: 14

Europe: 16 %

America: 13 %

Oceania and Asia: 40 %

Central/South America: 7 %

Middle East and Africa: 24 %

Length of work Experience: 7 years

Admission Requirements
University degree: 

Bachelor’s degree or equivalent

GMAT: 600

TOEFL: 

550/667 (PBT)

220/330 (CBT)

82/120 (IBT)

References: 2

Language fluency: courses in English

Minimum Length of Work Experience: 

3 years

Costs
Application Fees:€ 110 (resident)

Tuition Fees:€ 25,010 

Scholarships: wide range of scholarships

based on merit, on diversity and other criteria.

Estimate for accommodation/living

costs, insurance: € 600 to € 800 / month

Contacts
Name: Pascale Baudemont, Admissions Head

Email: pascale.baudemont@reims-ms.fr

Telephone: +33 (0)3 26 77 46 96

Website: www.rms.fr

Triple Accredited MBA
45 Minutes from Paris

MBA School Profile

3 School Presentation
Located North-East of PARIS in the famous

Champagne region, accredited by EQUIS, AMBA and

AACSB, the Reims Management School Group is one

of the top 10 Management Schools in France and in

the top 30 in Europe.

Founded in 1928, Reims Management School has

become a world-class player in Management

Education in the areas of Research and Business. 

RMS is also part of a network of 153 partner univer-

sities in 45 countries and more than 23,000 alumni throughout the world, brought together

in the "RMS-Network" organisation.

3 Programme Presentation
The International MBA, created in 1972, is a one year intensive programme in English taught

by finest Professors and business practitioners who are experts in their field, who teach

abroad or have a significant international experience.

After a first term of core courses covering the fundamental disciplines of business man-

agement, our IMBA allows you to construct a highly personalised curriculum.

In the second term, you have the possibility to study abroad in renowned universities and

B-schools (UK, USA, China, India) or to specialise. RMS elective courses build on the fun-

damentals previously covered, allow you to customise your MBA by selecting among 4

specialisations: "Advanced Finance" (includes CFA Level 1 Preparation and a Study Tour at

The Baruch College, New York), "Managing in a Global Environment;" "Advanced Marketing"

(includes Wine and Luxury Concentrations); "Consulting, Entrepreneurship and Innovation". 

The Capstone Business Plan exercises your entrepreneurial impulse throughout the year

and can be completed by an internship.

The news for 2012 intake:  RMS International MBA will offer a Study Tour in Europe focused

on Consulting Methodology and a Leadership Seminar at a military base.

Career support services have been specially designed to assist MBA participants in job

hunting through personal coaching, meetings with companies and recruitment profes-

sionals, conferences and corporate presentations, CV development and access to RMS

alumni network.

 3 Programme Info
Accreditation(s): EQUIS, AMBA, AACSB

Ranking(s): RMSs' Master Degree in Management ranked #33 in Europe (Financial

Times 2011); RMS International MBA ranked 30th best full-time MBA in Europe (Financial

Times 2008) ; RMS International MBA ranked 3rd MBA in France (SMBG/Eduniversal 2011)

Type of Course: Full-time (International MBA)

Length of Course: RMS Master’s Degree in Management 10 to 16 months

(with optional internship)

Application Deadlines: August for applicant requiring a study visa

Starting Dates: Mid-September for international participants

F rance
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Located North-East of Paris in the famous Champagne region, accredited by
EQUIS, AMBA and AACSB, the Reims Management School Group is one of the
top 10 Management Schools in France and in the top 30 in Europe.
Founded in 1928, Reims Management School has become a world-class player
in Management Education in the areas of Research and Business. 
Reims Management School’s two campuses accommodate more than 4,200 stu-
dents, 900 of whom are international.

Global Diversity, Individual
Excellence

Could you give our readers
some information on RMS
MBA programme?
The International MBA of Reims Management

School (RMS) had every aspect I was looking

for:

• Finest international faculty , academic excel-

lence granted by EQUIS, AMBA and AACSB cer-

tifications and the reputation of a top-ranked

Business School

• This programme allowed me to spend a sec-

ond semester abroad in China. A focus on entre-

preneurship and personal development/leadership

(about 25% of the programme)

• A manageable class size, a carefully selected

group with a strong international diversity pro-

viding  real international exposure 

• A very nice atmosphere and great attention

to each participant starting from the introduc-

tion seminar in the French Alps

What were characteristics
of your classmates?
First of all the diversity of nationalities of my

classmates was a key asset, more than 80%

of the participants are international, coming

from all over the World: China, Colombia, Guinea,

Germany, India, Ukraine or Portugal … 

Our graduate class  reflected today’s business

world! With an average of 6 years of profes-

sional experience - a minimum of 3 years is

required, you benefit from strong interactions

in the class. 

How does RMS programme
differ from a traditional
MBA programme?
The international MBA at Reims Management

School offers a “great return on investment”

considering its high academic level, a wide vari-

ety of experience in the 2nd term (“Customised

Phase”) and its reasonable tuition fee.

The teaching methods are indeed remarkable

especially this transversal approach of “Learning

by Doing”: development of a real Business Plan,

extensive use of genuine Business Cases from

all the best business schools in the world…

Professors and practitioners are real experts

and are coming from top institutions. The sched-

ule of learning is intense and thrilling.     

How is the programme
structured?
The programme is designed to customise your

curriculum and make the most of a wide vari-

ety of experience. The architecture is very inno-

vative.

In the 1st term (Fundamental Phase), you are

provided with fundamental management courses

such accounting, control management, mar-

keting, strategy, logistics, organisational behav-

ior, public speaking, information systems… 

In the 2nd term (Customised Phase) you have

the option to stay at RMS to select one or two

specialisations or to study abroad in a part-

ner university.

How did RMS help you to
climb the career ladder?
Having come from an IT background, my objec-

tive from the  MBA was to acquire a very

global view of the business, across functions.

The RMS IMBA turned out to be a strong door-

opener and led me to join Ernst &Young as

Manager in the Advisory Practice.

Some of my classmates have set up their

own company or taken a management posi-

tion in the family business. 

The majority have been recruited by major

multinational firms. For example: Air Products,

Nissan, Bombardier Transportation,

ArcelorMittal, HP,  FedEx, Amadeus IT, BIC,

Research In Motion…   

What advice would you
give to potential candi-
dates?
The international MBA of RMS gave me all

the ingredients to make the perfect cocktail

for my professional life; it has been an enrich-

ing professional experience and a wonderful

personal adventure.

This added-value one-year programme offered

me an unique opportunity to broaden both

my knowledge and my network (23,000 RMS

alumni world-wide) and I would strongly re-

commend this programme. r

Interview with Ivan OSTROWICZ,
Spaniard/Argentine promotion 2008/2009
Reims Management School International
MBA, Manager Advisory at Ernst & Young

MBA Interview
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Student Body
Male/Female Ratio: 80/20%

Age Range: 25 - 36

Average Age: 29

Ratio of Applicants to Places: 80/20%

International Students:

Europe: 35%

North America: 10 %

Central/South America: 25%

Middle East: 5%

Oceania and Asia: 25%

Degree Background:

Economics

IT

Engineering

Science

Humanities

Admission Requirements
Full-Time MBA:

University degree:

Bachelor’s degree in any discipline

GMAT (minimum): 550

TOEFL: 90

References: 2

Minimum Length of Work Experience:

3 years

Global EMBA: 

Executives with any master degree/diploma and at

least 7 years of professional experience

Admission Requirements:University degree

(240 ECTS)

Costs
Application Fees: none

Tuition Fees: 

Full-Time MBA: € 27,000

Global EMBA: € 41,000

Scholarships:

available to outstanding candidates

Contacts
Name: Margarita Setska

Email: margarita.setska@hhl.de

Telephone: +49341 9851 889

Website: www.hhl.de

Launch Your Global
Business Career at HHL

MBA School Profile

3 School Presentation
HHL was founded in 1898 as Germany's first Business

School. Today it is considered one of the best in

Germany and worldwide. Year after year HHL has

been selected by the students in Germany as the

best university to study at. HHL's goal is to educate

effective and responsible business leaders through

its "Intergrated Management" approach. 

HHL has recently been ranked by the Financial Times

as #1 Business School for Entrepreneurship. Over

the past 10 years, HHL students and alumni have founded over 120 companies and won

over 35 awards and recognitions both in Germany and abroad, making us one of the lead-

ing institutions for future entrepreneurs. In addition to the strong entrepreneurial focus,

our graduates find excellent positions in many prominent companies in Germany as well

as other countries in Europe and worldwide.

3 Programme Presentation
Main reasons to choose HHL:

• Leading positions in university rankings - #19 for Master programs, #1 for Entrepreneurship

(FT ranking), #1 for student satisfaction in Germany (Trendence)

• Accreditations - HHL is the first private business school in Germany to be accredited

by AACSB International

• Quality of Teaching- Instruction at HHL is characterized by small classes, teamwork,

and an intertwining of theory and practice

• Individual Attention- HHL students receive a personalized educational experience

enhanced by our ideal student to faculty ratio of 5:1

• Professional Perspectives- The starting salaries of HHL graduates are roughly 55 per-

cent higher than the average starting salaries of business graduates in Germany

• Career Service- HHL provides students with outstanding industry connections and net-

working opportunities with leading companies worldwide

• Internationality- About 60% of our MBA students come from outside Germany, and we

offer a wide range of semester abroad programs at over 100 different partner universi-

ties

3 Programme Info
Accreditation(s): AACSB, AQUIN

Ranking(s): #19 Financial Times Master ranking, #33 AmericaEconomia, #1 Trendence

Type of Programme: Full-Time MBA, Global EMBA

Programme Format: 12 to 18 months flexible duration

Content Strength or Specialization: General Management

Language Courses: German for international students

Application Deadlines: April 1st - program application with scholarships;

May 30th - (non-EU); June 30th- (EU) applications; August 31 st - Global EMBA

Starting Dates: Full-TimeMBA - September, EMBA - October 

Germany
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Student Body
Male/Female Ratio:

80/20% (FTMBA); 

66/34% (EMBA)

Age Range: FT MBA: 21 – 35; EMBA: 30 – 48

Average Age: FT MBA: 28; EMBA: 35 

Degree Background:

Management: 23%

Founder/ owner/ co-owner: 21%

Marketing/ PR: 8%;

Law: 8%; Consultancy: 7%

Others: 27%

Admission Requirements
University degree: Full-Time MBA: Bachelor's

minimum or equivalent professional qualification.

Minimum 2 years of experience in a managerial posi-

tion or in running a business GMAT (minimum): Not

required.

English Tests: TOEFL/IELTS or SKOLKOVO test;

References: 2 (provided in application form)

Minimum Length of Work Experience:

2 years (FTMBA); Minimum 5 years in a top manage-

rial position or in launching/owning a business (EMBA)

Costs
Application Fees: MBA - € 150; EMBA - € 200

Tuition Fees: € 60,000 includes tuition, individ-

ual mentoring, unique leadership development pro-

gramme, full pack of educational materials and a laptop,

accommodation on Campus and during visits abroad,

flights to/from China, India, Russia and the US (FTMBA).

€95,000  includes: tuition, individual and team

coaching, unique leadership programme, full pack of

educational materials and a laptop, half-board accom-

modation on Campus, flights and full-board accommo-

dation for international assignment (EMBA).

Contacts
Name: Anna Nekrasova

Email: Anna_Nekrasova@skolkovo.ru

Telephone: +7 919 777 42 98

Website: www.skolkovo.ru

Standards or Innovations?  
Present or Future?

MBA School Profile

THAT’S SOMETHING WE THOUGHT YOU

COULD ANSWER YOURSELF.

Patrick Manasse (USA), SKOLKOVO MBA student: 

“The emphasis here is placed not only on education but on

starting your own business. The fact that the school is new

means that lots of attention will be placed on my business

and its chances of succeeding thus increase.”

3 School Presentation
For those bold enough to appreciate the difference, the MBA programme at the Moscow School of

Management SKOLKOVO offers an entirely new and different approach to business education:

• One MBA. 4 different countries. 5 real projects.

• China, Russia, the US and India as working and living environment.

• Start up project instead of a graduation exam.

Learn how to develop your own business and turn the most progressive ideas into reality on the SKOLKOVO

MBA programme, which focuses on entrepreneurial leadership within the BRICS economies.

This is the most entrepreneurial MBA in the world. For entrepreneu-

rial leaders of the future.

3 Programme Presentation
The Full Time MBA Programmevision for the new definition of business education it has

created is based on a unique mix of three dimensions: 

(1) Entrepreneurial leadership - SKOLKOVO breeds a generation of leaders who are effective agents of

change; 

(2) Fast-moving economies – as the rapidly growing markets will be the drivers of changes in the future

and the future belongs to emerging countries, such as BRICS; 

(3) Experiential Learning - instead of the approach at traditional schools, at SKOLKOVO the majority of

students' time will be spent on 5 real projects in 4 countries on real projects. 

The 12-month course includes 8 months on real projects in rapidly-growing and developed markets (China,

Russia, India, the US). 80% of the time is spent outside the classroom on hands-on consulting projects.

The Executive MBA Programme targets high-calibre Executives and entrepreneurs with

strong leadership potential and offers:

• internationally recognized professors from leading business schools, such as INSEAD,

LBS, Columbia, Cambrige; 

• network of Russian business, political and cultural elite; 

• personal coaching "Leadership practice" and personal effectiveness trainings.

The 18-months course includes 16 standard modules and international assignment as well as rigorous

project work and leadership development courses.

3 Programme Info
Starting Dates: 10 September, 2012 (Full-time MBA); 17 April and 10 October 2012 (Executive MBA)

Exchange Programme: international modules in the US, China, India, Brazil (by choice)

Russ i a
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MIP Politecnico di Milano’s International MBA is a highly International programme

aimed at young talents seeking experience in international markets and a hands-

on learning experience. The school focuses on 4 fundamental elements: analyt-

ical approach to problem solving, innovation and technology, interpersonal and

soft skills, and close collaboration with our wide company network. Teaching

methodologies are highly practical and interactive and engage participants in

company seminars, real business cases and a range of off-campus activities

designed to enhance soft-skills, as well as practical training through in-company

consulting projects.

MIP: Where Technology
Meets Management

What are the characteris-
tics of MIP MBA pro-
gramme?
This is a 14 month programme focusing on 5

interesting areas: Global Business &

Management, Finance, Design & Luxury

Management, Entrepreneurship and Innovation

and Energy Management. I myself am currently

studying entrepreneurship and innovation with

additional design subjects. Being located in

Milan, with its excellent opportunities for

designers and engineers, this combination has

proved amazing. We had a course with a mas-

ter of design, which resulted in a very origi-

nal and enlightening outcome.

What is the profile of your
classmates?
First of all it is truly international. We come

from 20 different countries around the world,

which makes the programme very diverse.

Secondly, we have a very broad range of age

groups and previous experience, with experts

in many different fields. This special combi-

nation results in a challenging and rich envi-

ronment for our MBA class.

What makes your MBA
unique amongst business
schools?
The business school is backed by one of the

best engineering schools in Italy. This means

that we can approach business problems from

a different perspective. It is also unique in its

location. Milan is the economic capital of Italy

and one of Europe’s most important cities. We

are well connected to all European countries,

which adds additional opportunities to the

experience.

I understand that your
school has a strong empha-
sis on innovation. What
exactly does innovation
mean?
It means finding new solutions or applying

existing ones on a different way, giving mean-

ingful results for the end user. It is not nec-

essarily the latest or the most expensive

technology, but the most appropriate one for

the consumer. Innovation is the final outcome

of an idea born from inspiration and taken

through a specific business model to a suc-

cessful business environment.

Could you tell us more
about your school’s job
placement?
Our careers office works with us continu-

ously. They offer personal advice and sup-

port throughout the whole process, from

CV writing and interview preparation to

support on administrative requirements

once you have a placement. The careers

office is a strategic partner for us.

What advice do you have
for our readers who are
thinking about getting an
MBA?
Go for it! So far, and we are about to fin-

ish, it has been the best experience of my

life. It is a major  investment of time and

money, so be sure to be informed on what

the schools offer. I would look for a small

class size and international diversity and

pay special attention to the location of the

programme. r

MBA Interview

Interview with Giovanna Caputo, Mexico
City. International MBA at MIP Politecnico
di Milano, specialisation in Entrepreneurship
& Innovation.
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Student Body
Male/Female Ratio: 76/24%

Age Range: 28 - 66

Average Age: 42

International Students:

140 different nationalities

Admission Requirements
University Degree: 

British Honours Degree or Equivalent

Language fluency:

English equivalent to IELTS 6.5

Minimum years of work experience:

3 years

Costs
Application Fees: € 170 

Tuition Fees: 

MBA - € 18,800

MSc Management Programmes - € 12,500

Contacts
Name: Jodie Harber

Email: student.event@ohecampus.com

Telephone: +31 (0)20 713 0000

Website: www.liverpool-degrees.com

Discover the Benefits of
Studying an Online MBA 

MBA School Profile

3 School Presentation
Laureate Online Education, the University of Liverpool's

exclusive worldwide e-learning partner, has devel-

oped a 100% online learning environment which

enables you to fit a master's or doctoral degree into

your life and acquire relevant, up-to-date know-

ledge to boost your career. Today there are over

6500 students from over 140 countries studying

online with the University of Liverpool.

Many are busy professionals with extensive work

experience. Studying online with the University of

Liverpool puts them at the heart of a learning experience that has successfully delivered

educational and career benefits to thousands of professionals across the world.

3 Programme Presentation
Organisations are demanding leaders who thrive in a complex, cross-functional, and glob-

ally diverse environment. This MBA programme delivers graduates as leaders who under-

stand themselves, and their organisation, in the context of a highly competitive and rapidly

changing business climate.

Content, Strength or Specialisation: Developing leadership and personal impact skills are

key features of the programme as students not only learn theories of leadership but also

how to enhance their own practice. Additionally, students acquire the tools to generate

creative local and global strategies, evaluate them rigorously, and implement them effec-

tively. Offers: Different Specialization Options

•MBA 

•MBA (Business in Emerging Markets) 

•MBA (Entrepreneurship)

•MBA (Finance and Accounting)

•MBA (International Business)

•MBA (Leadership)

•MBA (Marketing)

3 Programme Info
Accreditation(s): EFMD CEL accreditation

Ranking(s): The University of Liverpool is featured in the Financial Times' 2011 listing

of online MBA programmes, and is the 3rd largest programme featured in terms of enrol-

ments.

Type of Programme: The online Master of Business Administration (MBA) pro-

gramme, offered by the University of Liverpool Management School, is a thoroughly mod-

ern MBA designed to meet the business challenges of the 21st century.

Length of Programme: 24-72 months

Programme Format: Online

Language Courses: English

Application Deadlines: Regular application deadlines

Starting Dates: Regular start dates

Un i t ed K ingdom
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Student Body
Male/Female Ratio: 67/33%

Age Range: 25 - 39

Average Age: 31

Degree Background:

Business: 37%

Engineering: 38%

Sciences/Tech: 13%

Others: 12%

International Students:

Europe: 23%

North America: 17%

Central/South America: 22%

Africa and Middle East:: 3%

Oceania and Asia: 35%

Admission Requirements
University Degree: First Academic degree

Minimum GMAT: 600

English Test:TOEFL, IELTS, CPE, CAE

References: 2

Minimum Length of Work Experience:

3 years

Costs
Application Fees: € 60 

Tuition Fees: 

€ 33,000  including MIT Immersion

Scholarships: 

25%, 50% and 75% of the tuition fees

Contacts
Name: Marta Andaluz, Admissions Specialist

Email: info@thelisbonmba.com

Telephone: + 351 21 382 27 20

Website: www.thelisbonmba.com 

A Collaboration with MIT

MBA School Profile

3 School Presentation
The Lisbon MBA International is a joint project between the

two top business schools in Portugal, Catolica-Lisbon and

Nova SBE, in collaboration with MIT Sloan School of Management.

This partnership includes a two year part-time MBA and an

International full-time MBA, in partnership with  MIT’s pres-

tigious Sloan School of Management.

The Lisbon MBA provides a platform where talented, ambi-

tious and high-flying students from all over the world may

meet and engage in active learning, interacting with top-

notch faculty.

The Lisbon MBA is recognized by a prestigious faculty body, innovative curriculum stimulating rigorous

analytical skills and the use of emotional intelligence skills, strong ties with the corporate world and a

global approach.

3 Programme Presentation
Why should you select The Lisbon MBA?

There are many critical reasons why you should select Lisbon as your MBA destination:

•3 World-Class Institutions with a prestigious faculty body

•Innovative curriculum with a strong focus on interpersonal skills and leadership through the Friday Forums

•MIT Immersion: Take classes and enjoy resources at the Sloan School of Management during a sum-

mer stay in Boston (USA).

•Real-World experience: Throughout July and August, you’ll gain real-world experience and additional

networking opportunities with a company or organization in your chosen industry. Our Career Management

Center works with you individually to identify the right internship from the start of the MBA programme.

If you choose not to complete a summer internship, you have the option to participate in the Portugal-

China Lab or the Entrepreneurship Hub. The International Labs bring together students from The Lisbon

MBA, Fudan MBA and Insper MBA on a global project. 

Entrepreneurs can also choose the Entrepreneurial Hub which  offers students the chance to explore

entrepreneurial ideas and skills while taking advantage of the numerous learning opportunities and net-

working that will be provided.

3 Programme Info
Accreditation(s):Triple Crown - AMBA, EQUIS, AACSB

Type of Programme: Full Time

Length: 12 months

Language Courses: Portuguese (Optional)

Application Deadlines: 30th of September

Starting Dates: January 2013

International Experience: 1 month at MIT Sloan

Percentage of Salary increase After Graduation: 39%

Admission Requirements: Undergraduate degree; 3 years of professional experience, GMAT

or GRE, Proof of English fluency , Online application. 

Por tuga l
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Student Body
Male/Female Ratio: 

Full-Time MBA:  Female 39%

Executive MBA:  Female 33%

Age Range: 25 - 51

Average Age: 

Full-Time MBA: 31

Executive MBA: 35

International Students: 

Full-Time MBA: 94%

Executive MBA: 64%

Europe: 32 % 

North America:  21 %

Oceania and Asia: 38 %

Africa: 9 %

Admission Requirements
Online Application Form and  

Professional resume / CV

A copy of undergraduate diploma and transcripts

A statement of purpose (essay) 

GMAT (minimum): 600 Average; or GRE and TOEFL

where applicable

References: 2 

Minimum Length of Work Experience:

3 years

Costs
Application fees: No

Tuition fees: 

Full-Time MBA: € 12,000 

Executive MBA: € 15,000 

Scholarships: 

Full-Time MBA: Full scholarships available

Full-Time and Executive MBA: Tuition Reduction of 15%

is granted to NGO and Public Institution Employees

and to Alumni of all CEU Degree Programs.

Contacts
Name: CEU Business School

Email: info@ceubusiness.org

Telephone: +36 1 887 5014

Website: www.ceubusiness.org

A Different Kind of 
Business School

MBA School Profile

3 School Presentation
Central European University Business School is the acknow-

ledged pacesetter in broadly defined Central and Eastern

Europe. The institution places high priority on all key ele-

ments that make a world-class business school: teaching,

original curriculum development, research and generating

new businesses. International and regional employers now

view CEU Business School the #1 business school in Central

Europe and ranked CEU #13 in Europe overall. The school

recently received the prestigious European CEO Global Business

Education Award as the most innovative business school in Central and Eastern Europe.  CEU programs

are distinguished by their emphasis on sophisticated and state-of-the-art professionalism, a balance

between theory and practice and a blended classroom/action-learning educational approach. The insti-

tution was founded in 1988 by a group of visionary leaders, including investor and philanthropist George

Soros. It is located in the vibrant “crossroads city” of Europe, Budapest in Hungary.

All MBA students receive iPads. Practically all reading assignments are distributed in e-format and can be

downloaded onto an iPad.

3 Programme Presentation
Currently, CEU Business School offers the following three AMBA-accredited U.S. degree programmes:

Full-Time CEU MBA: This 11-month program is comprehensive and intensive. Its curriculum is

modern and relevant, emphasizing entrepreneurship, innovation, action learning, leadership, ethics and

finance. The CEU MBA is characterized by an extremely diverse student body, close faculty-student inter-

action and mentoring. 

Executive MBA (Alternate Weekend Format): This 22-month EMBA programme is designed for

working executives and other professionals. EMBA students earn the same high-quality MBA degree as

Full-Time MBA students. 

International Master’s in Management – IMM (Modular): This 18-month programme

comprises a five 2-week-module executive MBA programme. Participants average 10-years work experi-

ence.  Modules are held at partner schools' locations: USA, Germany, Netherlands, Hungary and also in

China, Mexico.

3 Programme Info
Central European University (CEU) is organized as an American graduate institution, governed by a Board

of Trustees. It was incorporated in the State of New York. The university’s charter is from the Board of

Regents of the University of the State of New York, for and on behalf of the New York State Education

Department. As of September 2010 the full-time MBA program runs as a higher educational program of

the Central European University N.Y. and the Közép-európai Egyetem operated by the CEU Business School.

Ranking(s): #1 Position in Central Europe, including Germany and Austria, for Second Consecutive

Year, and now     #13 in Europe

Programme Format:

Full-time, Part-time, Multi-Campus

Type of Programmes:  

Postgraduate (MBA, EMBA, IMM, MSc in IT Management, MSc in Finance)

Application deadlines: MBA - June 15, EMBA - January 15, IMM - December 31

Starting dates: MBA - September, EMBA - February, IMM - March

Hunga r y
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Located in a crossroads city, Budapest, CEU Business School attracts ambitious and adven-
turous MBAs. Our students are directly engaged in key 21st-century challenges and oppor-
tunities. Our programs incorporate advanced thinking, research and pedagogy. The school
serves a new business reality created in response to developments in technology, innova-
tion, entrepreneurship, firm structure, and geography of opportunity. We demand excellence
in all our activities. We believe that it is a privilege to be part of CEU Business School.
We also give fresh meaning to the Open Society concept our university’s core mission
by emphasizing access to economic opportunity, professionalism, entrepreneurship and infor-
mation to innovate.

Where Opportunities 
Are Born

Could you tell us about your

MBA programme?
Our MBA is special. We introduce best prac-

tices and the highest level of professionalism.

We emphasize leadership, entrepreneurship

and innovation, ethical standards and succeed-

ing in the 21st century’s growth arenas, espe-

cially emerging regions. We then do more. We

zero in on each student’s aspirations to design

a curriculum geared to that individual’s aspira-

tions. 

What kinds of people are
drawn to your MBA?
Our MBA student group is incredibly diverse. A

class comprises almost 25 different national-

ities, with students from advanced and emerg-

ing regions. Professional backgrounds vary

immensely, and female students now repre-

sent over a third of the class. This incredible

variety is a key source of strength, especially

since we emphasize group work and close stu-

dent interaction (and between faculty and stu-

dents). CEU produces sophisticated global

managers and entrepreneurs. 

What makes your MBA spe-
cial?
Our MBA is geared to the 21st century. We deli-

berately removed much that has characterized

MBA programmes in recent decades. Our courses

often span modules. Our teaching approaches

go beyond books and cases to incorporate “live”

interactive cases, action learning in firms, role-

playing, simulations, international courses in

locations like NYC and required use of iPads.

(We are largely a paperless environment.) There

is a balance between essential core courses

and considerable choice. Students are encour-

aged to do  independent projects.

What is the philosophy of
your MBA programme?  
At its core our philosophy has three elements.

First, we believe that pacesetting firms create

high value anywhere and transfer it anywhere.

Second, we believe that the key resource today

is human talent. Hence, we stress innovation

and entrepreneurship. Third, we are expanding

our university’s central mission – the Open

Society concept – to include access to oppor-

tunity and business innovation.

What business areas do
your students generally
enter after graduation?
Our alumni constitute an extraordinary group

representing a diverse array of fascinating

careers. Our graduates work in investment bank-

ing, consulting and large multinationals. However,

we are equally proud of those who lead NGOs,

government agencies and social enterprises.

Recently we have witnessed a significant change

with many alumni choosing high-tech and entre-

preneurial fields.  

Do you have any advice for
students looking to get an
MBA?
Yes. Certainly go for excellence; but just as

important go where the future is, and then

become engaged. Don’t just settle for a com-

fortable venue in choosing an MBA programme.

Does your school have any
plans for the future?
Yes, of course. We are never satisfied. We plan

more global experiences. We love F2F learning, but

will incorporate more technology as students

become part of global teams. We just launched

our incubator. Our students can join startups and

learn to be global entrepreneurs. r

Interview with Mr. Mel Horwitch, 
Dean and University Professor, MBA and
Doctorate, Harvard Business School
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Student Body
Male/Female Ratio: 50/50%

Age Range: 25 - 40

Average Age: 28

International Students:

Europe: 39%

North America:  18%

Central/South America: 13%

Middle East: 8%

Oceania and Asia: 18%

Africa: 4%

Degree Background: Business, Engineering,

Humanities, Social Sciences

Admission Requirements
University degree: Bachelor’s degree from an

accredited college or university

English fluency certified by TOEFL (minimum score

80/213/550), IELTS (6.0), CAE (minimum C) or English

as  mother tongue

Reference(s): 2

One essay/video essay

In addition, applicants must satisfy any two of the fol-

lowing criteria:

Minimum GPA of 3.0 

Satisfactory GMAT or GRE score (Institution code Z5K-

DV-48 or 4435 respectively)

Minimum Length of Work Experience:

2 years 

An interview with the Dean

Costs
Tuition Fees: 

EU Barcelona/Munich

€ 6,200 per term (3 terms)

EU Geneva/Montreux

CHF 11,950 per term (3 terms)

Contacts
Name: Dr. Cristina Tomas, MBA Director

Email: info.bcn@euruni.edu

Telephone: +34 93 2018171

Website: www.euruni.edu

Different, Flexible, Global

MBA School Profile

3 School Presentation
“We are different, we are flexible, we are global.”

European University in Barcelona (EU) is a triple

accredited, multi-campus, international business

school, consistently recognized for the excellence

of its students and academic staff. However it is

EU’s dynamic MBA programmes that continue to

impress the world of global business education.

European University’s MBA programmes were recently

identified for their high quality by their inclusion in

the 2012 QS Top MBA list. EU was placed in the Top 40 European Global MBA programmes

out of a total of 200 top business schools worldwide. 

Established in 1973, EU has developed a business education model that delivers high-qual-

ity instruction, a competitive learning environment and a network of international cam-

puses.  This worldwide network encourages students to participate in inter-campus

exchanges in the following countries: Spain, Switzerland, Germany, United Kingdom,

Austria, Russia, Kazakhstan, Taiwan, Malaysia and China. 

3 Programme Presentation
European University’s MBA programmes are tailor-made to accommodate each candidate’s

needs. They offer a variety of degree specialisations that cover the traditional and most

up-to-date areas in the world of international business. The MBA programmes last one

year for full-time study (3 terms of 10 weeks each) or two years for part-time study. 

The first 2 terms cover the essential skills for understanding master's level business con-

cepts. The last term focuses on the candidate’s specialisation, where students can choose

from a wide range of dynamic main MBA subjects including Communication & Public

Relations, International Marketing, Global Banking & Finance, Leisure & Tourism Management,

Entrepreneurship, Leadership, E-Business, Sports Management, Human Resources Management,

Sustainability Management, Design Management, Family Business Management and

Reputation Management.

European University has created a flexible curriculum with varying starting dates to accom-

modate the varying commitments of students. 

3 Programme Info
Accreditation(s): ACBSP, IACBE, CEEMAN

Ranking(s): QS TopMBA, China Economic Review

Type of Programme: MBA 

Programme Format: Full-time/Part-time/Executive

Content Strength or Specialisation: Business, Entrepreneurship, Leadership

Language Courses: Yes 

Application Deadlines: Rolling basis 

Starting Dates: October, January, March

Exchange Programme: Yes

Percentage of Salary increase After Graduation: 15%

Spa in
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Student Body
Male/Female Ratio: 58/42%

Age Range: 25 - 45

Average Age: 30

International Students:

Eastern Europe:  89%

Western Europe: 1%

North America: 2%

Asia: 1%

Africa: 6%

Middle East: 1%

Degree Background:

Business/Commerce: 24%

Engineering: 23%

Economics: 17%

Sciences/tech: 21%

Other: 15%

Admission Requirements
University degree: 2:1

GMAT: required for degrees below 2:1 (minimum score

550)          

English test: TOEFL; IELTS; Proficiency of Cambridge;

Proficiency of Michigan              

References: 2          

Minimum Length of Work Experience:

3 years

Costs
Application fees: € 60

Tuition Fees: € 19,750 for all MBA Programmes

Estimate for accommodation/living costs, insurance

per year: € 1,000/month

Scholarships: The ALBA MBA, MBA in Shipping,

MBA in Banking

Contacts
Name: Antonina Kalkavoura

Email: akalkavo@alba.edu.gr 

Telephone: +30 210 89 64 531

Website: www.alba.edu.gr 

A Mission of Exellence 

MBA School Profile

3 School Presentation
ALBA Graduate Business School at The American

College of Greece was founded in 1992 and oper-

ates under the auspices of the business commu-

nity, an association of corporations and institutional

organizations, currently numbering more than 90

members. In October 2011, The American College

of Greece (ACG) and ALBA Graduate Business School

(ALBA) officially announced their strategic alliance,

creating a top international educational institute in

South East Europe. 

The ALBA Career Office provides world class support to students and alumni. Through

personal coaching, more than 10 focused workshops, career panels, job shadowing, intern-

ships and countless company visits, students are well prepared to seek the best jobs

internationally.

3 Programme Presentation
ALBA offers the following academic programmes, most of which are internationally accred-

ited by AMBA or EFMD:

• The ALBA MBΑ - The ALBA MBA holds the largest number of awards in the prestigious

European Business Plan of the Year Competition over the last 10 years, next to the top

business schools of Europe.

• MBA in Shipping - By taking a strategic perspective on the shipping industry, the MBA

in Shipping Programme prepares aspiring and seasoned shipping professionals for a future

full of challenges in the shipping industry. 

• MBA in Banking (under the auspices of the Hellenic Bank Association)

Under the auspices of the Hellenic Bank Association (HBA), the ALBA MBA in Banking pro-

gramme is designed to prepare professionals to confront unprecedented challenges in

the global financial services industry in a way which is both competitive and ethically sound.

• The Executive MBA is designed for accomplished managers of at least 10 years of work

experience, a significant part of which has involved profit and loss responsibility and lead-

ing teams. It is a modular programme offered every second weekend for 18 months.

*In addition to its MBA academic programmes, ALBA offers a number of MSc programmes

and high-quality executive education.

3 Programme Info
Accreditation(s): AMBA, EFMD

Type of Programme: Full-Time MBA, Executive MBA

Programme Format: Full Time, Part Time

Content Strength or Specialization: Inspirational leadership, effective deci-

sion making, problem solving and wise change management 

Language Courses: English

Application Deadlines: All year application rounds - May 31st

Starting Dates: September

Greece 





The Berkeley Full-Time MBA Programme is a rigorous two-year general man-
agement programme focused on leadership, fresh thinking, and positive impact.
Our students’ education as innovative leaders is anchored in the fundamentals
of management and the latest business theories and best practices. 

Question the Status Quo

What type of candidate are
you looking for?
Our students are bright, diverse, and creative

future business leaders. We admit candidates

with solid professional experience and leader-

ship potential who come from a wide variety

of industries and backgrounds. We seek can-

didates who possess the Berkeley values of

confidence without attitude and a willingness

to question the status quo. The goal of the

application process is to identify those candi-

dates who are the strongest fit with our pro-

gramme.

What makes your MBA
unique amongst business
schools?
A unique aspect of the Berkeley MBA is our

culture. We recently codified our culture into

four defining principles, which are emphasized

in the admissions process and actively inte-

grated into the MBA curriculum. They are:

Question the status quo, Confidence without

attitude, Students always, and Beyond your-

self.

Another unique aspect of the Berkeley MBA is

our innovative leadership approach and the con-

scious use of our culture to shape how and

what our students learn. We define innovative

leaders as individuals who drive growth by put-

ting new ideas into action in every corner and

function of their organizations, and who do so

responsibly. Leaders of this kind define what's

next, for our markets and for our societies.

The defining principles are heavily influenced

by the school's location in the San Francisco

Bay Area - the world's epicenter for innova-

tion and entrepreneurship. And the princi-

ples are shaped by the culture of UC Berkeley,

a world-class research generator with a leg-

endary atmosphere of fresh thinking.

Could you describe your
MBA programme?
The Berkeley-Haas education is anchored in

the fundamentals of general management

- from accounting and finance to market-

ing and strategy. The curriculum provides

our students with a basic framework of qual-

itative, quantitative, analytical, strategic, and

problem-solving skills. Our faculty members

apply their expertise to increase student

knowledge of successful management, lead-

ership, human behaviour, organisational per-

formance, and economic and market

functions. 

What types of firms
employ your graduates?
When the world's most selective organisa-

tions seek new talent, they turn to Berkeley-

Haas. The school's key location and deep ties

to global firms provide tools and connec-

tions needed to launch our students to the

next stages of their careers. Top financial

institutions, consulting firms, consumer prod-

ucts manufacturers, and technology compa-

nies are among those firms that hire our

graduates. A few of our top full-time employ-

ers are Morgan Stanley, Chevron, McKinsey

& Company, Facebook, Novartis, Samsung,

Amazon, Bloom Energy, Google, and Clorox.

What advice would you
offer to a person who is
thinking about getting an
MBA?
As you consider getting an MBA, ask yourself:

What brings out the best in you? Where will

you thrive?  The kind of community, learning,

and living environment that enables you to

excel professionally and personally is the right

one for you. Do your research and  understand

clearly what our programme has to offer. Check

out our podcasts and chats and other online

forums. Get to know members of the commu-

nity - reach out to our student ambassadors,

meet us on the road, or meet us on campus. 

How global is Berkeley-Haas
and what is your school
doing to reinforce this posi-
tion?
The international emphasis of our programme

is an integral part of its culture. Many Berkeley

MBA students have lived, studied, or worked

abroad, and over one-third of the full-time MBA

students are international, representing over

40 countries. Many faculty members, too, are

either originally from other countries, or have

extensive international experience and con-

tacts. 

Additionally, global business is part of many

courses, including courses with a specific focus

on international topics, such as Global Strategy

and Multinational Enterprises, and International

Marketing. Students are encouraged to take

advantage of international opportunities, such

as spending a semester abroad, attending inter-

national seminars, planning study trips to other

countries during breaks, or serving as consult-

ants through the school's acclaimed International

Business Development programme. r

Interview with Erin Kellerhals, 
Associate Director, Full-Time MBA Admissions

MBA Interview
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Student Body
Male/Female Ratio: 70/30%

Average Age: 28

Degree Background: 

Business/Commerce:  28%

Computer Science: 12%

Engineering: 34%

Humanities: 9%

Law: 2%

Science: 5%

Social Science: 10%

International Students: 55% 

Admission Requirements
University degree:Undergraduate degree and

any further academic qualifications

GMAT (minimum): Current range is 600 - 780 (Current

average GMAT score is 662)

TOEFL: 600 for the paper-based test, 250 for the com-

puter-based test, or 100 for the Internet-based test.

References: Two letters of reference from indi-

viduals who have been directly responsible for evalu-

ating managerial performance and potential

Minimum Length of Work Experience:

2 years of relevant full time work experience after

undergraduate degree

Costs
Application fee: 100 CAD

Tuition fees: 34,750 CAD per year

Scholarships: Students have access to a wide

variety of funding options, including merit-based schol-

arships and student loans.

Contacts
Name: Jonathan Khayat

Email: mba.mgmt@mcgill.ca

Telephone: +1 514 398 4051

Website: www.mcgill.ca/desautels/mba/

Beyond Business as Usual

MBA School Profile

3 School Presentation
McGill University is the #1 university in Canada and

among the top 20 worldwide. As Canada's most

international university, McGill attracts and retains

exceptional students who hail from some 160 coun-

tries. Almost 20 per cent of our 37,835 students

come from outside Canada, bringing a diverse range

of languages, perspectives and backgrounds to the

classroom.  McGill is also among the top 20 univer-

sities in the world from which global company CEOs

prefer to hire (International Herald Tribune, 2011).

McGill’s Desautels Faculty of Management is among the world’s top international busi-

ness schools. The Faculty uses an integrated, interdisciplinary approach that combines

research, practice, and teaching into the curriculum. This approach prepares students to

successfully manage and lead in today’s increasingly interconnected world.

3 Programme Presentation
The integrated, team-taught Desautels MBA curriculum provides a holistic and global

understanding of management that is entirely unique. The programme incorporates lead-

ing-edge research from renowned professors and the practical experience of global lead-

ers such as Virgin CEO, Richard Branson, and Nobel Prize laureate, Muhammad Yunus,

through a global panel of industry experts, a CEO Speaker Series and an Executives in

Residence Programme. The Desautels MBA also includes a unique international trip to a

leading economic capital and exchange options with the top schools around the globe.

The Faculty is located in the heart of downtown Montreal, one of North America’s most

dynamic business communities. A majority of the faculty is international (over 80%) and

graduates obtain careers worldwide. In fact, Desautels MBA graduates have one of the

highest placement rates in the world (98%) and the highest post-MBA compensation in

Canada (Financial Times, 2012 & Canadian Business, 2011).

3 Programme Info
Type of Programme: Full Time

Programme Format: 16-20 months 

Application Deadlines: March 15 (international students) and May 1 (domestic

students)

Starting Dates: August 

Exchange Programme: 

• There are many exchange options with the top schools around the globe.

• A unique international study trip is part of the MBA academic curriculum. 

Percentage of Salary increase After Graduation: 129%

Canada
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Alexis Pradié, McGill Student

MBA Class of 2013
In 2007, after sending out numerous CVs to American universities, Alexis received

a phone call from Coach John Hayworth, from Webber International University in

Babson Park, Florida, where he studied and played on the varsity team.  After one

year, Coach Hayworth was transferred to Embry-Riddle Aeronautical University, in

Daytona Beach, FL. and he requested that Alexis transfer as well, and play for the

Embry-Riddle Eagles Soccer team.  Alexis was voted by coaches as All-American,

Best Defender in NAIA for two consecutive years (2009 and 2010), he won the NAIA

championship of The Sun Conference (FL, AL, SC) in 2009 and Most Valuable Player

of the Team Award in 2009 and 2010. In 2011, Alexis graduated with a Bachelor of

Science in Business Administration, Management, at which point he turned down

the opportunity to play for FC Dallas in the Major League Soccer (MLS) in his desire

to transition his career from athletic to sports marketing.  Alexis decided to apply

for an MBA; torn between ESSEC Business School in Paris and the recommendation

of McGill University, Alexis chose McGill based on the quality and reputation of the

university and the Desautels MBA programme.  This also gave him the opportunity

to play varsity soccer with the McGill Redmen team, one of the twenty-eight dif-

ferent varsity sports teams at McGill.  In 2011, Alexis earned first-team All-Canadian

honours at the CIS men's soccer awards gala, and was voted by coaches as All-

Canadian, Best Defender in Canada.

When asked during the MBA interview why he was applying

to McGill University, Alexis answered the following.

The Desautels Faculty of Management is consistently ranked, year after year, amongst

the very best business schools in the world. The programme is an incredible mix of

cultures, backgrounds and personalities and this gives me the opportunity of becom-

ing an amalgamation of the best by working with the best. The small class size

coupled with the attentive nature of the top notch faculty encourages a familial

and fun atmosphere. I am confident that this chapter of my life will allow me to

leverage my leadership skills, combine it with business acumen to make a signifi-

cant impact in the sports business world.  I also have the chance to play varsity

soccer with the prestigious McGill Redmen team while simultaneously learning from

and with the brightest minds of my generation at Desautels.

After a few visits that included taking in festivals such as the Just for Laughs and

Montreal Jazz, I knew that this would be a great city to live and study in, as there

is no place quite like Montreal.  This effervescent city is very student-friendly, with

so many calling it “home” and with many choosing to stay here after graduation.  I

really enjoy living here and have found the city and Montrealers to be very welcom-

ing.

Alexis is currently enrolled in a dual concentration of Marketing and Global Strategy

and after graduation would like to work in marketing or advertising for a sport fran-

chise, such as the Montreal Impact, as the team will be joining the Major League

Soccer (MLS) in 2012.  Alexis confessed that he would love to stay in Montreal for

its quality of life, or perhaps elsewhere in Canada or the United States, as there are

just more opportunities for him. r

Alexis was born in Lyon, France, and

started playing soccer at a very young

age.  By the age of 13, he joined the

soccer club Olympique de Marseille, and

was drafted to the First Team at 18.

Alexis had the chance to train with famous

French international soccer players such

as Fabien Barthez, Samir Nasri, Franck

Ribéry and Djibril Cissé. His first appear-

ance in the French Premier League took

place in 2006, where he played against

Paris Saint-Germain.   Alexis would remain

with Olympique de Marseille until 2007,

however, an injury that kept him off the

field for six months, would help him to

take stock of his future and look at dif-

ferent options.  Having decided to pur-

sue his education, Alexis realized that the

best place where he could combine his

passion for soccer and obtaining an edu-

cation was the United States.
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115



Our view of management education is distinct: We believe business can be
bravely led, passionately collaborative and world changing. The Kellogg student
experience is unmatched, with our distinctive culture at the heart of it. Students
make deep connections with each other, building an unparalleled peer group that
they take with them long into their careers. 

A Distinctive Culture

At Kellogg we offer Full-Time, Part-Time and

Executive MBA programmes. We also offer

two joint-degree programmes, the JD-MBA

and the MMM (MBA-MEM). Outside of our

campuses in Evanston and Chicago, we have

a campus in Miami for our Executive MBA

programme, as well as a global Executive

MBA network with partner schools in Europe,

Asia, the Middle East and Canada.

In addition to the traditional Two-Year MBA,

we also offer a One-Year programme as an

accelerated option for students who have

clear career goals and an undergraduate

degree in business. Kellogg is the only top-

tier U.S. business school to offer a One-Year

programme, which we believe is a distinct

competitive advantage. This offering is espe-

cially attractive to international students; in

fact, more than half of the students in our

One-Year programme are from outside the

U.S. We plan to grow the One-Year programme

over the next five years to meet changing

demands in the education market and to

continue to attract top MBA candidates.

What are the characteristics

you look for in applicants?

Kellogg students – regardless of programme

– are individuals who embrace the corner-

stones of our unique culture: our intellec-

tual energy, our passion for collaboration and

the desire to drive impact in their organiza-

tions and in their communities. Our students

are ambitious yet grounded, well-rounded

and innovative, and understand the power

of the team to drive change in businesses

and beyond.

What makes your programme

unique among business schools?

Our programme is academically rigorous,

taught by a world-class faculty. We offer

highly competitive programmes in our aca-

demic portfolio, notably the One-Year pro-

gramme that complements our traditional

Two-Year MBA. Experiential learning is a key

component of the academic experience at

Kellogg. In particular, global learning oppor-

tunities include more than 30 exchange pro-

grammes with international schools, as well

as the Global Initiatives in Management pro-

gramme (GIM), in which students participate

in a 10-week course studying business issues

about a particular country, followed by two

weeks of field experience in country.

Finally, we have a truly global community

with a diverse, international student body

and a powerful network of more than 54,000

alumni worldwide.

Can you tell us about your

school’s job placement?

Thanks to our deep ties with leading com-

panies and organizations, plus our diverse

student body, Kellogg graduates go on to

pursue careers in a wide range of industries,

including consulting, marketing, financial

services, biotech, banking and more. In fact,

in 2011 we had 475 companies recruiting for

full-time positions and for internships, and

more than 120 recruiters on campus for onsite

recruiting. Many students become involved

in entrepreneurial ventures, while others

seek positions in the non-profit sector. No

matter the industry, our job is to arm stu-

dents with the tools needed for a long and

rewarding career journey. 

What advice would you give to

a person who is thinking about

getting an MBA?

In today’s complex environment, manage-

ment education is more relevant than ever,

playing a significant role in cultivating lead-

ers who drive change and make lasting

impact. Business leaders need to have the

skills and insights necessary to excel in an

economic era that is more interconnected

than ever before. To that end, I would argue

that now is an ideal time to make an invest-

ment in an MBA degree. With a worldwide

reach and a broad understanding of chal-

lenging global issues, Kellogg is especially

suited to equip the next generation of busi-

ness leaders.

We encourage prospective students to explore

whether an MBA degree is right for them

given where they are in their careers and

where they want to go. Reaching out to cur-

rent students and alumni to hear about their

experiences can go a long way in helping

evaluate personal and professional goals.  r

Interview with Elizabeth “Betsy” Ziegler,
Associate Dean of MBA Programmes and
Dean of Students, Kellogg School of
Management at Northwestern University

MBA Interview
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The Darden MBA programme is designed for students who want to strengthen
their leadership, business and communication skills. The programme is ranked
the #1 MBA Education Experience by The Economist and #1 in student satis-
faction by Bloomberg Businessweek. The programme is known for its strong gen-
eral management curriculum taught through the case method, its top-ranked and
highly accessible faculty and an exceptionally tight-knit community.

Students First

What are the characteris-
tics you are looking for in
applicants?
We are looking for applicants with strong lead-

ership potential who will bring a global mind-

set and a willingness to share their experiences

and perspectives in case method discussions.

Our students are heavily involved in activities

both inside and outside of the classroom, so

we are looking for people who want to get

involved and who want to make a positive

impact in the world.

What makes your MBA
unique amongst business
schools?
The Darden experience is unique because of

the combination of three elements:

• Case Study Method – In contrast to a lec-

ture-based approach to education, Darden class

time is spent discussing cases about actual

business problems and solutions.

• World’s Best MBA Teaching Faculty – Top

ranked by Bloomberg Businessweek, The

Princeton Review and Financial Times, Darden

professors put students first and advance inno-

vative thinking in business.

• Tight-knit Community – Students, faculty,

staff and alumni join in an atmosphere of col-

laboration and community not often found in

top business schools.

These elements combine to create an envi-

ronment which develops Darden students into

complete leaders ready for any business challenge.

How is the programme
structured?
All students take the same core courses dur-

ing the first four terms of the First Year in

order to develop a common foundation in global

business leadership. Beginning in the final term

of the First Year, the curriculum is made up

entirely of electives to allow students to develop

more depth in chosen areas of interest.

Elective opportunities vary from traditional

classes to international courses and exchange

programmes to for-credit business projects

where you can do consulting work for real

companies or start your own business ven-

ture to live-action case classes where alumni

and notable business leaders travel to Darden

to present students with real business chal-

lenges. During the Second Year, students can

also choose from among 11 optional concen-

trations.  

What can you tell us about
your school’s success in find-
ing its graduates employment?
Darden has an excellent job placement record.

Last year, 95% of Darden graduates had received

job offers within 3 months after graduation.

Our Career Development Center received an

A+ rating by Bloomberg Businessweek and is

ranked in the top 5 by both Financial Times

and Poets & Quants. Darden is one of the only

schools to integrate career strategy and plan-

ning into its curriculum, and all students receive

one-on-one career counseling from a func-

tionally-aligned career consultant.

What advice would you
offer to a person who is
thinking about getting an
MBA?
Give yourself time to research the programmes

you are interested in applying to. There are

considerable differences between MBA pro-

grammes in terms of curriculum format, cul-

ture and focus. Understanding these differences

will help you select the best programmes to

apply to for your career interests and goals

and will help you craft stronger applications.

If you have not taken a statistics or account-

ing course in college, consider taking one

now to demonstrate your ability to handle

quantitative subjects.

What is your school doing
to remain at the forefront
of business and manage-
ment thinking?
The Darden School is constantly striving to

be at the forefront of business education and

thinking.

One recent development is the launch last

fall of our new Global MBA for Executives

(GEMBA) programme. This new executive-for-

mat MBA includes residencies in Brazil, China,

India, Europe and the United States, as well

as distance learning. The launch of this pro-

gramme is leading to the development of

new international case studies to be used in

all of our MBA programmes and the develop-

ment of new relationships with global com-

panies. r

Interview with Sara Neher, Assistant Dean
of MBA Admissions

MBA Interview
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The Penn State Smeal MBA programme is a two-year full-time programme at
the main campus of Penn State University in University Park, PA. The class
size is typically 80-100 students each year and is crafted with the purpose of
ensuring diversity, individual attention, collaboration, and commitment to aca-
demic and professional integrity. The programme is conveniently located in the
middle of the state of Pennsylvania, within easy driving distance of major east
coast cities such as New York, Philadelphia, Washington, D.C., Baltimore and
Pittsburgh. 

The Best of Both Worlds
MBA Program

What are the characteris-
tics you are looking for in
applicants?
We look for applicants who have the abil-

ity to succeed academically, have a sound

idea of why they want to pursue an MBA

and how both the degree itself and our pro-

gramme can help them achieve their goals,

and also how the applicant fits with our

overall community and culture at Smeal.  In

addition, we also consider both the quality

and the quantity of their work experience,

any leadership experience they’ve had, evi-

dence that they will be successful working

in diverse teams, and their commitment to

honour and integrity.

What sets your programme
apart from other MBA pro-
grammes?
We have many differentiators, but three that

stand out are our year-long Leadership

Communications Programme, our APEX

(Applied Professional Experience) Programme,

and our Executive Case Panel Competition.

The Penn State Smeal MBA Programme truly

offers the ‘best of both worlds’. We are a

small programme that provides individual

attention to each student and easy access

to our world-class faculty. Smeal MBAs are

also backed by the global brand awareness

and reputation of Penn State University,

which has one of the largest alumni net-

works in the world.

How is the programme
structured?
The students begin the programme with a

2-week orientation in August. They then move

into the ‘7-1-7’ format of each semester. 7

weeks of classes (called modules), one immer-

sion week (with a specific career-related

focus), and then 7 more weeks of a differ-

ent set of classes to finish off the 15 week

semester. In between the 1st and 2nd year

there is a required internship. The second

year then also follows the same 7-1-7 for-

mat. The first year is mainly core curriculum

courses. As students finish the first year, they

can begin to take some elective courses. Prior

to beginning the 2nd year, they will declare

their concentration(s). While there are a few

required core courses in the 2nd year, most

of the curriculum consists of electives.

What business areas do
your students generally
enter after graduation?
We see students go into various functions

and industries, but supply chain manage-

ment, finance, business-to-business market-

ing and consulting are typically the top

functional areas our students pursue. Our

programme is flexibly structured so a stu-

dent can concentrate on more than one func-

tional area if they so choose.

What advice would you

offer to a person who is
thinking about getting an
MBA?
Know yourself and do your research! Just

because a programme was the right choice

for someone else doesn’t mean it’s neces-

sarily the right choice for you. An MBA is a

tremendous investment of resources. You

need to know what you hope to achieve

with the degree, and find the programme

that is the best fit for you. If at all possible,

plan a visit to each school you are seriously

considering. While online research and MBA

off-campus events can be very helpful tools

in the research and discovery process, noth-

ing takes the place of truly experiencing a

school and its community first hand. 

How global is the Penn
State Smeal MBA pro-
gramme, and what is your
school doing to reinforce
this position?
The Penn State Smeal MBA programme is

proud of its commitment to diversity of all

kinds, including the global representation

we have in each class. We typically have a

class that is composed of roughly 35-40%

international students each year. On aver-

age, each class has about 12-15 countries

represented. In addition to the class diver-

sity itself, our classes on Global Perspectives

and the Global Business Environment draw

attention to what it means to conduct busi-

ness around the world, especially in emerg-

ing economies. r

Interview with Stacey Dorang Peeler
MBA Admissions Director
Penn State Smeal MBA Programme

MBA Interview
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How to Use Rankings... 

Once you start thinking about which schools

you want to apply to, you need an objective cri-

terion to understand which are really best for

you. Overwhelmed by the abundance of infor-

mation about MBA programmes, which could be

contradictory and perplexing, it might be

difficult for candidates to focus on the options

really suitable for them. Indisputably, the

rankings are one of the most popular guide-

lines that both applicants and employers

consider when they form their views about

the value of the MBA as a whole. Looking

at them as the sole source of information

about the quality of programmes, however,

is a double edged sword and hardly serves the

needs of prospective students. The best way to

read rankings is with a critical attitude and an

awareness of their own limitations. They rely on

statistical data from schools and alumni that is

imperfect and cannot reflect all aspects. Their

own methodology also has some specifics that

tilt the balance towards certain requirements

at the expense of others, and also does not

encompass the entire picture.  

The MBA ranking industry started its rise in 1977

with the Carter Report, the Ladd & Lipset Survey

and the MBA magazine. The phenomenon was

noticed by the mass media, and in 1988 Business

Week published its first ranking. As everybody

takes them into account, they are a powerful

opinion-making mechanisms – this is a credit

that can undoubtedly be given to them.  

They do contain valuable information about the

programmes. As a source supplementing the web

pages of business schools they might be

looked at as useful tools, as they include valu-

able summarised data. By taking a cautious

approach one could make an easier compar-

ison between different institutions. The key

is to see them as just one of the factors influ-

encing your decision where to study, rather

than as the most important one. 

The problems with rankings

Paradoxically, one of the problems inherent to

rankings is their huge clout – they have accu-

mulated enormous influence over how appli-

cants form preferences, which has contributed

to the creation of biases. As a self-fulfilling

Without Being Used by Them
Rankings are useful in orienting applicants in the world of business education. At the same time they could be very mis-
leading if considered uncritically and turned into an ultimate indicator for the quality of programmes.

MBA Rankings

Rankings Started
in 1977
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MBA Rankings

prophecy, rankings are thought of as important

mainly because of the fact that they are per-

ceived as impartial, objective and significant.

“The general problem with most rankings is

that they measure what is easy to count, largely

statistics on average GMATs and GPAs, start-

ing salaries and bonuses, rather than what

really matters”, writes John A. Byrne, who

started the first big media ranking at Business

Week in 1988. “The latter is harder to get at,

but essentially what is more important is

whether you think the cost of the degree is

worth the time and effort”, he adds.  

Another reason to consider them critically is

the fact that they are not able to reflect the

needs of the concrete student. “Ranking data

does not match your personal requirements

and your individual definition of business edu-

cation”, says Professor Ashok Som, associate

dean of the Global MBA at ESEC Business School.

In his opinion, ranking is a necessary evil for

business schools, but he doesn’t believe that

it measures the subjective values of the school.

“The rank is how good the fit is between the

school and the criteria defined by the media

publication, not necessarily how good the school

is.”

Their interesting characteristic is that by mak-

ing them, the media sends a subtle invitation for

advertisements to business schools and other

organisations and declares itself an active par-

ticipant in the MBA industry. Some schools, in

their desire to join the game, are ready to change

themselves not in accordance with educational

standards but with ranking criteria in order to

appear at a higher place. Andy Holloway of the

Financial Post gives an example of how that could

be done: “A school could bring in a lot of inter-

national students who don't make a lot of money

and then help them find jobs on London's Square

Mile or New York's Wall Street, giving them a

large starting salary and a huge pay difference

from their pre-MBA days. A school could also

hire more professors from around the world or

start teaching in two languages.” 

Methodology of rankings

The most respected rankings are those of The

Financial Times, Forbes magazine, The Economist,

Business Week, The Wall Street Journal and US

News & World Report. We will review the method-

ology of some of them. 

The ‘weighted salary’ of MBA graduates carries

20 percent of the ranking’s weight and ‘salary

increase’ another 20 percent in the Financial

Times Global MBA rankings. They took account

of three years of professional experience of

former MBA students. The year 2012 accounts

for 50 percent of the rankings results, and 2011

and 2010 for 25 percent each. The other com-

ponents include international mobility at 6 per-

cent of the weight (if before starting the degree

students worked in other countries and the

place where they are currently employed), FT

doctoral rank at 5 percent and faculty with

doctorates at the same percent. 10 percent of

the rankings results depend on the number of

articles published by faculty members in a list

of 45 prestigious journals.

The leader in this year’s list was Stanford

Graduate School of business, which was fourth

last year. An increase in the salaries of gradu-

ates contributed to this result. Stanford is fol-

lowed by Harvard and Wharton. London Business

School is ranked fourth. The most impressive

advance in the last ranking was that of the

debutant Chinese University of Hong Kong,

which skyrocketed straight in at number 28.

9,466 graduates and 150 schools participated

in the 2012 Financial Times survey.

Forbes has a biennial ranking that is based on

return on investment only. The magazine stud-

ies the last five years of graduates’ salary and

the opportunity cost for their period of study.

It makes three MBA rankings. The first is for

two-year US schools, where Harvard, Stanford

and Chicago (Booth) occupied the first three

places. The second is for non-US one-year

schools, where IMD, INSEAD and IE Business

School were the top three. London Business

School, Manchester Business School and IESE

were ranked as the best three non-US two-

year schools. In its last rankings Forbes sur-

veyed 16,000 MBA alumni at more than 100

schools around the world. About 4,800 grad-

uates replied. 

Business Week’s biennial rankings are formed

from the opinions of students weighted at 45

percent and corporate recruiters with the same

weight. Publications in academic journals form

an indicator called ‘intellectual capital rank-

ings’ that accounts for the remaining 10 per-

cent. The first three schools ranked by the
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magazine were Chicago (Booth), Harvard and

Wharton. For the last 2010 Business Week list,

680 recruiters and 26,389 alumni were ques-

tioned. 

The Economist determines which programme

is best by measuring new career opportuni-

ties that it creates at 35 percent of the final

result, personal development and education

experience also at 35 percent, increase in salary

account at 20 percent and networking poten-

tial at 10 percent. Tuck School of Business was

first according to this ranking, Chicago (Booth)

second, and IMD third. 

A total of 115 schools and 17,770 graduates and

students participated in the 2011 study; 80 per-

cent of the data was based on information pro-

vided by schools

and 20 percent by

students and

alumni. A weighted

average of 2011 at

50 percent, 2010 at

30 percent and

2009 at 20 percent

was used for com-

pleting the list. 

Doing your homework

Our advice is to study the methodology of

rankings carefully in order to find out what

exactly stands behind the numbers. Don’t rely

on lists that don’t disclose information about

their methodology. The difference between

the positions of schools in the rankings depends

on what indicators the different media con-

sider most important for evaluating them.

However, you should ask yourself if these match

your own criteria. Rankings shouldn’t be used

as an excuse for skipping the mandatory study

of the most appropriate schools for you. 

A good attestation of the quality of a school

is its ability to remain relatively stable in the

rankings top 10, top 20, top 30, etc. All MBA

programmes in the first top 100 are very good,

provided that they were there in previous peri-

ods. Always compare the standing of a school

in the last ranking with its position in the pre-

vious ones. Too high a volatility could be due

to a sudden change in the answers provided

by alumni, employers and schools but also to

other factors. Over the years there have been

some cases of shooting stars – schools that

appear in good positions, only to sink without

a trace over the next couple of years. 

But if rankings are not good criteria for objec-

tively assessing a school’s value, what is? By

no means avoid rankings, keep yourself informed

by reading them. One thing that you should

take more seriously is the accreditations of

schools. They are more reliable tools for eval-

uating the quality of education. Accredited

schools are certified that they apply certain

academic criteria. The Association of MBAs

(AMBA), EQUIS, managed by the European

Foundation for Management Development

(EFMD), and the Association to Advance

Collegiate Schools of Business (AACSB) are the

three main agencies that put a hallmark (or

choose not to)

on the actual

schools. The

accreditation

makes the

school more

recognisable to

students, but

also obliges it

to keep high standards. “Accreditation”, says

Tony Gibbs, Professional Development

Programme Director at the Business School at

Oxford Brookes University, “can make a con-

siderable difference to students who must

choose from a vast array of programmes on

offer worldwide, and although it is not possi-

ble to quantify the accreditation’s contribu-

tion to recruitment, what is certain is that the

demand for the programme has remained

strong in the face of increasing competition

at home and abroad.”

MBA candidates need to individualise their

approach to the degree when applying. Just

because a school is number one according to

two prestigious rakings doesn’t make it best

for the needs of the student, his needs and

intellectual profile. Applicants should find the

best schools for them, rather than rely blindly

on rankings. It is vital to have an idea which

programmes are tailored for your personal

career path and goals, experience and personal

interests. Without following this norm the over-

all success of your MBA journey is left to the

hands of chance.  r

Accreditations Make
Schools Recognisable
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Is an EMBA
Necessary? 

The most obvious way to measure the worth of an

EMBA is salary growth. A first-of-its-kind  2010 survey

of EMBA graduates dealt with those who had finished

their studies an average of 9.5 years earlier. The sur-

vey showed substantial  increases in participants’

salaries over the decade that elapsed from the time

of their graduation to the time of the survey. The

increase in salary averaged out to 131% from $92,000

at the time they entered the program to $213,000 ten

years later and many with the same employer. Thus,

the survey—which is only one study and not conclu-

sive—suggests that an EMBA makes sense from an

economic perspective for both the employer and

employee. However, the study went further and meas-

ured less tangible factors. When asked whether the

experience was worth the investment, 91% replied in

the affirmative, and 99% reported that they would rec-

ommend the education they got to others.

EMBA Survey Results Summary:

•Salary increase of 131% over ten years;

•Employee Retention: 40% of respondents are still

with same employer;

•Worth the investment: 91% reported yes;

•Recommend the education: 99% reported yes;

• More or less optimistic of the future: 60% more opti-

mistic; 25% much more optimistic; 15% no difference.

Another consideration of the EMBA from an employer

standpoint is employee loyalty or employment reten-

tion. Forty per cent of respondents reported they are

still with the same employer from when they entered

business school. Retention suggests the following: job

growth and job satisfaction is possible in the near future

after graduation; a moral devotion to stick with the

same employer; an obligation by employee for employer

support legally or voluntarily, and the education is

respected and valued at the firm.

Big and expensive decision 

Of course, an MBA of any type does not make its holder

immune to the realities of the workplace and global

economic trends. Conducted at the time of the cur-

rent severe recession, the study showed that 7 per-

cent of the respondents were unemployed or in career

transition, and some commented that the current stag-

nant job market made it difficult for them to make

moves they wanted to make. That said, Arelia Jones

of Washington University’s Olin Business School noted

“the school has had six current  EMBA students  lose

their jobs through down-sizing. Four found jobs after

looking less than two months.” Of Vanderbilt’s class

of 2009, 22 percent received a promotion after the

first year of the programme, 52 percent reported salary

increases, and 74 percent gained greater managerial

responsibility.

The survey also identified that graduates of the EMBA,

the products of the education, overwhelmingly valued

the experience and were practically unanimous in rec-

ommending the education to others. Graduates reported

being satisfied both during and after completing the

education.

Whatever the reasons for doing it or the circumstances

Measuring the Value of 
an EMBA
Do I need an EMBA? This is a serious question for every manager or executive
who has decided to invest his time and money in this type of additional qualifi-
cation. The answer is not simple and in most cases related to whether the EMBA
programme can meet the candidate’s expectations. In his book “Insider’s Guide to
the Executive MBA” Jason Price, Director of EMBA World, gives us some factors
to consider before making this serious step.

EMBA Overview
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under which it is done, pursuing an MBA is a big deci-

sion and an expensive one, with most graduate busi-

ness school tuitions costing in excess of $60,000.

You need to decide why you want an MBA. Then, as

you learn about the EMBA, determine if it is right for

you. The following sources can help you in this impor-

tant career decision:

• Consult with colleagues,

• Talk with your spouse or partner,

• Explore a few executive education programs,

• Contract with a career counselor,

• Meet with an executive recruiter,

• Talk with MBA and EMBA graduates.

Who attends the Executive MBA

As noted in the introduction, each year an estimated

6,000 students graduated from the more than 300

EMBA programs worldwide. Attendees were divided

equally between employees from Fortune 500 com-

panies and small and medium-sized businesses. Some

students were CEOs and private business owners,

while others were managers at non-profit organiza-

tions.

A typical EMBA class will consist of a broad range of

job classes and titles including doctors, lawyers, bankers,

marketers, accountants, and those from non-profit

organizations. Forty percent or more are women, and

many students will be married and have families. All

will be highly motivated and posses an intense desire

to learn. A number of them will have driven or flown

great distances to attend class. One thing for certain

is that all of them maintain full-time employment,

many in high-pressure positions. As much as two-thirds

of the students either self-finance or are partially reim-

bursed for the school expense by their employer. Up

to a half will be fully self-sponsored—they  paid their

own way, receiving no corporate financial sponsorship.

The ideal candidate for an EMBA programme has on

average seven years of work experience and is between

the ages of twenty-eight and fifty- five with at least

some work years in management. A recent EMBA

Council survey found that on average these students

were 36 years old and had 13 years of work experi-

ence.

The typical candidate has not only many success sto-

ries to share with fellow classmates but also a few

job failures and other professional disappointments.

This candidate demonstrates leadership on the job as

well as in the classroom and balances work life with

personal, civic, political, or religious activities. The ideal

candidate also looks for new challenges and has a

passion for learning. Such passion is important. You’ll

be learning a lot very quickly, and you’ll be challenged

to do so at every turn. 

At this juncture in life, the candidate understands the

short and long- term benefits of an MBA. Realistically,

the right time to attend business school comes after

a period of personal growth and professional work

experience, not early when a career is just beginning

to take shape. Graduates of the Executive MBA agree

that an MBA is a career tune- up at 100,000 miles,

not at 3,000 miles.

Some people worry that their age makes them poor

candidates for an EMBA. It bears repeating that 40 (or

older) is not too old for a business school education.

Too many people convince themselves that going back

to school is simply not an option for established pro-

fessionals. When it comes to business education, age

can be an advantage rather than the disadvantage

that many assume it to be. The EMBA equips experi-

enced managers with sophisticated, diverse skills, and

strategic thinking that they can apply to their job imme-

diately.

“The  average age of my class was thirty-three years

old. We are  diverse culturally and professionally.

Represented in the classroom we have law, medi-

cine,  advertising,  entrepreneurs, and nonprofits.  B-

school offers a unique opportunity to connect with

people and build strong dialogue and bonds with peo-

ple you would not necessarily connect with. The EMBA

creates an opportunity  to make these connections

and I have created life-long relationships” said RP

Singh, New York University EMBA student, Director of

Business Development, Reuters News Service

Taking the time to explore all your options is the first

step toward a more satisfying learning experience.

Taking the time to learn about the Executive MBA is

well worth the payoff in advancing your career. As the

2010 EMBA graduate survey notes, not only were they

satisfied with the education but would recommend

it to others.

Kevin McNally, New York University EMBA graduate,

Director, Morgan Stanley Smith Barney resumes: “The

EMBA  has helped my career in a way no other pro-

gramme can. Unlike a full-time program, I was able

to continue to advance my career while in school.

Rather than putting my advancement on hold for

two years, I was able to maintain my status and

achieve economic and title increases  while attend-

ing  business school. Perhaps more importantly,   I

was able to apply what I was learning as I learned

it. This increased my retention and lifted my abili-

ties on the job.”  r

More info: www.embaworld.com 
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The Road to the Top

No segment of management education fea-

tures as broad a range of choices as the mar-

ket for Executive MBAs.  That’s because EMBA

programmes can serve many different pur-

poses.  Some are straightforward part-time

MBA programmes that cater to a somewhat

more senior population wishing to get a solid

foundation in the principle areas of manage-

ment.  At the other end of the spectrum we

find highly sophisticated programmes, often

offered across continents and jointly by sev-

eral schools, which have more in common

with top-notch custom-designed executive

education programmes than with the tradi-

tional MBA.  And, naturally, we find everything

else in between.

There is also no such thing as the “typical”

EMBA student.  It is true that a common pro-

file are successful functional or line man-

agers wishing to acquire a 360-degree view

of business to make the transition to the sen-

ior management level and general manage-

ment responsibilities.  But others are suc-

cessful entrepreneurs or leaders of family

businesses who haven’t previously had the

time or the need to study for a management

degree and who hope to take their enterprise

to the next level with the additional knowl-

edge, skills, and network they can obtain

through the programme.  

Still others come

from rather

unconventional

backgrounds –

the scientist who

runs a lab, the

military officer

who increasingly

spends time behind a desk, or the medical

doctor tasked with overseeing a hospital

department.  And then of course you have

the absolute high-flyers – people who have

already risen to the rank of top management

and who want to challenge themselves fur-

ther.

Since the majority of EMBA participants already

have substantial management experience, it’s

a fair question how an EMBA programme can

facilitate their career advancement and tran-

sition to general management roles and

responsibilities.  The key to achieving this is

what I like to call the three reinforcing “p’s”:

profiles, problems, and pedagogy.  The class

discussions among a group of well-selected

EMBA profiles are very different from what

occurs in an MBA or Master in Management

classroom.  Because of their seniority, EMBA

participants are, on the one hand, much more

conscious of the internal complexities of most

business organizations and the resulting obsta-

cles to effective management and project

implementation; and on the other hand, they

are keenly aware of the importance of creat-

ing new avenues for growth, even if this has-

n’t been their direct responsibility thus far.  

These are pre-

cisely the main

demands on gen-

eral managers.

Supported by the

faculty member

in charge, a good

EMBA group ele-

vates the discus-

sion.  The kind of problems which are discussed

further reinforces this.  In an EMBA programme,

the selection of topics and cases stress prob-

lems related to managing change, innovation,

internationalization, and stakeholder conflicts,

as opposed to the somewhat narrower and

more technical problems that predominate in

more junior programmes.  Lastly, the peda-

gogy is key: whereas analytical problem-solv-

ing still reigns supreme in MBA programmes,

experienced EMBA faculty quickly drive the

discussion to the ‘now what?’ that is the

domain of general managers.  

In fact, the more senior the participant pro-

file, and the more successful participants have

been thus far in their careers, the less empha-

sis EMBA programmes place on the traditional,

functional areas of business such as market-

ing, accounting, or operations management.

How an EMBA Can Make Students 
Progress from Management to 
General Management
By David Bach, Dean of Programmes at IE Business School and Academic Director of the IE Brown Executive MBA
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You Can’t Make a
Leader with a Lecture



Sure, even the top programmes include courses

on these subjects, but they rarely have the

depth and detail of a conventional full-time

MBA course.  The reason is that high-flyers

either already have the technical knowledge,

or have succeeded without it.  Instead, the

top EMBA curricula disproportionately focus

on four areas: leadership, strategy, innovation,

and globalization.  That’s because these are

the area that primarily occupy people in charge

of entire business units.  

In order to serve the most senior participants,

business schools are increasingly joining forces.

The top three EMBA programmes in the most

recent Financial Times ranking are all jointly

offered by two or even three schools.  This

way, participants have the opportunity to learn

from the very best faculty of each school as

well as enjoy the benefits of belonging to

multiple alumni communities (crucial for post-

programme networking) and the prestige of

multiple elite brands.  

A second trend is the modularisation of EMBA

programmes.  Business is global and man-

agement education is following suit.  So rather

than attending class locally every weekend,

participants in the top programmes crisscross

the globe as they attend modules in multi-

ple locations over the course of the programme,

often mixing established global business hubs

with hotspots in emerging markets.  Such

immersion helps contextualize learning and

broadens participants’ perspective.    

Third, and perhaps most importantly, are the

great strides such programmes make to develop

participants’ leadership capabilities.  Leadership

skills are, after all, the great differentiator on

the way to the top.  But you can’t make some-

body a leader by giving them a lecture.  That’s

why experiential learning, group work with

cross-cultural teams, self- and peer assess-

ment, critical thinking exercises, and creativ-

ity workshops have all become part of many

schools’ EMBA curricula.  

Participant demands for the very best man-

agement training available will surely con-

tinue amongst the world’s top EMBA

programmes and these programmes will there-

fore no doubt remain a motor of innovation

for management education as a whole. r
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Wonder Women?

Government workforce data report that

employed women outside the home rose to

66 million in 2009 up from 30 million in 1970.

Today over 46% of the labor force is female,

and that percentage is growing. Women are

closing the M.D. and Ph.D. gap and make up

more than 47% of the students in law schools,

according to the American Bar Association. In

contrast, women represented just 31% of the

entire student population in business schools

in 2007, according to a study by the Forte

Foundation. As reported by Catalyst, a women

in business publication, only fifteen of the

Fortune 500 are headed by a female CEO, that

is a paltry 3%.

Are gender roles too entrenched in a way

that business remains a less acceptable

career path for women than the fields of

law and medicine? Does the old-boys net-

work in upper management refuse to

crack? Perhaps the cost is too far out of

reach, considering that, even with an MBA,

women will continue to earn less than

their male counterparts five years after

graduating.

How about the timing? Women who attend

law or medical school are generally in their

immediate post-college years. The need for

practical experience in law or medicine is not

as necessary to the educational experience

as it is for a business degree. It’s rarely pos-

sible for women who leave the workforce dur-

ing their child-bearing  years to leave

employment again to attend business school

full-time, although it’s done—though some-

times to the detriment of a career. Attending

part-time over five years at night as a primary

caretaker for young children is rarely a prac-

tical option. Business schools struggle with

low numbers of women and are making direct

appeals to corporations to sponsor more female

employees.

The Executive MBA offers an interesting alter-

native for women, particularly for women over

30 who are mothers, trying to balance a career

with family. Assuming a support structure at

home, business school complements work,

receives endorsement  from an employer, and

can be achieved within two years in classes

held on weekends with minimal interference

with the job and family. It may fulfill a woman’s

academic aspirations, boost enrollment, and

lead to a corporate world better represented

by women, particularly in upper management.

Advantages for Working Mothers:

• No career interruptions: Working mothers can

continue to maintain full and active employment.

• Monthly or bi-monthly weekend or evening

schedule does not interfere with work and

permits a more flexible organization of fam-

ily responsibilities.

• EMBA class assignments, although rigorous,

are quite manageable and designed to accom-

modate work and personal responsibilities.

• An EMBA serves as a balance between career

growth and family requirements.

• Technology allows students to conduct

research, exchange papers, participate in vir-

tual study groups, and receive online tutoring

from the home or office.

• Incidentals and other administrative  issues

related to school are handled by program

administrators.

Overcoming challenges,  making adjustments,

and meeting requirements necessary to earn

an MBA are doable, according to every

woman interviewed for this book. Without

being singled out for special treatment,

women will find that fellow classmates,

faculty, and administrators are willing to

make accommodations within reason and

that they can still meet graduate business

school expectations.

If you accept the idea that business school

best serves people with experience, then per-

sonal and career choices that women have

traditionally faced such as postponing family

or dropping out of work for business school

do not have to be the only options. The EMBA

specifically accommodates  full-time work, so

the degree does not set back career advance-

ment.

Here is a typical schedule in the life of one

working mother who attended an Executive

MBA programme.

Women, Working Mothers, 
and the Executive MBA
“For a woman to succeed in business,” according to feminist historian and author Fannie Hurst, “she has to be twice as
good as a man to go half as far.” The article is an extract from “Insider’s Guide to the Executive MBA” by Jason Price,
Director of EMBA Word. 
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• 6:00 A.M. Wake up and dress for work.

• 6:30 A.M. Feed husband, daughter, fish, and

dog.

• 7:30 A.M. Take daughter to daycare.

• 8:00 A.M. Arrive at work.

• 9:00 A.M. Meet with CFO to develop cash

flow and discuss pro forma for a business

planning project.

• 10:00 A.M. Review financials for noon meet-

ing with auditors.

• 11:00 P.M. Receive call from classmate to

briefly discuss Porter’s Five Forces and plan

evening study group.

• 12:00 P.M. Meet with auditors to review pre-

vious quarter performance.

• 1:30 P.M. Grab lunch.

• 2:30 P.M. Review the evening study outline

just sent by email from classmate.

• 3:00 P.M. Prepare for morning presentation,

review MS PowerPoint presentation.

• 4:00 P.M. Attend unexpected meeting and

conclude preparation for morning meeting.

• 5:30 P.M. Pick up daughter and dinner.

• 6:30 P.M. Eat dinner with daughter and hus-

band and leave clean up for husband.

• 7:30 P.M. Watch conclusion of Disney movie

with daughter. 

• 8:00 P.M. Enter study room, shut door, and

conference  call classmates to discuss assign-

ment on Merck-Medco  case. Draft outline,

discuss timeline, and delegate parts.

• 10:15 P.M. Take a break and prepare lunch.

• 10:30 P.M. Read Economics chapter and go

online to post questions for professor.

• 12:00 A.M.Go to sleep.
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Did school scheduling make

things easier or harder for

you?

I have no regrets about the program. It

helped me in my career transforma-

tion. The networking is phenomenal.

The CFO [of my company] is a class-

mate, and he would not have hired me

if it were not for our interaction and

relationship in the program.

What advice do you have for

women considering going

back to business school?

Consider the Executive  MBA! I recom-

mend doing it sooner as opposed to

later. There is a big difference in terms

of time commitment and manageabil-

ity when your son or daughter is nine

months old as opposed to two years

old. It was so much easier when they

are younger. They don’t know you’re

leaving them for school, and you can

get away with studying a lot more

because they sleep a lot and are a bit

more manageable.

There is a big paradigm shift in our

thinking today in society toward women

being the breadwinner and the hus-

band being the stay home dad. When

my husband takes our children to the

park, mothers are in the park asking if

he has a day off from work. The role

reversal alone presents a challenge for

women.

Women can step up and take the role

of supporting the family while the father

stays at home and, at the same time,

if you want to take a sabbatical from

work and be a stay home parent with

the intention of returning to the work

force, then the EMBA should be consid-

ered as an option. It will depend on

how the university feels about this.

While there is no hard-and-fast statis-

tic on the number of mothers attend-

ing business school, the Executive MBA

clearly presents an interesting oppor-

tunity for either parent wishing to

advance his or her professional educa-

tion. The message is clear: Maintain a

professional career and manage a fam-

ily while earning an MBA. The Executive

MBA may be the perfect mechanism to

help address an important gender gap

in the managerial workforce and in pro-

fessional education. r

More info: www.embaworld.com

Interview with Darcy Sementi, University of Illinois EMBA
graduate, VP Sales and Marketing, Personal Care



EMBA or Part-Time MBA

Education in management first appeared in the

United States in the late 19th century, as the

country shifted towards industrialisation and

a growing need emerged for scientific approaches

to management. While the main principles of

the MBA, which include in-depth education in

accounting, human resources, management

and finance, have remained unchanged, the

options for obtaining MBAs have expanded from

the original two-year full-time degree.

The roots of executive and part-

time MBAs

The EMBA programme was first introduced by

the University of Chicago in 1943 to serve work-

ing managers by means of an advanced grad-

uate business degree. Now more than 180

schools offer EMBA programmes, with three

quarters of them based in the United States

and the rest spread throughout Europe, Asia

and South America. Some 200 000 people

have graduated through EMBA programmes and

are represented by leaders across all fields in

business, medicine, law, and government, accord-

ing to data from the EMBA Council.

Part-time MBA programmes appeared much

later. In fact this management education for-

mat is the newest in the market and was intro-

duced to meet the needs of candidates who

wish to qualify for a full-time MBA course but

cannot afford to take one or two years off work.

Different target groups

The two programmes target different types

of specialists. The part-time MBA is designed

for working professionals in the middle of

successful careers who want to advance fur-

ther, mostly in their own organisation, with-

out leaving their typically high-earning

positions. Part-timers usually need endorse-

ment from their employers in the application

process, as they need to take some time away

from the office for classes.

The EMBA is designed to meet the needs of

those working in higher management.

“Executive MBA students are high-calibre man-

agers, executives and entrepreneurs who have

the potential and motivation to become truly

global, multi-skilled business leaders,” accord-

ing to the London Business School. Most of

the students have experience of working in

multi-cultural environments and in different

countries around the world.

Admission requirements

The admission criteria for part-time and exec-

utive MBA students include passing an exam-

ination such as GMAT or GRE and at least 3

to 5 years of working experience. EMBA pro-

grammes, however, are more flexible and some

b-schools have waived the examination require-

ment, but most of them demand at least 5

years of managerial experience, as candidates

are often judged on what they can bring to

the programme. EMBA programme participants

are usually aged between 33 and 40, while

students in part-time programmes are usu-

ally younger, with an average age of between

27 and 32.

Structure

Both programmes allow students to obtain

an MBA while working full-time, as classes

may be scheduled on several weekday

evenings, after normal working hours or at

weekends, which encompass Fridays as well.

In both cases students need around 15 hours

a week for individual study, preparation and

group work. The modular approach includes

concentrated campus meetings over a long

four-day weekend or an entire week at monthly

or two-monthly intervals. 

Modular EMBA provides global

experience

Many business schools offer modular EMBA

programmes taught on a multi-campus basis,

allowing students to choose whether to attend

classes in Europe, the United States or Asia.

The modular EMBA classes attract business

executives from all over the world from a vari-

ety of backgrounds, cultures, perspectives

and industries. Communication with such a

wide variety of top executives provides the

opportunity to earn global experience, get a

grasp of a broad range of business perspec-

tives and benefit from valuable networking

opportunities. r

Find the Differences  
Part-time and Executive MBA programmes are both designed to meet the needs of experienced professionals who want to
gain essential management skills without leaving their full-time job. What are the differences between them? 

EMBA Format
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Is an Online MBA Right
for You? 

What’s more, many online MBAs are fully accredited by

one or more accreditation bodies such as AACSB and

EFMD CEL. MBA candidates working in the public sec-

tor should find out whether the online format is recog-

nised by their government agencies prior to starting their

programme, however. For candidates in the private sec-

tor, the format of their degree is typically of minor or no

importance. As a graduate degree, the online MBA is

recognised on the basis of the reputation of the busi-

ness school awarding the degree. To date, online MBA

programmes are not ranked, leaving this often contentious

measurement out of the picture. 

In general, the profile of students enrolled in online MBA

programmes mirrors that of full-time MBA students in

terms of age, work experience, male/female ratio, birth-

place and the quality of employers represented. Yet

despite these similarities, there is still no substitute for

the physical presence of students, which makes the full-

time MBA the best learning option. One benefit of the

online format is its cost, as online students are not required

to pay the bricks-and-mortar costs of a full-time MBA.

Flexibility in time and format

Candidates considering an online MBA know that these

programmes fall into two broad and overlapping cate-

gories: a virtual format based almost exclusively on online

communication, and a blended version where students

in the same class are expected to come together to

attend classroom sessions for short periods of time. A

third variation, the distance learning MBA, enables stu-

dents living relatively close to the home campus to sub-

mit papers and exams by post.

In addition, the duration of online programmes varies

according to the needs of each student. For example, a

student working towards an online MBA at Thunderbird

will be expected to attend classroom sessions for 25

percent of the programme and have the option of com-

pleting it in twelve, nineteen or thirty-six months. 

At the start of your online MBA, textbooks and printed

materials can be posted to your home or office if requested.

For study purposes, students have access to virtual

libraries and 24/7 resource centres. Just as in full-time

programmes, professors assign readings for each mod-

ule. In the purely online format, students do not sit exams

but instead are graded incrementally as they progress

through the modules. This means they know at any

point what they need to achieve to ensure a pass. In the

blended version, students sit graded exams.

Small class sizes encourage written

communication

In the online MBA, every student follows the same pro-

gression through the core curriculum. Students join small

and carefully structured classes, enabling them to receive

individual attention from faculty staff while communi-

cating more effectively than is often the case in the large

classes typical of full-time MBA programmes. Case stud-

ies are tackled in small groups just like in the corporate

world, which prepares students to manage global teams

and apply their learning to real-life situations. 

As students complete one business course and start

another, their relationship with their fellow students is

strengthened across the entire class. A self-perpetuat-

ing cycle, communication within an online MBA class

extends right through and beyond graduation. You will

have created and sustained a solid business network

that will last your entire career. Moreover, your writing

skills will have improved considerably since the main

form of communication is through the written word.  

Network-building lasts a lifetime

One of the hidden attributes of online MBA programmes

is the high level of student participation, often exceed-

ing that of full-time MBAs. When students have ques-

tions about a particular aspect of a course, they submit

them by email to their professors. When they work

together in workgroups, they communicate by email. To

contact programme directors, they mail a quick ques-

tion. All of these messages and ideas are saved for future

reference to the extent that participation becomes a vir-

tuous circle of knowledge flow and information exchange.

Online MBAs appeal to upwardly-mobile executives who

recognise the value of getting a business education no

matter how far their campus is from their home or office.

By completing an online MBA, executives can demon-

strate to their managers that they have the same drive,

discipline and motivation as full-time MBAs. r

Do You Have the Drive, Discipline
and Motivation?
If you are looking to pursue an MBA with minimal disruption to your business career and family life, applying to an online
MBA programme is a possible alternative. No matter what time zone your home or office is in, or how far you are from
your business school of choice, you can learn new business concepts and apply them directly to real-life situations with
the online MBA format.

EMBA Format
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Yes You Can ! 

The specific target group for EMBA programmes

is working executives and managers who want

to enhance their career path. These pro-

grammes are for professionals who are already

experts in a field or industry and need to

boost their general management skills. That

is why enrolment is often bound to a new or

anticipated promotion.

An EMBA is essentially a part-time MBA, but

the average student profile is slightly differ-

ent. These programmes are aimed at experi-

enced executives who prefer not to leave their

well-paid jobs to take a full-time MBA and

typically require significant business experi-

ence to gain admission.

In order to enrol in an EMBA programme, you

need to follow some basic steps that are part

of any application process. The steps in gen-

eral are the same as in the MBA admission

procedure. You need a strategy of how to

achieve your goals, good planning of your

time and also to prepare your resume, write

essays, get references and get ready for the

interview. 

However, there is a difference and the key

one is the profile of the

prospective candidate. The

emphasis is placed on the

profile as a combination of

work experience, profes-

sional achievements and

personal characteristics of

the EMBA applicant, rather

than on other aspects like

high test scores. In other

words, the personality and

experience of the prospec-

tive candidate matters the

most. The candidate profile is certainly more

essential than the performance in the GMAT

test, for instance. 

Most MBA programmes use a combination of

GMAT scores and undergraduate grade aver-

ages to evaluate candidates for admission.

Students with undergraduate degrees in non-

business fields are often required to success-

fully complete business ‘core’ requirements

before being allowed to enrol in graduate level

courses.  

EMBA programmes, in contrast, do not always

require candidates to take the GMAT, focus-

ing instead on the professional background

of their potential students. Still, many busi-

ness schools require a high score in a test

proving your analytical, numeric and verbal

abilities – however, this is not always the

GMAT but may be their own school admis-

sion test. 

Career Path

What differentiates the EMBA most from the

conventional MBA programme is the require-

ment for substantial professional experience

from EMBA applicants. The business schools

want their EMBA students to have a long-

term career path in most cases. 

At HEC Paris Business School, a key require-

ment to enrol in its EMBA programme is rich

and substantial professional experience of at

least eight years. This includes international

experience. Prospective candidates should

also prove a track record of ability to influ-

ence their company’s strategic decisions. 

Substantial postgraduate work experience of

at least eight years is a key prerequisite for

the EMBA programme at the ESADE Business

School. Applicants should be in full-time

employment, have a current international job

profile and a proven history of leadership. The

school also requires EMBA applicants to hold

a bachelor’s degree from an accredited higher

education institution.

EMBA students at the London Business School

typically have between five and 22 years of

managerial experience, and the majority have

experience of working in multi-cultural envi-

ronments and in different countries around

the world. 

To sum up, it is crucial to present yourself, your

personality, personal achievements, personal

targets and personal view while preparing your-

self for applying to your chosen EMBA the best

possible way. However, nobody is perfect and

business schools are absolutely aware of this.

As well as your strengths, they also want to

see that you are self-aware and realistic, so

don’t be afraid to reveal yourself even in the

form of weaknesses. In fact, this may help your

case with the admission committee. A story

about how you learned from a failure, improved

upon a weakness or faced challenges could

actually be your trump card. r

Are Executive MBAs Easier to Get Into?
In many ways it is easier to enrol in an Executive MBA programme compared to a conventional MBA. The programme, des-
tined for already experienced professionals, is more flexible and requirements are eased to some extent. 

EMBA Admission

136Access MBA Guide- 2012-2013



Alexandre Menais, EMBA from HEC

A Prestigious Title That Reflects         
Your Hard Work

Why did you decide to go for an EMBA?
Everything was okay with my job, but I realised that I wasn’t really making any additional

professional progress. Moreover, I realised that I would not have the opportunity to develop

experiences in the areas where I knew I was lacking if I remained in the same position. At

this stage of my career, I realised that a technical background and management experience

would not be sufficient to tackle complex management problems which require key skills. I

wanted to be in a position to participate actively in my company’s strategic decisions and

development.  I enjoyed being a lawyer but I wanted to become a manager and understand

better how companies work in order to become strong market leaders. I thought that some

formal training would help me to better focus on my ideas and my ambition.

What were the most important aspects you considered
when choosing an EMBA course?
I used to work for several US companies before choosing my MBA course in France and in

Europe. Therefore, I was not looking for an international MBA per se, but a programme focused

on strategy and finance with a well-known reputation and offering a strong network. In addi-

tion, my company wanted me to do it part-time. HEC was the best option.

What was the most difficult part in getting the EMBA?
Definitely to maintain the balance between your courses, your day-to-day job and your fam-

ily. It takes time to find the right tone. This is also a period where you have to spend a lot

of time with your MBA colleagues, which is difficult for your  family and friends to under-

stand but it is a key success factor of your MBA.  

Why did you decide the degree was worth pursuing?
A master’s degree in business is a title many wish to hold for several different reasons. It is

a prestigious title that marks your hard work, dedication to your education and subsequent

career.  Many employers take note of it as well. It also offers the possibility to improve your

academic record after you complete your undergraduate studies.

What was your goal and how will it help you achieve it?
My goals were simple: to learn tools that I can use in my future role as manager, to build up

strong relationships with new friends and to have the benefit of the HEC network.   

What was your most valuable experience during the
study?
Globally, I particularly appreciated the right balance between academic courses and semi-

nars. For instance, I have been particularly interested in the leadership approach. Also some

seminars consist mainly of a business strategy game which allows participants to deal with

key aspects of strategic market development option. But most valuable for me were group

exercises, in particular the one dedicated to the audit report of a company. We did a due

diligence of a company and put in place strategic recommendations. It was like a real-life

experience as we acted as an executive committee. It was very surprising because we did

not know each other before the MBA. However each member of the group took  his role and

responsibilities naturally and we were able to deliver a report. A very good exercise of man-

agement indeed! r

Alexandre Menais is Group Senior Vice

President and Group General Counsel of

international information technology com-

pany Atos. Alexandre has over 15 years

of experience, mostly in senior manage-

ment positions, gained in international

market leaders such as Accenture, eBay

International, Xerox, Lovells and Credit

Mutuel. He has strong expertise in strat-

egy, legal teams management, M&A, proj-

ect finance and management of crises. 
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Networking – the Key to
Career Success

Networking is making links from people

we know to people they know, in an organ-

ised way, for a specific purpose. The pur-

pose may be to make friends, to sel l

products and build business relationships,

to find a job or to get information and

share knowledge. The key to networking

is that it is a mutually beneficial relation-

ship between two or more people where

everyone involved succeeds more because

of the relationship than they would with-

out the relationship. The network of an

MBA student includes not only classmates,

but also other students at the school, aca-

demic staff and school alumni.

Networking helps some 60% of

graduates to find a job

For MBA students and graduates, networking

is an important job-search tool; surveys show

that some 50% to 60% of MBA graduates have

found a job by networking. Moreover, network-

ing can be used to help MBA students in careers

research and decision-making. A Financial Times

survey  conducted among more than 9,000

alumni from top MBA programmes showed that

networking was the third most important rea-

son given for studying for an MBA, after

increased earnings and the education itself

and before prospects for promotion and chang-

ing jobs or careers. In addition, 95% of respon-

dents who valued networking said that it had

worked.

When to start networking

For MBA students, it is important to start net-

working early in the MBA course and some-

times even before that. Wondering what MBA

programme to choose? Contacting alumni can

give you a good idea of the culture of the school

and an insight into the real experience of the

programme. The most valuable aspect of the

network of classmates is what you learn from

the experience of others. Moreover, the con-

nections that you build in your MBA class may

prove priceless: several years later these peo-

ple will either be running their own businesses

or have high-level positions in big companies.

Job networking comes at a later stage, when

you can use alumni contacts to get an insight

into the industry in which you want to pursue

a career and prepare for networking events

and interviews with recruiters.

Alumni networking

Most b-schools provide a career network serv-

ice designed to help current students gain an

insight into careers through contacts with

alumni. Career networks typically include grad-

uates in all kinds of subjects and working in

a wide range of career areas worldwide.

Graduates can be contacted by e-mail or tele-

Use Your Network Wisely and Gain 
Access to Ample Opportunities
A survey among alumni identified networking as the third most important reason to choose an MBA. Networking is the key
to career success, but it should be done properly in order to build mutually useful relationships and benefit from plentiful
opportunities.

EMBA Careers
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phone. Many of them agree to help by giving

an information interview including an informal

meeting with a student who aims to follow

in their footsteps in order to talk about the

graduate's work, how they started out and how

their career has developed. Another possibil-

ity is so-called work shadowing, which involves

spending a day or more following and observ-

ing the graduate as they go about their day-

to-day work. Work shadowing is the best way

to gain a deep understanding of the job, but

only a minority of graduates are able to offer

it. A few alumni are also ready to help stu-

dents from their school who have applied for

employment in their company by preparing

them for the job interview and giving them

valuable knowledge of the company back-

ground.

How to approach contacts

The first step to making a networking contact

is usually by e-mail. People are busy and it is

not easy to grab the attention of someone

who doesn’t know you. It is therefore impor-

tant to use an effective subject line that includes

a common point of reference to increase the

chances that your e-mail will be opened. If

you were referred by someone, you should

mention the connecting person and send the

e-mail to them as a copy, or you can include

the name of the mutual acquaintance who

gave you the contact. “One of our alumni who

regularly receives networking e-mails from

students or other alumni confided that she

took networking e-mails more seriously if they

are from people who reference two mutual

acquaintances or connections in their e-mail,

such as a personal referral and a common

group connection,” says Carolyn Bregman,

Emory Alumni Association's director of Alumni

Career Services, in her article Effective

Networking E-mail Strategies.

The e-mail itself should be short and to-the-

point. It should include a brief description about

you and your background and should explain

why you are getting in touch and what you

want from the addressee, says Bregman. “Be

clear about your own career goals, as well as

the goals and outcomes of your contact;

express why you are reaching out to your

reader, of all people, for advice and informa-

tion.”

At the end of the e-mail, you should give your

contact information and thank your reader for

his or her time and attention.

When networking by e-mail, you should not

ask for a job; do not attach your CV to your

initial e-mail. You can describe your relevant

background concisely and use a subsequent

face-to-face meeting to provide your CV.

If you want to make networking more per-

sonal, you can follow the e-mail up with a tele-

phone call. If you intend to do so, you should

write in your e-mail that you would like to con-

tact the reader by telephone in a particular

time window and to follow it through. Telephone

conversations should also be concise and clear,

stating your specific goals and trying to get

as much information as possible about your

target field.

The next step in networking is arranging an

information interview at a suitable location

and at the addressee's convenience to get a

deeper insight into your targeted career field,

and to obtain his or her advice or suggestions.

Before meeting alumni, you should do some

preliminary research through careers websites

and information booklets to avoid wasting their

time by asking unnecessary questions. You

can prepare a list of relevant questions about

the company and the job in order to find out

what skills you need to develop in order to be

hired. The meeting should be about 15-20 min-

utes long and you should not ask for a job,

just for information. It would be polite to send

a follow-up note thanking the interviewee for

their time.

Recruiting events

B-schools usually organise or host a large num-

ber of recruiting events that include informa-

tional or social events like dinners, cocktail

receptions, coffee chats, case competitions,

case preparation sessions and corporate pre-

sentations. These can be open to all students

or by invitation to a group of students. Students

are not required to attend all such events, so

you should make a strategic choice on which

events to visit in order to meet the people

with whom you want to network. With a spe-

cific goal in mind, you should prepare to make

a personal connection with the targeted peo-

ple and include details about your background

and credentials fluidly into the conversation,

which should not last more than 10 minutes.

Networking, in terms of gathering information

and making contacts, is a powerful career tool

but it needs to be used delicately and tact-

fully. You should learn to be pleasantly per-

sistent, but never blunt or rude. The key to

success is to be sincere and personal, to get

to know people and find common interests.

As Thom Singer, an expert in social network-

ing and personal branding, says: “Networking

is your key to career success. Do it incorrectly

and you go nowhere. Become proficient at it

and you’ll fill your life with opportunity.”  r
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Christophe Ancey, IESE Business School 

Pursuing an EMBA is a Personal                       
Challenge

Why did you decide to go for an EMBA? 
There are 2 answers to this question. The first is that I wanted to learn. After 20 years of experi-

ence in the automotive industry, I had been fairly successful in each of the functions and mis-

sions I had been involved in. Whether in technology, processes, finance, people management or

many other fields, I had acquired enough knowledge to allow me to deal with everyday challenges.

But you only deal with what you know and I felt the need to learn more. 

The second element was a personal challenge. The challenge for me was not so much the degree

itself as to show that I was capable of completing it.

What were the most important aspects you considered
when choosing an EMBA course?
The first aspect was the course content. The more global your view, the more you realise how lit-

tle you know. This is a lesson I learned from working in global environments. The scope of the

EMBA was the widest I identified among the available Master's degrees. 

The second aspect was the opportunity to integrate this course into my activities at that time. I

am fairly committed to my teams and it was important for me not to let my absence be to their

detriment, in other words to ensure continued fulfilment of the objectives. The EMBA allows this. 

The third aspect was the diversity of alumni. The different functions, sectors, languages and cul-

tures gathered together in one single class promised an interesting exchange for those who are

ready for it.

What was the most difficult part in getting the EMBA
degree?
In my case, the most difficult part was managing the workload and the frustration and stress gen-

erated. I simply did not have enough time to deal with the details and ensure the accuracy I usu-

ally expect. Fully maintaining my professional activities at the same time did not help, despite the

adaptation in the organisation. 

Why did you choose IESE Business School? 
Several factors contributed to this decision. The first was related to the scope of the Global Executive

MBA offer proposed by IESE. The second was the bi-monthly formula offered. I understood that it

would be easier for me to organise myself for 7 intensive 2-week periods rather than monthly

periods. Needless to say I underestimated the amount of preparation and distance learning that

would be required between periods. But I still believe that the bi-monthly formula was more con-

venient in combination with my full time job. The third was the ranking of the school in specialised

magazines. Despite the fact that ranking criteria may always be questionable, the fact that IESE

consistently ranked among the top 10 schools ensures an outstanding course.

How did your Global EMBA help you after graduation to
climb the career ladder in your  organisation ? 
I think it helped me in two ways. On the one hand, GEMBA develops entrepreneurship. You have

enough choice to decide on your next steps and master your future. On the other hand, your peers

know the performance of executives who have gone through such courses. This delivers the sig-

nal that you will even be more valuable to the company after graduating. It then provides your

company with a period of 18 months to identify career opportunities for you.  In my case, I was

offered a career one month after the start of GEMBA 2011. A powerful tool! r

Christophe Ancey, 43, is French. He holds

a Bachelor’s degree in Engineering from

ITECH Lyon. He started his professional

career in Sommer Allibert in 1991, taken

over by Faurecia in 2002. After several

top managerial posts, he is now Asia

Vice President at Faurecia Interior Systems.

The group is among the 10 largest auto-

motive suppliers in 2008, with a turnover

of €12 billion and 58 000 employees in

190 sites and 29 countries. Christophe

participated in the INSEAD Senior

Management Programme organised together

with Faurecia University. He has also

taken Swedish classes to improve his

understanding of Swedish culture.
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Duncan Chapple, London Business School

The MBA is the Best Way to Drive    
Business Improvement

Why did you decide to go for an EMBA?
At Ovum, I saw how the effectiveness and profitability of the firm was transformed by a new

management team with strong financial and marketing acumen. Because there are fewer

economies of scale in communications agencies, most are managed by founders who put

clients before business profitability. That's great for clients, but makes it hard to develop pre-

mium services and grow employees.

What were the most important aspects you considered
when choosing an EMBA course?
I didn't make a great start! I got the FT rankings, opened up Excel and made a ratio between

the costs and rankings. But that focused me towards high value schools, which often didn't

have the brand equity needed to attract a large, diverse group of students – or broad corpo-

rate relationships. I shopped around a lot, looking for schools that felt right and had a good

energy. After a long journey, it was obvious that focusing on the costs was sending me in

the wrong direction. The outcome to focus on the long-term career impact, not the rank-

ing, and that showed that the more costly programmes were actually better value for money.

What was the most difficult part in getting the EMBA?
My major MBA projects were the biggest challenge. One supervised by Joseph Stiglitz, a

Nobel prize winner, and the other by Paddy Barwise, a hugely important figure in British

marketing. They were incredible role models, and demanding.

Why did you decide the degree was worth pursuing?
What was your goal and how will it help you achieve
it?
My goal was to drive business improvement, and to increase my value through doing it. The

MBA seems the best way to do that but, to be honest, I underestimated how great the impact

would be. It transformed my attitude towards risks and identifying options.

What was your most valuable experience during the
study?
I was lucky enough to take a term of my part-time MBA as a full time student in the Ivy

League, at the Tuck School of Business at Dartmouth. Much of my work is with US firms

and, while every US business school is aware of the outside world, Tuck is a profoundly

American school, which gave me excellent insight into the managerial styles of US business

leaders and – needless to say – an excellent education.

How would you describe the learning environment at
London Business School?
London Business School seems to put three things above all others: group work is central

to the London experience, and I don't know another MBA with such a high amount of it; fit

to the school's goals is crucial in selection, meaning that great candidates who would ben-

efit more from some other school get redirected; values are increasingly central to the school,

giving it a more holistic feel. r

Duncan Chapple is a consultancy direc-

tor at Loudhouse, the marketing wing of

The Octopus Group of communications

agencies. After an MSc in business analy-

sis at City University in London, Duncan

was an industry analyst at Ovum follow-

ing the market for technologies that sup-

ported customer relationship marketing.

Since completing his Executive MBA at

London Business School in 2004, he has

held director-level positions in commu-

nications consultancies serving high tech-

nology solution providers.
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Student Body
Male/Female Ratio: 66,65/33,35%

Age Range: 26 - 45

Average Age: 32

International Students:

Europe: 61%

North America: 5%

Central/South America: 2%

Middle East: 2%

Oceania and Asia: 21%

Africa: 7%

Latin America: 2%

Admission Requirements
We look for motivated, enthusiastic individuals who

can contribute their experience in the classroom and

have clear objectives for taking an MBA.

University degree: 

Bachelors, but not essential

GMAT (minimum): 550

TOEFL: 100

References: 2

Minimum Length of Work Experience:

3 years with a first degree, or 5 years with no first

degree

Costs
Application Fees: None

Tuition Fees: £32,500 

Scholarships: Yes, please visit website for more

information

Contacts
Name: Susan Lawrance

Email: mba@ashridge.org.uk

Telephone: +44 (0)1442 841061

Website: www.ashridge.org.uk/mba

Ranked Among the Best 
in the World

EMBA School Profile

3 School Presentation
Ashridge Business School is an independent,

not-for-profit organisation just outside of London

in the UK. Its activities include open and tailored

executive education programmes, MBA, MSc and

Diploma qualifications, organisation consulting,

applied research and online learning.

Business leaders from all over the world come to

Ashridge to renew and refresh their thinking. Its

atmosphere is one where tradition meets innovation.

Ashridge faculty comprises of both business professionals and consultants, who bring

academic rigour, in-depth industry experience and latest management practice to the

design and teaching of executive education.

3 Programme Presentation
Ashridge offers a one-year Full-Time MBA and two-year Executive MBA, starting in September.

Both take an integrated view of business, rather than teaching functional subjects in isolation,

and provide thorough grounding in all the disciplines required to lead a business.

Key features:

• Great connections with organisations. Ashridge is one of the best business schools

worldwide for its corporate links and students learn through live case studies, project

work and direct corporate involvement.

• Location provides the ultimate study experience.  Students benefit from the reflective

study environment at Ashridge with access to personal development tools and information.

They also benefit from attending a series of Master classes held in partnership with organisations

in London and the surrounding area on topics such as entrepreneurship, innovation, emerging

markets, corporate responsibility.

• International diversity - Accelerated and Executive students will share modules to enable

them to benefit from many different backgrounds and nationalities gaining a rich cultural

understanding of the global business environment.

• Academic rigour with practical focus – Real insight offered by the experienced Ashridge

Faculty through live case studies, projects and group work to enhance employability and

commercial awareness.

• Quality and credibility – Ashridge is one of only 1% of business schools worldwide to

be approved by US, European and UK MBA accrediting bodies providing increased global

recognition.

3 Programme Info
Accreditation(s): AMBA, EQUIS, AACSB

Ranking(s): FT MBA: 8th in UK, 20th in Europe, EMBA:7th in UK, 16th in Europe

Type of Programme: Full time, Part time Executive

Programme Format: One year full time, 2 year part time (1 week every 2 months)

Content Strength or Specialization: Leadership, consultancy, strategy, entrepreneurship

Application deadlines: rolling

United Kingdom
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Student Body
Male/Female Ratio: 82/18%

Average Age: 40

Number of accepted participants

enrolled in 2011: 360

Number of nationalities: 34

International Students:

Europe: 70%

Asia, Middle East, 30%

Job Title:

CEO/President/Managing Director 19%

Vice President/Director 36%

Manager/Controller/Consultant 41%

Admission Requirements
1. Minimum eight to ten years of professional

experience

2. International exposure

3. Experience managing teams

4. Convincing personal and professional goals

5. TOEFL, TOEIC, IELTS for non-native English speakers

6. Persuasive letters of recommendation

7. GMAT or HEC management test

Languages of instruction:

English, English/French or English/Chinese translation

5 locations:

Paris, France intakes:

English Modular: January each year

One-day-per-week: September each year

Modular: November each year

End-of-week: March each year

Doha, Qatar intake (in partnership with the

Qatar Foundation):

February each year

China intakes:

Beijing, Modular: Spring each year

Shanghaï, Modular: September each year

Saint-Petersburg, Russia intake (in part-

nership with St-Petersburg State University's Graduate

School of Management): December each year

Contacts
Name: Claire Geslin

Email: Geslin@hec.fr

Telephone: +33 1 55 65 59 34

Website: www.emba.hec.edu

HEC EMBA: 6 Majors, 
5 Locations, 1 Degree

EMBA School Profile

3 School Presentation
The HEC Executive MBA is uniquely positioned to offer senior 

managers and executives from around the world the 

opportunity to select from a number of specializations and

to take classes in five different locations worldwide.

Run in Paris, Beijing, Shanghai, St Petersburg and Doha, the

Executive MBA allows you to remain in your home track

throughout the programme, or to take classes in different

tracks.

The HEC Executive MBA is a practical and intense programme

developed to provide executives with an understanding of the social, economic and environmental aspects

of international business, as well as the skills to put their vision into action. Our special focus on strategy,

leadership and the global business environment ensures that our participants gain comprehensive, inno-

vative, and applicable knowledge and skills. The HEC Executive MBA enables you to learn not only from

top faculty, but also from the other senior participants who bring to the classroom a wealth of practical

business experience from a wide spectrum of industries and management functions.

In keeping with HEC’s motto “The more you know, the more you dare”, our goal is not only to strengthen

the technical expertise and leadership skills of future global leaders, but also to enable you to “dare” to

implement innovative ideas and solutions in your companies and in complex professional situations.

3 Programme Presentation
International Mobility.Thanks to the standardized curriculum, participants can choose to take

some of their core courses in any of the locations of the Executive MBA, thus gaining a truly international

experience by networking with classmates around the world and taking full advantage of the school's

presence in France, China, Russia and Qatar.

HEC Paris offers 6 Majors which will allow participants to focus on a particular area of interest. The Majors

provide participants an excellent opportunity to deepen their knowledge in a field of their choosing.

6 Majors:Global Business Perspectives; Services; Entrepreneurship & Innovation; Aerospace & Aviation;

Energy; Luxury

3 Programme Info
Accreditation(s): AMBA, AACBS, EQUIS

Ranking(s): Ranked # 1 European Business School by the Financial Times since 2006

Ranked # 1 Worldwide in Executive Education by the Financial Times in 2011

Programme Title: HEC Executive MBA

Type of Course: Executive MBA

Starting Dates: January, February, March, September, November, December

Programme Format: One-day-per Week; 4-day module every month; 8-day module

every 2 months; End of week

Length: 16 months

Application Deadline: rolling admissions

F rance



Student Body
Male/Female Ratio: 75/25%

Age Range: 28 - 49

Average Age: 36

International Students:

Eastern Europe: 5% 

Central Europe: 20%

Northern Europe: 9% 

Southern Europe: 43% 

Middle East: 2%

Africa: 6%

Asia: 2%

Degree Background:

Law and Finance: 10%

Humanities and Arts: 13%

Economics and Management: 23% 

Scientific and Engineering: 54%

Length of Work Experience:

5 years and above: 100%

Admission Requirements
University degree:BA or BSC 

GMAT: Not Required 

English Language Test: Required for all

tracks

TOEFL:minimum score 100, IELTS: minimum score

Band 7

References:

2 recommendation letters from employers 

Language fluency: English must be fluent.

Costs
Application Fees: € 170

Tuition Fees: € 51,000 

Contacts
MBA Admissions Managers:

Paris: Isabelle Perna   perna@escpeurope.eu

London: Linda Brunello  lbrunello@escpeurope.eu

Berlin: Anne Ulbricht  aulbricht@escpeurope.eu

Madrid:Natalia Andia  nandia@escpeurope.eu

Torino:Giorgia Bava  gbava@escpeurope.eu

Telephone: +33 1 49 23 22 70

Website: www.escpeurope.eu/mba

     
5 European Campuses, 
1 European Executive MBA

EMBA School Profile

3 School Presentation
ESCP Europe's mission is to bring together and to

train high-potential executives for successful careers

in a global and multicultural context. It is our belief

that the keys to successful management lie in val-

ues such as open-mindedness, exchange, teamwork

and sharing of experience. Understanding different

managerial cultures and working together to achieve

common goals help to create stronger and more

efficient organisations.

The European Executive MBA programme is a rigorous, action-oriented degree programme

which  thrives on diversity and expertise in management education - developed on five

European campuses and at our sixty partner universities. The aim is to expand your knowl-

edge of management and shape your vision of the business organisation in a multi-coun-

try context. Skills development and peer learning are an integral part of the process. 

3 Programme Presentation
The European Executive MBA curriculum provides participants with unique opportunities

for group learning and study. Study tracks (Itinerant, Paris,Torino, Berlin and Madrid) which

progress individually on the core curriculum and conferences are brought together for

electives and thematic seminars.

9 Core Courses: Become proficient in the fundamentals of effective management.

Choose a core course track in Paris, Berlin, Madrid, Torino or all five with the Itinerant for-

mat.

12 Electives: Select 12 electives from a portfolio of 50 to customize the programme

to fit your needs. Electives are delivered over the duration of the programme and across

the 5 campuses.

5 International Seminars: Experience business topics specific to Europe, Asia

and the Americas.

International Consulting Project: Develop a real-case strategic analysis in a

multicultural team.

3 Programme Info
Accreditation(s): AASCB, AMBA, EQUIS

Ranking(s): Top 10 worldwide in Career Progression and International Experience,

Financial Times EMBA ranking 2011

Type of Course: Executive MBA with five tracks:

Itinerant Track on all 5 European campuses: English

Paris Track - English and French

Berlin Track - English

Madrid Track - English and Spanish

Torino Track - English

Starting Dates: January

Length of Course: 18 months

Eu rope
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Student Body
Male/Female Ratio: 73/27%

Age Range: 26 - 55 

Average Age: 36

International Students: 

Europe: 26%

North America:  9%

Central/South America: 1%

Middle East: 21%

Oceania and Asia: 22%

Africa: 9%

Global Centres:

Manchester 

Dubai 

Singapore

Hong Kong

Shanghai

Miami 

Sao Paulo

Admission Requirements
Manchester Global MBA:

+ 4 years work experience with strong career progres-

sion

Manchester Global Accelerated MBA:

+6 years management experience

Costs
Tuition Fees: 

Manchester Global MBA, £ 24,255

Manchester Global Accelerated MBA, £ 27,000

Contacts
Name: Ekaterina Clarke

Email: global@mbs.ac.uk

Telephone: +44 (0) 161 275 7212

Website: www.mbs.ac.uk/global

Global Perspective, 
Local Expertise

EMBA School Profile

3 School Presentation
The part-time Manchester Global MBA programme

is one of the toughest around. If you can handle

this, you can handle anything.

With over 3500 students in 100 countries, we under-

stand that global business is not just about learn-

ing systems and processes; it's about people. Learning

alongside a diverse mix of people from a wide range

of nationalities will not only give you a rich experi-

ence, but also the skills to deal with people from

many different cultures, to see things from their perspective and to understand their

issues.

3 Programme Presentation
The Manchester Global MBA programme is highly flexible and mobile, meets the needs of

busy executives and fits around your personal and professional commitments. Our proven

blend of robust academic theory and practical, hands-on experience means you can start

putting your learning into practice from day one, providing immediate benefits for you

and/or your employer without putting your career on hold. We have dedicated interna-

tional centres where you can attend your residential workshops in Dubai, Shanghai, Hong

Kong, Singapore, Miami and Sao Paulo. Students are required to attend Manchester Business

School or one of the international executive centres for 6 days every 6 months.

The residential workshops are the highlight of the programme for all students: 

• Meet fellow executives 

• Build your global network

• Experience different cultures

• Attend workshops at our global centres

You may select the general stream or opt for one of our specialist learning pathways in

finance, engineering or project management.

3 Programme Info
Accreditation(s): AMBA, AACSB, EQUIS

Ranking(s): Financial Times 2012: 5th UK, 11th Europe, 31st Worldwide

Programme Format: Part Time/Distance Learning

Specialisation: Specialist learning pathways in Engineering, Finance and Project

Management

Language Courses: English

Application Deadlines: 

• Manchester Global MBA (Accelerated): 30th April 2012

• Manchester Global MBA: 28th May 2012

Starting dates:

• Manchester Global MBA (Accelerated): September 2012

• Manchester Global MBA: July 2012 and Jan 2013

Global Workshops Available in:

UK, Dubai, Singapore, Hong Kong, Shanghai, Miami, Sao Paulo

Un i t ed K ingdom



Student Body
Average Age: 35

International Students:

Europe: 23 %

North America: 5 %

Asia: 19 %

Africa: 4%

Middle East: 45%

Admission Requirements
A good university degree or at least six years’ business

experience

TOEF: iBT 107

References: Two references 

Minimum Length of Work Experience:

A minimum of 4 years relevant postgraduate work

experience

Costs
Application Fees: £ 50

Tuition Fees: 

£ 42,000 (London) 

£ 34,500 (Dubai)

Scholarships: please visit www.cassmba.com

for more information about our scholarships.

Contacts
Name: Timothy Navin Jones 

Email: Timothy.navin-jones.1@city.ac.uk 

Telephone: +44 (0)207 040 5276

Website: www.cassmba.com 

Upgrade to Business Cass

EMBA School Profile

3 Programme Presentation
The Cass Executive MBA (London) 

Based in the heart of the City of London, the Cass

Executive MBA  offers you direct access to the very

latest business-tested thinking. Combining aca-

demic and practical content in a highly flexible learn-

ing programme, the Executive MBA enables you to

fit your studies around your personal and profes-

sional needs. Part of a global learning network with

over 33,000 alumni worldwide, it will provide you

with a global network of contacts which will help you transform and invigorate your future

career.

The Cass Executive MBA in London is delivered in two flexible formats

• Evening Executive (24 months)

• Weekend Executive MBA (24 months)

The Cass Executive MBA (Dubai)

Tailored to meet the challenging, ever-changing agenda of managers and potential busi-

ness leaders in the Gulf, Middle East  and the surrounding regions, the Cass Executive

MBA in Dubai is among the most highly regarded programmes of its kind.  Delivered in

collaboration with the Dubai International Financial Centre (DIFC), Cass Business School

is ideally placed to offer a powerful, yet flexible, platform for career transformation  cap-

italising on a track record of academic excellence and combining international insight

with a keen regional focus.

3 Programme Info
Accreditation(s): AMBA. EQUIS, AACSB

Ranking(s): 3 UK, 7 Europe and 29 Global 

Type of Programme: Executive MBA  

Programme Format: 24 months made up core modules, Electives and Business

Mastery project

Content Strength or Specialization: Ethics, General Management, Leadership,

Consultancy, Strategy, Finance, Islamic finance and Energy.

Application Deadlines: Rolling admission

Starting Dates:

September: Evening Executive and Executive Dubai

March: Weekend Executive

Un i t ed K ingdom
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Student Body
Male/Female Ratio: 84/16%

Age Range: 27 - 51

Average Age: 36

International Students:

Western Europe: 51%

Eastern Europe: 23%

North America: 6%

Asia: 13%

Africa: 5%

Middle-East: 1%

Latin America: 1%

Degree Background:

Business/Commerce: 11%

Engineering: 16%

Economics: 20%

Sciences/tech: 20%

Finance: 19%

Law: 4%

Other: 10%

Admission Requirements
A completed application (submitted online) includes:

Essays and resumé/CV 

Official transcripts/marks from all higher education

institutions from which you have earned a degree 

Three letters of recommendation 

A personal interview 

GMAT (Applicants may submit a request to waive the

GMAT.) 

US $ 100 application fee  

Two passport-size photos 

Costs
Application Fees: $ 100

Tuition Fees: £ 80 000 

Contacts
Name: Bernie Zanck, Director of Admissions

Email: Bernie.Zanck@chicagobooth.edu

Telephone: +44 (0) 207 070 2200

Website: www.ChicagoBooth.edu

A Top-Ranked Executive 
MBA Programme in London

EMBA School Profile

3 School Presentation
Founded in 1898, the University of Chicago Booth

School of Business is the second-oldest business

school in the United States and one of the most

distinguished. Our academic programmes consis-

tently rank among the very top schools in surveys

worldwide. Our path-breaking research and our inno-

vations in business education, including developing

the first Executive MBA programme, have produced

ideas and leaders that shape the world of business.

3 Programme Presentation
The Executive MBA programme in London is a rigorous part-time general management

programme with a curriculum designed to provide executives with the knowledge and

skills needed to face business challenges today and in the future.

• Three continents. One Integrated Programme.

With permanent campuses in Chicago, Singapore and London, Chicago Booth lives in the

global marketplace. Regardless of your primary campus, you will study at all three loca-

tions and gain first-hand knowledge from your fellow students of how business is con-

ducted. No other business school in the world has three such vibrant and diverse student

bodies with whom to study and collaborate. 

• A Powerful Business Credential.

Graduates of Chicago Booth's Executive MBA programme earn the same top-ranked MBA

offered in our full-time programme. You'll emerge with a set of sophisticated analytical

frameworks as well as a toolbox of powerful skills enabling you to understand global busi-

ness. 

• Combine Work and Study Without Interrupting Your Career.

The programme in Europe is based on  a modular format consisting of 16 one-week ses-

sions spread over 21 months. You can take what you learn in the classroom and apply it

immediately when you return to work a few days later. 

• A Worldwide Network of 46,000 Graduates.

A Chicago MBA is the key to a powerful, lively alumni network of business professionals

in over 116 countries, including 5,300 CEO and other top ranked company officials. 

• World class faculty.

The Executive MBA Programme faculty is drawn from the same prestigious faculty that

teach on all Chicago Booth programmes. Chicago Booth was the first business school to

have a Nobel Laureate on its faculty and the first business school to win six Nobel prizes.

3 Programme Info
Accreditation(s): AACSB

Ranking(s): Bloomberg Businessweek (#1) and Financial Times (#5)

Type of Course: Executive MBA 

Starting Dates: The Executive MBA is a part-time program of study that begins in

June of each year. Sixteen core courses and two elective courses provide broad and com-

plete exposure to all facets of business. 

United Kingdom



In 1943, the University of Chicago Booth School of Business began the Executive
MBA programme, the first of its kind in the world. Today, we are still leaders
in the field. With permanent campuses in Chicago, London and Singapore, all
offering the same courses with the same distinguished Chicago Booth faculty,
the programme can truly be called “pure Chicago”.

A World-Renowned Faculty

What type of candidate
are you looking for?
At the University of Chicago Booth School

of Business we admit 90 Executive MBA stu-

dents to each of our three campuses every

year.   We consider each applicant on his or

her individual merits and we endeavour to

build an interesting and diverse class.  We

look for diversity in terms of industry, aca-

demic background, nationality and goals.

In addition, we value candidates who have

working experience in a global environment

or at least who appreciate the wealth of

perspectives that can be gained through a

global programme like ours at Chicago Booth.

What is different about
your programme and your
school’s approach to busi-
ness education?
Chicago Booth is distinguished first and fore-

most by its outstanding professors. The aca-

demic staff consists of world-renowned

researchers and scholars whose impact on

the world as a whole is wide-ranging. In

addition, there is only one faculty: all of our

MBA programmes in all locations (Chicago,

London and Singapore) are taught by the

same professors. This ensures the same rig-

orous Chicago education regardless of loca-

tion. 

It is also a top pedagogical institution. Our

academic staff teach students the funda-

mentals of the basic disciplines of econom-

ics, finance, sociology and psychology among

others and provide them with frameworks

and models instead of just the latest fads

and trends. Our students are trained to deal

with new and complex problems because

they have the fundamentals and the ana-

lytical tools to apply them.  This toolbox, if

you will, makes them more confident and

accomplished decision makers, managers

and leaders. 

What advice would you
offer to a person who is
thinking about getting an
MBA?
There is a tremendous variety and range in

the type and quality of MBA programmes

offered today.  Even among top-tier pro-

grammes, there can be significant differ-

ences in the values, culture and overall feel

of the place.  It is therefore imperative that

applicants take the time to really do their

due diligence and get to know the institu-

tions as well as possible, whether that means

attending an open house, sitting in on a

class or speaking with alumni from the pro-

gramme. 

What mistakes do MBA
applicants sometimes make
in the application process? 
First, some candidates don’t spend enough

time considering ‘why an MBA?’.  Candidates

have to express why an MBA will help them

reach their goals and objectives, both in the

essays and during the admissions inter-

views. It’s therefore also important to clar-

ify your goals and objectives before beginning

an application.

Secondly, some candidates don’t spend

enough time finding out about the schools

they are applying to. Spend time reading

through a school’s website and brochure.

Speak with current students, alumni and

admissions staff. 

What is the benefit of
diversity in an MBA
cohort?
Having a diverse group of students is essen-

tial in an Executive MBA programme because

a large part of the learning process takes

place through fellow students. People from

different industries, working in different

geographic markets and in a variety of job

functions bring a vast array of domain-spe-

cific knowledge to the room. Cultural under-

standing of how people interact around the

world is essential in business today. Our

academic staff teach the frameworks and

the students enhance them with knowl-

edge specific to their industry, position and

culture. Students are challenged by the aca-

demic staff and by one another to think

more broadly about business and about the

world.  

Additionally, a diverse group of students

leads to a diverse alumni network.  Chicago

Booth has 46,000 alumni in 116 countries.

This community is a vital network of accom-

plished business people that any student

or alumnus can tap into at any time. r

Interview with Bernie Zanck
Director of Recruitment and Admissions
Executive MBA programme Europe
University of Chicago Booth
School of Business
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Student Body
Male/Female Ratio: 60/40%

Average Age: 37

International Students: 23%

Degree background:

Business: 60 %

Engineering: 20%

Communications: 15%

Others: 5%

Length of work experience: 11 years

Admission Requirements
Diploma from a French “Grande Ecole”

University degree (second cycle)

Minimum Length of Work Experience:

5 years

Registration deadline:

February 2nd, 2013

Selection:

1) written application form;

2) interview in French and English;

Costs
Application Fees: € 70 

Tuition Fees: € 18,000 

Contacts
Name: Caroline Chasseur 

Email: mba@celsa.paris-sorbonne.fr

Telephone: +33  (0) 1 46 43 76 40

Website: www.celsa.fr/MBA

CELSA Paris - Sorbonne

EMBA School Profile

3 School Presentation
The Paris-Sorbonne University, known for the excellence

of its teaching, and its graduate School of communication

CELSA,a reference in communications, human resources

and marketing, offer an original MBA programme

with teaching about societies, cultures and markets,

plus a comprehensive vision of all organisational

activities.

3 Programme Presentation
The objectives of the programme are to consolidate the skills of executives and extend

participants’ knowledge and know-how to all areas of business activity. In addition it

enables them to better decide and guides their organization within complex multicultural

environments.

Content of the programme

• Fundamentals of management and business conduct

You will develop your competencies in the key areas of corporate management: 

strategy and organisation, finance, marketing, human resources, communication, auditing

and management.

• Societies, cultures and markets

You will build on your existing knowledge of international societies, cultures and markets.

You will understand how they interact and learn how to integrate them into a development

strategy for your decision-making.

• Social and human sciences, communication

You will benefit from an innovative approach to business conduct thanks to a multidisciplinary

approach to the teaching of social and human sciences and communications, enabling you to grasp

the social mechanisms and stakes involved in all intelligent business action. You will also benefit

from CELSA’s know-how with regards to the integration of communications into all fields of

management.

3 Programme Info
Organisation

Part-time EMBA for working executives

• Two end-of-week sessions per month

• Two one-week intensive sessions

• Study abroad tour

Length: 18 months

Language of instruction: French & English

Starting dates: March 1st, 2012

Application dates: From September 1st, 2012 to February 2nd, 2013

F rance
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EMBAs Listing
Tables of some of the top EMBA programmes in the world.
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Hult Master programs on offer:

The Economist Financial Times

One 
Global 
Economy. 
One 
Global 
Degree.

Boston

San Francisco

London

Dubai

Shanghai

The Economist
Financial 

Times

Financial Times

*Financial Times Global MBA, Rankings 2012

“Through the practice-
oriented classes, as well 
as the different projects 
focused on analysis and 
classroom discussion, I 
was well prepared for the 
corporate arena.”

Philipp Sauren, MIB 2010
Analyst, Accenture. 

hult.edu

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

Hult Master pr

 
 

 
 

 

 
 
 

 
 

 

fer:ograms on ofograms on offer:Hult Master pr

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

The Economist

 
 

 
 

 

 
 
 

 
 

 

The Economist imesFinancial TFinancial Times

 
 

 
 

 

 
 
 

 
 

 

“Through the practice-
oriented classes, as well
as the different projects
focused on analysis and
classroom discussion, I
was well prepared for the
corporate arena.”

Philipp Saur

 
 

 
 

 

 
 
 

 
 

 

“Through the practice-
oriented classes, as well
as the different projects
focused on analysis and
classroom discussion, I
was well prepared for the
corporate arena.”

en, MIB 2010

 
 

 
 

 

 
 
 

 
 

 

The Economist

* imesFinancial TFinancial Times Global MBA, Rankings 2012

 
 

 
 

 

 
 
 

 
 

 

Financial 
imesTTimes

imesFinancial TFinancial Times

 Global MBA, Rankings 2012

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 Analyst, Accentur

 
 

 
 

 

 
 
 

 
 

 

hult.edu

e.Analyst, AccenturAnalyst, Accenture.



Hult Master programs on offer:

The Economist Financial Times

One 
Global 
Economy. 
One 
Global 
Degree.

Boston

San Francisco

London

Dubai

Shanghai

The Economist
Financial 

Times

Financial Times

*Financial Times Global MBA, Rankings 2012

“Through the practice-
oriented classes, as well 
as the different projects 
focused on analysis and 
classroom discussion, I 
was well prepared for the 
corporate arena.”

Philipp Sauren, MIB 2010
Analyst, Accenture. 

hult.edu

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

Hult Master pr

 
 

 
 

 

 
 
 

 
 

 

Hult Master pr

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 

The Economist

 
 

 
 

 

 
 
 

 
 

 

The Economist

 
 

 
 

 

 
 
 

 
 

 

“Through the practice-
oriented classes, as well
as the different projects
focused on analysis and
classroom discussion, I
was well prepared for the
corporate arena.”

Philipp Saur

 
 

 
 

 

 
 
 

 
 

 

“Through the practice-
oriented classes, as well
as the different projects
focused on analysis and
classroom discussion, I
was well prepared for the
corporate arena.”

en, MIB 2010

 
 

 
 

 

 
 
 

 
 

 

The Economist

*  Global MBA, Rankings 2012

 
 

 
 

 

 
 
 

 
 

 

Financial 

 Global MBA, Rankings 2012

 
 

 
 

 

 
 
 

 
 

 

 
 

 
 

 

 
 
 

 
 

 Analyst, Accentur

 
 

 
 

 

 
 
 

 
 

 

hult.edu

Student Body
Male/Female Ratio: 55/45%

Age Range: 21 - 29

Average Age: 25

International Students:

Masters of Science 

Western Europe: 60 %

Eastern Europe: 5 %

Middle East: 20 %

Oceania and Asia: 15 %

Admission Requirements
Masters of Science:

University degree: Bachelor degree

TOEFL:  CBT: 235,  PBT: 575,  IBT: 100 or CAE: C1 or

IELST: 6,5

References: 2 letters of reference

Minimum Length of Work Experience:

not required

For other programmes, please check our website.

Costs
Application Fees:

Master of Science - none, other programmes  € 120 

Tuition Fees:

Master of Science - € 12,650 to € 13,500

Please check website for other programmes

Scholarships: Merit-based scholarships & grants

Contacts
Name: Admissions Office

Email: info@bsm.upf.edu

Telephone: +34 93 542 1800 

Website:

www.barcelonaschoolofmanagement.upf.edu

New Ideas for New Times

Masters School Profile

3 School Presentation
Pompeu Fabra University (UPF) is a world renowned univer-

sity. Founded in 1990 and based in Barcelona, UPF is included

in the three most influential university rankings in the world;

QS World University Rankings, the Shanghai Jiao Tong

University Ranking (ARWU) and is the only Spanish institu-

tion in the top 200 of The Times Higher Education World

University Ranking.

The Barcelona School of Management (UPF) offers training

in business leadership, management and public manage-

ment, focusing on people who will develop the new econ-

omy of the 21st century. 

Distinguished professors whose research and teaching are internationally renowned set an academic

platform of excellence. Our students excel academically and their nationalities span the globe. We train

them to be critical, demanding and generous. 

The Barcelona School of Management supports and promotes a close relation between the university

and companies. Our principles are based upon evidence-based management, ethical decision-making,

entrepreneurship and social innovation. 

3 Programme Presentation
Types of Programmes:

Master of Sciences in Management

Master of Sciences in ICT Strategic Management

Master of Sciences in International Business

Master of Sciences in Entrepreneurship and Innovation

Spa in

3 Programme Info
Accreditation(s): Master of Sciences - Spanish Minister of Education

Programme Format: Full-time or Part-time

Content Strength or Specialization: Innovation, Faculty, Cross Cultural

Language Courses: English or Spanish

Application Deadlines: According to programme

Starting Dates: MSc - September, others depending upon programme
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Chloé Tuot, Master’s in International Relations

Another Way to Look
at the World

What was the most difficult part of the Master’s appli-
cation process?
The most stressful part of the application process for me was the GMAT test. Although I

worked often with Excel and budget spreadsheets, I had not tackled quantitative problems

similar to the GMAT in nearly seven years! I think prospective students (myself included)

often get sidetracked by the GMAT, and tend to think that a score lower than the school’s

publicised average means you won’t be admitted. In reality, most programmes seem to weigh

all sections of the application equally.

What prompted you to pursue a Master’s degree?
After IE, I would like to work in an organisation that supports market-based or results-ori-

ented approaches to development challenges, such as issues related to education and pub-

lic health. This type of work, which falls under the category of impact investing, requires a

big-picture understanding and strategic way of looking at the business world, and so I was

attracted to IE’s programme and the varied background and internationality of its students,

as well as its focus on entrepreneurship – including social entrepreneurship.

How is your programme’s content preparing you for
the professional world?
Although I am still in the first term of the International programme, several of the core courses,

such as marketing, quantitative analysis, organisational behaviour and entrepreneurial man-

agement, are already offering me new models of thinking. An equally valuable aspect is the

interactions with my fellow students, as they allow me to test whether the theories learned

are applicable to real-world situations. Group work, which is an integral part of IE’s programme,

fosters this type of discussion. 

How are you coping with the financial aspect of school?
I am financing my degree and associated costs of living in Madrid with a combination of

personal savings and loans. The financial implications of masters programmes are high, and

can unfortunately be a major deterrent for prospective students. It also informed a large

part of my decision to pursue an accelerated one-year programme.

What professional doors will your Master’s open that
would otherwise be closed?
Organisations working in the public sector are increasingly looking to hire people who under-

stand good leadership, change management and operational efficiency. These aspects are

all addressed during course work in IE’s programme. Moreover, the network of contacts built

among fellow students and at events such as the annual Social Responsibility Forum organ-

ised by the IE Net Impact Club (of which I am a member) will be useful in finding future pro-

fessional roles. r

Masters Journal

Chloé Tuot was born in the US to a

French family and grew up in the US

and Switzerland. She returned to the US

to attend the University of Pennsylvania,

where she majored in International Relations.

She began her career by working as a

communications consultant in New York

at SS+K, specialising in developing cre-

ative social engagement campaigns for

public sector clients. She then moved to

Paris to join the United Nations Educational,

Scientific and Cultural Organisation

(UNESCO) as an education specialist,

where she worked closely with country

governments, international organisations,

civil society and the private sector to

identify key education obstacles, evaluate

the impact of projects and promote bet-

ter coordination at international and regional

levels. Major topics addressed included

enhancing quality, advancing inclusive

education, eliminating the global teacher

shortage and assessing the impact of the

financial crisis on education expenditures.
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Student Body
Average Class Size: 40

Percentage of International Students:

90%

Admission Requirements
University degree: Bachelor Degree

Tests required and level: GMAT exam or

IE admissions test (for certain programmes)

Specific Languages tests: an English lan-

guage certificate is required for all non-native English-

speaking applicants

Languages fluency:High

References: a complete application for evalua-

tion by the Admissions Committee, including all sup-

porting documents 

Costs
Application Fees: € 120

Tuition Fees: € 19,000  - € 70,000

Scholarships: There are many scholarships avail-

able to students studying at IE as well as other finan-

cial aid options, for more information please consult

IE's website. www.ie.edu/financialaid

Instalments:

One payment / three payments / six payments

Contacts
Name: Admissions Department

Email: admissions@ie.edu

Telephone: +34 91 568 96 00

Website: www.ie.edu

Entrepreneurship and 
Social Responsibility

Masters School Profile

3 School Presentation
IE is one of the world's top higher education insti-

tutions. A pioneer in business education, IE trains

tomorrow's business leaders, shaping them with an

innovative approach and acting as a catalyst for the

creation of new businesses through the entrepre-

neurial spirit which is an inherent aspect in all of

our programmes.

IE offers specialist Master programmes that focus

on the skills and knowledge required of a manager

in a broad range of specific industries. Catering to

the real needs of the corporate world, IE offers a variety of formats (face-to-face and

blended) to ensure utmost flexibility in its programmes.

With more than 80 nationalities represented on campus at any given time, the IE Experience

is a truly international one.

3 Programme Presentation
IE Business School

Master in International Management, Master in Finance, Master in Advanced Finance, Global

Master in Finance, Master in Digital Marketing, Master in Biotechnology Management,

Master in Sports Management.

IE Law School

Master of Laws (LL.M) in International Legal Practice

School of Arts & Humanities

Master in International Relations

School of Architecture and Design

Master in Architectural Management and Design

School of Communication

Master in Corporate Communication, Master in Digital Journalism, Master in Political

Communication, Master in Visual Media Communication.

School of Social and Behavioral Sciences

Master in Market Research and Consumer Behavior, Master in Environmental Management,

Executive Master in Positive Leadership and Strategy.

3 Programme Info
Accreditation(s): AMBA, AQUIS, AACSB

Courses Held in: English 

Length of Courses: 10 – 13 months depending on the programme

Application Deadlines: IE operates on a rolling admissions process. 

Spa in
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Shannon Sibayan, Master’s in Arts & NGO Management

Marketing Myself
Why did you decide to go for a Master’s?
I decided to pursue a Master's degree because I am interested in supplementing my profes-

sional experience with established theories and research. My undergraduate studies were in

communication, and I am interested now in learning how to effectively combine my commu-

nication skills with business knowledge.

Why did you decide the degree is worth pursuing? What
is your goal and how do you expect the Master’s degree
will help you to achieve it?
In today's global job market, an advanced degree is an important asset to have while market-

ing yourself to international companies and organizations. My goal is to work in a managerial

position in inter-governmental or non-governmental organizations in Africa, and many of these

jobs require both professional experience and a Master's degree. In addition to filling basic job

requirements, I believe that a Master's degree will give me a more rounded perspective on issues

that directly apply to the sector I want to work in. Just in the past two months, we have had

courses touching on subjects such as sustainable economic development at a governmental

level, internationally recognized leadership traits, Fair Use rights in different countries, and

women's empowerment through Microcredit. The wide range of topics we study provides an

excellent foundation for all of our future projects.

What were the most important aspects you considered
when choosing the Master’s course you are following?
Travelling and learning about different cultures is extremely important for me, so I specifically

narrowed my search to graduate schools overseas. For international schools, the reputation and

recognition of the school was one of the most important factors I considered while choosing

a Master's course; I wanted to be sure that afterwards my degree would be recognised world-

wide. I was also especially interested in finding a one-year degree programme to align with my

future personal and professional plans. The other important aspect I took into consideration

was the opportunity to earn significant scholarships from the school to supplement the costs.

The MSc in Arts & NGO Management at EDHEC was an excellent fit, particularly considering

my background and my future aspirations. 

What was the most difficult part in the admission process?
The most difficult part of the admission process for me was preparing for the GMAT/GRE tests.

After spending several years outside of the academic realm, studying for a standardised test

again was a bit stressful. In general though, the admission process with the school was quite

smooth – the International Admissions office in Nice was extremely helpful right from the begin-

ning.

How would you describe the learning environment at
EDHEC Business School?
The best word I could use to describe the learning environment at EDHEC would be multi-cul-

tural. In my small class of just over 30 students, we represent eight different nationalities. Class

discussions are always supplemented with bits of culture from all over the world, and it's incred-

ibly valuable for those of us who are interesting in working on an international scale. Inter-cul-

tural work experience is indispensable for working in a multinational environment, and I believe

that employers especially are interested in hearing how you communicate with and maximise

the enormous potential in teams with members that come from different backgrounds. r

Shannon Sibayan is a Master’s candidate

on the Arts & NGO Management pro-

gramme at EDHEC Business School. Born

in the United States and raised mostly

in Texas, she is one of only a handful

of American students at EDHEC. She

earned her Bachelor’s degree in photo-

journalism from the University of Texas

at Austin in 2005, and has spent the last

several years travelling and working around

the world. Her diverse professional expe-

rience includes positions such as a print

journalist for daily and weekly publica-

tions, a finance manager in the private

sector, and an aid worker in the Spanish

Red Cross. After she finishes her degree,

she plans to move to Africa and work

with international humanitarian organiza-

tions. 

Masters Journal



tools include group sessions on current top-

ics in the current job market, such as CV

writing, self-assessment, the use of social

media, etc. 

For instance, the Antwerp career services cen-

tre is very active in encouraging cross-cultural

awareness among students with a focus on

people management skills. It also provides

guidance for writing CVs and training for job

interviews through interactive sessions, with

theory and practical exercises on how to

get through a job interview. Apart from

group events, Antwerp encourages individ-

ual guidance and self-awareness activities.

In all self-awareness activities “we aim to

make students think about their career

and the road they want to follow, but

everything starts with knowing oneself “,

says Tijskens.

According to EDHEC Business School, recruiters

are above all looking for management skills.

To help its graduates perfect their managerial

abilities, the school has launched a Talent

Identification and Career Development

Programme (TI&CD). 

“The TI&CD allows students to develop the

key management skills which are in the great-

est demand from the point of view of recruiters.

Through practical activities, students are given

the best possible preparation for various recruit-

ment exercises used on the international

employment market: interviews, tests, group

exercises, case studies,” says EDHEC. The

school’s practical approach appears particu-

larly appropriate when looking at at the fig-

ures. 50% of graduates from the school with

Master's degrees in management find employ-

ment in Finance & Consultancy;  50% of its

Master of Science graduates go to work in

Banking and Consultancy; and  1/3 of all EDHEC

Graduates start their first employment out-

side France, says Sophie Simard, Head of

International Admissions & Marketing at EDHEC.

Write a professional CV

The last thing to do before setting out on the

challenging road to finding a job is to draft your

professional CV.

“Be sure you have an excellent professional

CV,” advises Tijskens. The CV is the first impres-

sion of you that your future employer gets. So

make sure you’ve made your CV profession-

ally. 

The labour market goes through tough

times and cut-throat competition. In most

cases you will be up against hundreds of

other candidates and you need to make

sure you stand out. Show your targeted

employers what makes you unique.

The task of a CV is to get you to an interview.

That is why you should tailor it to the require-

ments of each particular job you are applying for.

Do not miss anything important about you that

your future employer may find important to him

or her as well. 

“Companies only spend a few seconds deciding

whether to delete a CV or consider the candi-

date for an interview. For a student to increase

his or her chances of securing an interview,

it is critical to create a CV that markets the

applicant's qualifications effectively in an

error-free and easily readable format,” Alvarez

says.

Be at the steering wheel of

your career

It is of prime importance to be proactive in your

search and to make the best use of all kinds of

events aimed at surveying employment oppor-

tunities, such as workshops held by various recruit-

ment agencies, traineeship and career forums

and job fairs.

“The Career Management Service encourages

students to become the Managers of their own

careers through various types of events,“ adds

Tijskens. 

“After all, they are at the steering wheel of their

own career,” says Tijskens and adds that Antwerp

is proud that 95% of graduates from the school’s

Master’s programmes enjoy successful profes-

sional realisation. r
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Schools Drive You in! 

Prepare in advance

“Competition in the global recruitment mar-

ket has become increasingly fierce and the

recruitment process has changed in line with

that used by graduate programmes (recruit-

ment programmes for international high-

potential personnel). This means it is essential

to prepare in advance if you want to stand

out from the pack! ” says Florence Da Costa,

Head of the Student Career Centre at EDHEC

Business School.

This means that you must know exactly what

you want to do and have a professional plan

that should , of course, fit in with your per-

sonal plans. It’s also essential to make a list

of target recruiters and  examine their web-

sites thoroughly to find out as much as you

can about them and to be sure you want to

approach them, as they will be your future

employer. Doing this will greatly increase

your chances of getting a job.  

Define your personal and pro-

fessional plan

This key advice is given to students and

alumni by the IE Business School careers

centre. Planning is essential if you want to

further your professional opportunities and

network with useful contacts, which is invalu-

able for securing your next role, says Amber

Alvarez, Executive Director of Career Services

at the school.

“We advise students that the more they

focus their goals, the more effort they can

put into achieving them and the more likely

they are to gain the employment desired,”

adds Alvarez.

Take advantage of school

career services

Business schools can be very useful in help-

ing you to define your plans. The schools

are very dedicated to helping their gradu-

ates in their self-assessment, in prioritising

their goals and in achieving professional

realisation. Each school has a career man-

agement service open to its students

throughout their studies. The school careers

centres organise various events, fairs, lec-

tures, group and individual sessions with

recruiters, workshops based on recruitment

tools such as CVs, cover letters and inter-

views and workshops based on managerial

skills such as leadership and communica-

tion; they also organise mentoring sessions

with graduates from the school. All these

activities aim to help their graduates to find

their place on the job market and to pro-

vide guidance for students in defining their

professional plans. 

“Throughout the year, the Career

Management Service of Antwerp Management

School helps full-time Master's degree stu-

dents to shape their future careers by pro-

viding them with the insights and tools they

need to find their ideal job,” says Sarah

Tijskens, career development manager respon-

sible for the Career Management Service at

Antwerp Management School.  “In interac-

tive workshops and seminars and during

networking activities with companies and

alumni, students obtain a better view of

their future career prospects and the vari-

ous possibilities on the labour market.”

“IE Business School holds regular workshops

for students and alumni to increase their

personal skills such as communication, cul-

tural abilities, leadership and entrepreneur-

ial skills, social responsibility and ethical

awareness and useful presentation tech-

niques,” adds Amber Alvarez, Executive

Director of Career Services at the school.

Develop your skills and experi-

ence

“However, neither developing your current

career nor making a career change is likely

to happen by itself,” says Alvarez. 

Each school has therefore introduced a set

of services and tools offered to its students

and graduates to help them to identify and

develop the skills and experience needed to

better prepare for their career of choice and

land the job that they are seeking. These

The Key Steps to a Successful Career 
with a Master’s Degree in Hand

Everyone wants successful professional realisation after they graduate. No one can assert that the Master’s degree is the only
key prerequisite for this and definitely no one maintains that holding the degree in your hand is enough. What are the key
steps on the way to finding a good job? Here is a piece of useful advice shared by business school career officers.

Masters Careers
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many university relationships continue for

the rest of people's lives.

The network matters

The extensive network that you build dur-

ing a master’s course is one of the most

valuable features of the education. Upon

entering a business school, you gain access

to a wide network of classmates, faculty

staff and alumni. Networking is invaluable

when it comes to job searching and also in

your career development further down the

road. Alumni networks are very helpful, espe-

cially for master’s graduates, who are gen-

erally looking for entry level jobs, and that

should be a strong consideration when apply-

ing to schools. However, you must judge your

personal needs when you evaluate a busi-

ness school network. The size of the alumni

network is an important advantage, as the

larger the network, the better the chance

that an alumnus works at your target com-

pany. Nevertheless, it is also important to

take into account how active the network

is, which can be discovered through finding

information about how many events there

are per year, how many of them are organ-

ised by the school and how many are infor-

mal meetings. The big schools have large

networks, but some of them may be less

connected than smaller schools’ alumni who

may be more responsive and willing to help

you get a job. It depends also on what kind

of career you are pursuing. If you are look-

ing to develop in popular fields, like bank-

ing or consulting, you can use the school’s

career centre to find a job, in addition to

the alumni network. If you are aiming at

more specific or niche sectors like biotech

or hedge fund management, however, the

network will be much more helpful.

Accreditations

Accreditation is an objective way of

assessing a business school’s quality. To

be accredited, a school must adhere to

high quality standards based on the lat-

est research and professional practice.

An accredited institution must continue

to demonstrate during regular review

cycles that it is developing and growing, not

just maintaining existing standards. There

are three business school accreditation asso-

ciations which are the biggest and most

influential – AACSB, the Association to

Advance Collegiate Schools of Business,

based in Florida, with an Asia office in

Singapore; AMBA, the Association of MBAs,

based in London; and EQUIS, European Quality

Improvement System, based in Brussels. A

total of 57 business schools worldwide have

the so called ‘Triple Crown’, meaning they

are accredited by all three agencies. A much

greater number of schools are accredited by

only one of the three majors, which does

not lower their quality. In addition, there are

many regional and national agencies that

supervise standards for business schools

within their region or country.

Rankings

Rankings provide useful information for mas-

ter’s candidates as a general indication

of quality. It does not make a big differ-

ence whether a school is ranked num-

ber 5 or number 10, it is more important

whether it is in the top 20, top 50, etc.

It is also essential that an institution

remains stable in the listings over the

years. "Rankings are very important

when it comes to choosing a business

school. But I think that considering the invest-

ment in time and money, it's a wise deci-

sion to instead opt for a programme that

actually fits with who you are and what

you want,” says Pablo Esteves in The

Economist’s forum. r
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The Right Match

Career options

A decision to pursue a master’s degree is

usually related to an ambition to find a fas-

cinating job with development opportunities

and make a difference. So, in the process of

choosing the right school, you should look

at the career options that schools offer. You

can ask business schools’ career centres for

information about the professional develop-

ment of recent graduates. Schools’ job serv-

ices usually provide statistics about alumni’s

career development, such as how long

does it take to get a job, in what fields

graduates work, salary levels. You can

also easily get information about the

number and the type of companies

that offer internships and recruit on

campus in order to see if they match

your needs.

Programme content and qual-

ity 

The costs for a master’s degree can vary

significantly, as annual tuition can run from

about USD 5,000 to as much as USD 40,000,

and you should add also costs for books and

accommodation. To be sure that your invest-

ment will be rewarded, you should carefully

study the content of the different programmes

and evaluate their quality. Choosing a course

should not be based on the lowest costs

model or on the hypothesis that more expen-

sive means higher quality. Financing your

studies is important, but you should pay

more attention to the specific features of

the programme, to the reputation of the

school and faculty staff, to the experience

you could gain and to networking and career

possibilities. Reputable master’s programmes

combine theoretical coursework, case stud-

ies, group work and in-company placements

and you should check whether the particu-

lar elements of a certain programme meet

your needs and objectives.

Amidst increasing globalisation, the need for

professionals with multicultural knowledge

and international practice is growing and

business schools are meeting this demand

by offering multi-campus education with an

international perspective. Multi-campus pro-

grammes are typically taught in English at

facilities in two or three countries on differ-

ent continents, most often in Europe, Asia

and North America. These courses expand

learning opportunities and provide an invalu-

able chance to visit various places and learn

how businesses are run in different regions

of the world, to meet people from diverse

cultures and lifestyles, and to build valuable

connections. The international learning envi-

ronment, the visiting of different campuses

and the daily communication with students

with varied backgrounds will dramatically

broaden your view and experience in a mul-

ticultural atmosphere, enrich you both socially

and culturally and make the education process

dynamic with a wide diversity of learning

approaches. This kind of global exposure is

a very important benefit of choosing a multi-

campus taught master’s programme.

If you hesitate between several schools offer-

ing similar master’s courses, you should

consider visiting the schools and taking

a short tour to examine the facilities and

equipment, meet students and teach-

ers and experience the atmosphere. All

of this is an important element of choice

for students, as a master’s degree course

is not only pure studying, but also an

enriching social experience. Considering

that you will spend about two years on-cam-

pus, it is important that you like the facili-

ties and the ambiance. And some are really

amazing! On-campus students have easy

access to various facilities, including the

library, labs, athletic facilities, stores and eat-

ing establishments, which are a perfect place

for socialising and enhancing the overall col-

lege experience. Moreover, in the on-campus

social life, you may choose to get involved

in activities, clubs and events, which makes

the overall student experience much more

satisfying, and participation can lead to a

greater number of connections. Networking

is an important part of higher education and

The School Tailored to Your Goals 
It may seem puzzling to choose a business school from among over 13,000, but it gets easier when you know what fea-
tures to look for and how to assess the quality of the different schools and find the one that fits your personal needs.
So, you have already decided to broaden your knowledge, earn precious experience and improve your career development
chances through pursuing a Master’s degree. Now you face the difficult task of choosing the perfect school. What should
your pros and cons list include?

Masters Selection
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“I believe that the internship I’m aiming

for will be the best start for my career.

And the UK, being one of the world’s eco-

nomic and political hubs, is the best place,”

says Plamena who seeks an internship

with the strategy divisions of financial

institutions. Internships may require stu-

dents to stay in the country for a long

time, so ideally it should be a place they

like. 

Cultural Aspects

A master’s programme could be a unique

experience which teaches you what living

and working in a multicultural environment

actually means and why all employers

require it from their future team members.

Andreana, 28, who is studying for a Master’s

in Advanced European and International

Studies (MAEIS) at L'Institut Européen •

European Institute (IE•EI), wants to work

for a European Union institution or for an

international organisation “together with

people from multiple national and cultural

backgrounds”. “Among the most impor-

tant qualities which one should possess

to successfully integrate in their struc-

tures are open-mindedness, flexibility,

adaptability. The best way to learn to live

and work in a multicultural environment

is by doing it,” says Andreana.

Andreana also highlighted the fact that

location was one of the most important

factors in choosing where to pursue her

master’s degree. “I love living in different

places and I had never lived in France, nor

in Germany. What is more, I wanted to

improve my French language skills and

France seemed like the best place where

I could do that. At the same time, given

my interest in arts, I had always been

strongly attracted by Berlin, wanting to

spend more time in the city and to bet-

ter experience it. This master’s programme

was offering the perfect response to both

my wishes. This was a good reason for

me to choose it,” she said.

The location matters but it is certainly not

the only factor to be considered before

choosing a business school. One of them

is the programme curriculum. The pro-

gramme should absolutely meet your per-

sonal expectations and not be in contrast

with your goals and interests. Career

prospects are another key factor as every-

one wants professional realisation after

graduation. In this regard you will want to

make sure that you find a master’s course

that teaches classes offering real-world

relevancy. 

A helpful aid when choosing one school

over another is visiting the school and

meeting its representatives, talking directly

to its admission and career officers and

building contacts with its alumni. Gaining

a personal impression from the school and

getting to know it will help it feel like your

school. It is important as one day you will

become an ambassador for this school and

you’d better be proud of it. r
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The Where? Question

Master’s programmes are aimed at those

who do not necessarily have certain work

experience but have at least decided what

they want from their professional life. Once

you have made up your mind that you see

yourself as a professional in a certain indus-

try or a field, it is a normal step to start

looking for the right school which will give

you the necessary education.  In this regard,

the location of the school is one of the

most important factors, which makes

your choice easier among many schools

offering the same degree and pro-

gramme.

For instance, if you want to develop

your professional career in the finan-

cial sector, you’d choose London rather

than Venice. But if you want a special-

isation in arts, going to Venice will be a

more reasonable choice.  And if you see

yourself as an element of the large-scale

body of European institutions, you’d bet-

ter go to Brussels. 

Choosing the right master’s programme

strictly depends on your personal needs.

Therefore it could be considered as a great

chance and opportunity to find your new

place, deepen your cultural knowledge, learn

a new language and ultimately settle down

and start a new life. This is especially valid

for Europe and particularly in the last

decades of a globalising world with the

opening of the borders and the fall of eco-

nomic, travel and cultural boundaries.

Location is also important because mas-

ter’s programmes are usually the first expe-

rience abroad.

“It’s the first time I have lived alone, and

for the first time in my life I know that I

can rely only on myself,” says Plamena,

24, studying for a Master’s in Management

in Durham University. “It’s great to get to

know new people, find new places, learn

something new every day. So far it’s been

a very valuable experience,” adds Plamena,

who is in her year of study.

Location is also important for internships,

which in the majority of cases represent

the first step before employment. Many

master’s programmes want their students

to undertake work-related experience dur-

ing the study, which could be either a

research project or a full-time intern-

ship. This experience is usually based

in the same city where the programme

is located. In this regard, it is much eas-

ier to apply for summer internships or

long-term programmes with certain

institutions or companies when you

are on the right course. 

Contact with the right person will be

much easier, as is establishing your profes-

sional network. Certainly, there is no doubt

that you can successfully build a wide net-

work of contacts via the many social net-

works available. However, face-to-face

communication has always been the best

way of building stable relationships. 

And last but not least, it will save you

money in transportation costs from one

interview to another.

Is Location the Key Factor
in Choosing a Master’s Degree?

If you take things seriously, there can never be one single factor to consider when you decide where to get your Master’s
degree from. There are plenty of factors that should be considered as a whole, but location truly matters. 

Masters Selection
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MIM or MBA - That Is The
Question

Experience

MIM programmes are specifically designed to

provide recent university graduates with the

business skills most in demand by today’s labour

market. While MBA programmes typically require

five to six years of work experience, MIM pro-

grammes mainly welcome candidates  fresh

out of university who have not yet drawn a

steady salary. In general they tend to restrict

applications to candidates with two years or

less work experience. For this reason MIM stu-

dents tend to be younger than MBA students

and are usually in their early 20’s, compared to

MBAs who are often in their late 20’s and early

30’s. MIM and MBA programmes cater to stu-

dents at very different stages in their careers;

while the MIM programme is designed to help

students kick-start their career, MBA programmes

help students navigate a career change or

advancement within a particular sector.

Typical MIM Students

Interested in a job change:

MIM students: 26,2%

MBA students: 52,1%

Interested in a change in industry:

MIM students: 23,7%

MBA students: 39,0%

Source: MBA.com Prospective Students Survey 2011

Curriculum

The differences in the student profiles of the

two programmes are also reflected in their

respective curricula. While the training for

MIM students focuses on technical skills, MBA

programmes seek to impart a broader, more

strategic vision to their students. MBA pro-

grammes also offer a general approach to

management which allows students to explore

the roles of different business functions

across various industries. MIM programmes,

on the other hand, allow students to spe-

cialize in a functional discipline early on, such

as marketing or human resources. Additionally,

MIM students typically spend more time

reviewing different theoretical concepts com-

pared to students in MBA programmes.

Teaching Methodology

Another essential difference between a MIM

and an MBA programme is how the programme

is actually taught. Given the rich variety of

professional and personal experiences typi-

cally found in an MBA classroom, those pro-

grammes thrive on peer-level learning.  The

MBA teacher serves more as a moderator or

facilitator for student-led debates, guiding

students as they tackle problems rather than

providing definitive conclusions. Teachers on

MIM programmes, however, assume a slightly

different role. MIM classes tend to be more

lecture-based, and teachers provide students

with final conclusions after class debates.

Because MIM students have limited work

experience, faculty members illustrate the-

oretical concepts using real-life examples in

order to demonstrate their relevance and

application, rather than rely on the experi-

ence students bring to the programme.

Careers

When students embark on postgraduate edu-

cation, they make an investment of time and

a significant amount of money, particularly

in the case of MBA students. Business stu-

dents are naturally concerned with the poten-

tial career pay-off of such a large investment.

Here, the MBA has still an advantage, given

that employers world-wide are already famil-

iar with the MBA degree and are beginning

to learn about the MIM. However, top recruiters

in Europe including investment banks and

consulting firms show a strong interest in

hiring MIM graduates over MBAs. Investment

banks and consulting firms in particular value

MIM students over MBAs due to their tech-

nical skills and their ability to think outside

the box. r

By Martin Boehm, Associate Dean of 
Master in Management Programmes, 
IE Business School
The MBA has long been a standard credential for business leaders around the world. However, it is no longer the only con-
tender in the postgraduate business education market, thanks to the recent but absolute emergence of the Master in Management
(MIM) degree. Master in Management programmes are being steadily introduced by schools across Europe, Asia, and North
America as a response to an increased interest in business education among a younger demographic.
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Management & Organisation
Finance
3 Applicants
A Masters programme in Finance offers a broad-

based education, with a choice of specialisa-

tions. It features a curriculum that prepares

adult students for the emerging knowledge

economy while emphasizing the latest con-

cepts, practices, and skills in today's rapidly

changing marketplace. With finance being one

of the largest sectors in the world economy,

this stream of Masters has the widest variety

of professional courses. Those looking to delve

into the world of financial analysis, corporate

finance, investment management and com-

mercial finance should be considering this core

sector of Master's programs. Most people pur-

suing graduate degrees in finance already have

an undergraduate degree in a related field or

have an equivalent background through their

work experience. Those wishing to switch

careers may need to take some introductory

classes before pursuing an advanced degree. 

3 Course content
Graduate programs in finance combine a chal-

lenging range of subjects, which are designed

to help students understand financial forces

in today's modern business climate and con-

tribute meaningfully to companies by helping

them make wise financial choices. They impart

intimate knowledge of the functioning of mo-

dern financial markets and financial institu-

tions. Core topics of the program include the

analysis of global asset allocation and inter-

national fund management, investment ban-

king and venture financing, the analysis of

trading systems and the ensuing market

microstructure, as well as the design and ope-

ration of insurance and pension systems.

3 Career options
Jobs in finance are often highly paid and a

career in finance requires strong analytical

skills and even more initiative. The long work-

ing hours are offset by tempting salary pack-

ages and bonuses. According to a survey

conducted in 2007, finance job holders in

London are the highest paid within the UK.  

Professionals in finance become specialised

in the following sectors/roles: commercial ban-

king, corporate finance, financial analysts and

personal financial advisers, insurance, invest-

ment banking, loan officers & counsellors,

money management, real estate, financial analy-

sis, business consulting, taxation, risk manage-

ment, funds management, stock-broking,

merchant banking, investment banking, under-

writing, and insurance services. 

Accounting
3 Applicants
Masters programs in Accounting have been

designed for seasoned accountants and those

aspiring to enter the field. The MSA prepares

you for today's complex and competitive busi-

ness environment and acts as a prerequisite

for entry into public accounting. A bachelor's

degree is the minimum prerequisite for most

careers in the accounting industry. The indus-

try is growing and is expected to continue to

grow as laws and policies change and as more

companies have their finances closely inspected.

This means that there are good prospects for

those entering the industry and these oppor-

tunities can be maximized by showing exper-

tise in computer applications, gaining a license

or certification from a professional organisa-

tion, or earning a Master's degree.

3 Course content
The main job of an accountant or auditor is

to make sure that businesses maximize pro-

duction, pay taxes correctly, and keep public

records. They do this in a number of ways,

including keeping accounts for governments,

administrations, and the public; and also per-

forming auditing services inside organisations.

Accountants review, draft, and authenticate

documents containing financial information for

clients. In addition, accountants are finding it

increasingly valuable to possess associated

knowledge in areas such as information tech-

nology, law, budget analysis and investment

planning. Students considering a career in

accounting, or wanting to study accounting,

should obviously have a solid background in

mathematics. They should also have good busi-

ness acumen, an ability to pay attention to

detail and a desire to work in an environment

in which they will be challenged more than

they may have imagined. Accounting forms an

important function of any company as it relates

to many aspects such as listing of shares,

analysing budgets or forecasting company

finances. Accounting courses equip students

with the skills they need to prepare taxes,

budgets, business and retirement plans, and

investment portfolios. The recent surge in tech-

nology in the field means that accounting

courses may cover topics such as enhanced

data collection and access, new accounting

software. Other accounting courses may include

corporate tax, advanced financial accounting

theory, strategic management, and auditing

principles and procedures. These courses are

usually taken by people with prior experience

in the field and are popular among accoun-

ting professionals wanting to upgrade their

skills and be abreast of the latest technology

and processes. Some accounting specialisa-

tions include: public accounting, financial

accounting, managerial accounting, internal

auditors, cost accounting, auditing, tax accoun-

ting, budget control, governmental accounting,

accounting education, non-profit accounting,

internal auditing, and personal financial advice.

3 Careers options
Graduates with a Masters (MS) degree in busi-

ness accounting may become public accoun-

tants, management accountants, internal

auditors, controllers, taxation specialists, chief

financial officers and more.

Masters in Finance and

Accounting are designed to give

students the advanced knowl-

edge, skills and practical educa-

tion necessary to focus on

finance and accouting careers.

r

Finance & Accounting
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Management
3 Applicants
This stream provides a broad, comprehensive

and forward-looking orientation that equips

students to research, monitor, analyze and

make effective decisions in relation to the com-

plex issues confronting the modern manager

at both strategic and operational levels.

A Masters in Management is aimed at candi-

dates who have no work experience and are

looking to gain knowledge of different man-

agement skills and business knowledge. These

Masters courses are as popular as the Masters

in International Business, but attract more appli-

cants because they have been operating for a

long time. 

3 Course content
Students are provided with the opportunity to

develop conceptual tools, knowledge and skills

in relevant disciplinary areas, and to under-

stand how these can be applied to practical

management situations. Students are also

equipped to evaluate the effectiveness of their

managerial assumptions, attitudes, values and

behavioural styles, and design a personal pro-

fessional development programme that pro-

vides them with a forward and pro-active

outlook and the interpersonal skills needed to

manage successfully. It is the ideal programme

for learning how to think strategically, under-

standing organizational culture and effectively

motivating the people who power a business.

Course work on the degree programme may

cover: business decision making, communica-

tions, logistics and purchasing, quantitative

methodology such as accounting, human

resources, and administrative practices.

Management degrees are often combined with

studies in business administration, which focus

more on practical application of business con-

cepts. 

As companies strive to compete in a global

market and keep abreast of the latest techno-

logy, they typically look for strong managers

who are knowledgeable when it comes to cur-

rent business practices and can effectively

organize the company's workforce and resources.

Businesses traditionally want leaders with

strong communications skills who are good at

analyzing and solving problems, as well as

thinking critically. Within management, there

are several sectors that can help develop spe-

cific skills needed for related sectors. New

developments within this field are land man-

agement, cultural management, data manage-

ment, engineering management, IT

management, and the most sought-after gen-

eral management programmes which are meant

for highly experienced candidates who are

seeking to improve or upgrade their manage-

ment skills.

3 Career options
Managers are employed in various sectors: gov-

ernment, education, or private industry. They

may pursue various positions such as chief

financial officer, chief information officer, chief

executive officer, general and operations man-

agers and will have direct authority for func-

tional areas (sales, finance and accounting) as

well as line management positions.

Organisation
3 Applicants
Candidates who are looking to become spe-

cialists in organisational development or are

looking to become strong players in organiza-

tional change and strategy should consider

this programme. The subjects that are studied

motivate graduates to think about the impli-

cations of change and their suitability to the

organization. Organizational behaviour, change,

management are some sought after subjects

within the organization stream.

3 Course content
A very important aspect of this stream is that

it makes candidates aware of the social and

technical design of organisations, and encou-

rages implementation of change. These Masters

programmes have been developed with the

understanding that complex business environ-

ments need to change with the times, and

rethink the intrincacies of their organization

according to the desired changes. The aim of

this programme is to fill the gap with execu-

tives who are skilful, dynamic and proactive in

a changing environment. It focuses on the

needs of developing intermediary economies,

and produces graduates who are sufficiently

skilled to become catalysts of organisational

change and development. Since organisations

involve people, processes, structures and rela-

tionships; a major area of study within these

Masters programmes includes the study of

human behaviour and psychological analysis

of the workplace. This subject has helped com-

panies make use of graduates to increase work

productivity, process analysis and internal prod-

uct testing. 

3 Career options
The most natural career choice after this pro-

gramme is organizational development consul-

tant. Organizational change management

consultancy is a new and upcoming field and

this Masters programme is the ideal route

towards that type of role. Another path is that

of industrial organizational psychologist which

involves working closely with the field of human

resources. 

Masters in Management and

Organisation enable graduates

to become strong players in

strategic business decisions, pro-

viding them with key calculative

and operational competences.  r

Management & Organisation
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Marketing

3 Applicants
Graduate programmes in Marketing teach stu-

dents how to target a specific population or

group in order to sell a product more effec-

tively. Graduate students will gain know-ledge

of specifics about the sociology, consumer

behaviour and purchasing patterns of certain

target groups. Marketing at its hig-hest level is

an extremely intellectual and abstract profes-

sion, one whose applications and results are

firmly rooted in the world of the practical con-

sumer. Potential candidates for graduate mar-

keting programmes should be productively

creative and ambitious in their approach to

learning and to life in ge-neral. A certain level

of innovation and co-relation to consumer

actions is needed. 

3 Course content
While training focuses on some traditional aca-

demic spheres such as sociology and psycho-

logy, it is still very important for those in the

field of marketing to participate actively with

the world around them. Additionally, with just

about any product or service being capable of

being marketed, you will find a few specific

directions you may choose to focus on, such

as: Business-to-Business Marketing, Developing

New Products and Services, Advertising, Public

Relations, Marketing Strategy, International

Marketing, Sales Management and Control,

Marketing Management. 

3 Career options
Literally millions of professionals pursue a

career in marketing. These individuals include

professionals employed in advertising and pro-

motion, marketing managers, retailers, sales-

people, and many more. In fact, the number of

different careers and jobs that fall under the

umbrella of marketing mean that thirty per

cent of all workers worldwide are estimated

to be employed in marketing. The avenues for

marketing professionals to pursue are see-

mingly infinite.

Specific areas include: advertising and public relations,

brand management, business-to-business marketing,

direct marketing, distribution channel manage-

ment, brand ma-nagement, consulting, mar-

keting research, non-profit marketing, product

management, international marketing, market-

ing research, new product planning, retail mar-

keting, marketing professor, sales promotion

management. According to the US Bureau of

Labor Statistics Occupational Handbook, jobs

within the marketing sector will grower at a

higher rate than other jobs at a national level.

This sector allows flexibility, accessibility and

applicability to all markets and spheres of the

global economy. 

Communications
3 Applicants
Many students, once they have decided that

they want to reach the top of their field, decide

to pursue a Masters degree in Communications.

Students enrolled on graduate communications

programmes receive an interdisciplinary edu-

cation with many opportunities. They open

lines of communication between companies

and the people to whom they are providing

services. Graduate communications schools

prepare students for in-demand careers in any

number of industries and professional settings.

The theories that are taught and practiced are

not only based on the latest communications

the-ories, they also equip graduates with the

essential leadership skills necessary for for-

ming coalitions, as well as handling and resolv-

ing crises. 

3 Course content
Students at graduate communications schools

can choose from journalism, mass media grad-

uate programmes, marketing graduate pro-

grammes and professional writing gra-duate

programmes. A Masters in communications is

not targeted only at candidates with the gift

of the gab, or proficient writers, itcaters for

people who have a flair for writing and com-

municating, and who have good interpersonal

skills. Those who are inte-rested in communi-

cations management can opt for a graduate

communications management programme,

which involves analyzing audiences, organiz-

ing ideas and choosing the right media in a

multicultural environment; or telecommunica-

tions management and corporate communica-

tions, involving the study of public opinion,

marketing communication and audience behav-

iour. Other specific areas include: advertising

& public relations, journalism and mass media,

pu-blishing, radio, TV and film. 

3 Career options
Graduates with a Masters degree in commu-

nication can become public relations execu-

tives, human resources executives, corporate

media directors, corporate communications

consultants, advertising executives and more.

Apart from the different career paths, a Masters

in any communications stream gives candi-

dates the extra factor, the excellence in inter-

personal skills, public speaking, group motivation,

influential writing agility and capacity to deal

with internal and external pressures and to

become a leader in every aspect. 

Masters in Marketing and

Communication prepare gradu-

ates to participate in strategic

business expansion and brand-

ing by analyzing customers'

behaviour and expectations in

order to determine the most

effective way to reach them.   r

Marketing & Communications
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International Business
3 Applicants
The Master’s in International Business is one

of the most popular Master’s programmes. These

programmes were started in 2000 as an alter-

native to the MBA, and have been increasingly

popular ever since. The objective of a Master’s

in International Business is to teach various

interdisciplinary principles of business manage-

ment with an international focus, and is also

open to candidates who do not have profes-

sional experience. The global aspect of this pro-

gramme places is on a par with MBA programmes.

This programme provides knowledge of busi-

ness theory, develops the student's analytical

and business skills, and provides in-depth expo-

sure to the best practices of international busi-

ness. It prepares participants for a successful

international and cross-functional career within

multinational companies. The degree is ideal

for professionals working in companies that

operate in the global marketplace or for any-

one wishing to kick-start their international

career.

3 Course content
Topics covered as part of an international trade

curriculum will frequently include finance or

commerce, the complexity of the shifting global

economy, export sales, trade controls, problems

and issues related to foreign trade, international

business policies, etc. An understanding of the

laws and politics of trade

and business needs to be

integrated with an under-

standing of market forces

and corporate competition

in order to gain an under-

standing of what will truly

work in a globalized econ-

omy. 

3 Career
options
A wide range of career

opportunities are open to

graduates: Corporate Strategy and People

Management in areas such as graduate man-

agement trainee programmes, financial serv-

ices and business analysis, management

consultancy, retail management, human resource

management, policy development and research.

After graduating with this Masters degree, can-

didates can expect to work anywhere from

banking to BPO, from world trading organisa-

tions to Chambers of Commerce and from

research organisations to NGOs. Options are

limitless whether you are aspiring to be a spe-

cialist executive in a multinational giant, wish

to promote a new global project, or even if you

are an entrepreneur loo-king to take your com-

pany beyond its current geographical bound-

aries. 

Strategy
3 Applicants
Today's managers have to constantly adapt to

new and evolving challenges, to make strong

financial decisions and develop sound strate-

gies which help in developing and managing

the whole company. A Masters in strategic ma-

nagement is meant for those who are looking

to be a part of this vital workforce within the

structure of a company. These programmes

focus on various concepts of business strategy,

and help in developing required strategies in

complex business environments. The basic

understanding of statistics is appreciated, as

some or most strategies make use of informa-

tion that requires analytical scrutinising. 

3 Course content
The course takes a practical approach to lear-

ning, with emphasis on key issues. It involves

the latest understanding of the basics of the

management field and educates the candidates

on various practices and approaches that impact

management. Hands-on course work utilizes

various dynamics such as exercises, cases stud-

ies and simulations to help you use the applied

knowledge base in realistic situations. Different

fields within strategy include international strat-

egy for firms looking for foreign expansion;

strategic financial management for those who

have some financial background and are look-

ing to work as management consultants; cor-

porate strategy relates to company growth and

development -  to name but a few. Change man-

agement is one of the upcoming fields within

strategy and has received tremendous response

in terms of applications. A Master’s in Change

Management imparts knowledge and involves

course work on specific management topics

and related concepts that help in the imple-

mentation of successful change processes. 

3 Career options
As strategy is a strong base for any organisa-

tion, there is a wide range of careers in this

sector. Strategy consultants form the very core

of any department or company. On completion

of these courses, graduates will have developed

the cri-tical thinking necessary to plan and man-

age international resource strategies, or to under-

take international management consultancy.

As strategy is needed in every department,  a

graduate in this field can work in just about any

department depending on previous experience,

for example: HR Strategy, Financial Strategy,

Management Strategy, etc. Master’s in

International Business and Strategy are very

much in demand by young professionals because

they open doors to cross-functional careers

within international companies.  r

International Business &
Strategy

Masters Programme
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The first cycle awards a Bachelor’s degree

requiring typically 180–240 ECTS credits and

usually taking three years to complete. The

Master’s degree is awarded in the second

cycle of higher education. It needs typically

90–120 ECTS credits and two years to com-

plete. The third cycle awards a Doctoral Degree

and takes three years to complete. No ECTS

credits range is given in this cycle. One aca-

demic year corresponds to 60 ECTS credits,

equivalent to 1,500–1,800 hours of study. 

Even so, the actual naming of the degrees

may vary from country to country. 

The new model comes closer to the North

American and Japanese systems. It gives

greater weight to practical training and to

intensive research projects. The way credits

are measured reflects how hard a student

has worked. The new evaluation methods

reflect not only a student's performance on

exams, but also his or her lab experiments,

presentations, hours spent on study, innova-

tion capacities, and so on.

The aim of the Bologna Process is to organ-

ise higher education systems in European

countries in such a way as to make it easy

for students to move from one country to

another within the European Higher Education

Area for the purpose of further study or

employment, and to increase the attractive-

ness of European higher education in order

to encourage people from non-European coun-

tries to come to study and work in Europe.

So far, 47 countries have adopted the Bologna

Accord. The Bologna Process list of higher

education top priorities this decade includes:

social dimension, equitable access and com-

pletion; lifelong learning; employability;

student-centred learning and the teach-

ing mission of higher education; research

and innovation; international openness;

and mobility.

Types of Master’s

The general description of a master’s

degree is an academic degree obtained

in a higher postgraduate education, which

usually takes two years to complete. It is a

specialised graduate programme focused on

gaining practical knowledge in a specific area.

A bachelor’s degree is always required for

admission to a master’s programme. Students

build on the skills and knowledge they have

already acquired in their bachelor’s pro-

grammes. Master’s courses cover the chosen

field in depth, consolidating theoretical knowl-

edge and dealing with practice-oriented appli-

cations.

The two most common titles of master's

degrees are the Master of Arts and Master

of Science.

Master of Arts (M.A., MA, A.M.

or AM)

Those admitted to the degree are typically

taught humanities studies like history, geog-

raphy, philology, philosophy, theology, educa-

tion, human resources, social and political

sciences or fine arts. Master's degree pro-

grammes may be either research-based,

coursework-based or a combination of the

two. The degree can be conferred through

passing examinations, research, or a combi-

nation of the two. A bachelor's degree is nor-

mally required for admission to a master's

degree programme. The average time to com-

plete a master's degree programme is two

years after the completion of a bachelor's

degree.

Master of Science (M.S., MS,

MSc, M.Sc., M.Sci., M.Si.,

Sc.M.)

A Master of Science degree is based on

scientific learning. A bachelor's degree in

a related field is almost always a prereq-

uisite. Master of Science degrees are

earned in economics, accounting, finance,

management, engineering, information sci-

ence, medicine, space studies, aviation and

environmental studies. Graduates who have

earned a Master of Science degree often go

on to pursue a doctoral degree. r
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MSC, MA, MS … 

The Bologna Accord

In short, the Bologna Accord was a significant

step in unifying the different types of educa-

tion across Europe’s many universities.

The purpose of the Bologna Accord (also called

the Bologna Process) is to create uniformity

in European higher education through the cre-

ation of the European Higher Education Area

by making academic degree standards more

comparable throughout Europe. Before the

Accord, there was little uniformity in European

higher education. 

Different countries’ universities awarded dif-

ferent degrees, and it was not always clear

which degrees were equivalent to one other.

These distinctions made it difficult for gradu-

ate programme admissions offices and poten-

tial employers across borders to assess an

applicant’s level of education without extra

research of the degree qualifications - not an

easy task, given the wide variety of diplomas

in the different European countries. 

In June 1999, education ministers from 29

European countries signed the Bologna

Declaration in the University in Bologna, agree-

ing to reform higher education to achieve the

following targets:

• create a system of comparable and under-

standable degrees throughout the European

Union;

• establish a clear and standard division

between undergraduate and graduate stud-

ies;

• promote student mobility among different

fields of study, institutions, and nations;

• develop a quality-assurance process and

governing body to ensure standard qualifica-

tions and quality throughout participating

countries;

• define a European focus for higher educa-

tion.

Higher education cycles

The basic framework adopted consists of

three cycles of higher education qualification

which are defined in terms of qualifications

and European Credit Transfer and Accumulation

System (ECTS) credits. The Bologna Accord

establishes a division between undergradu-

ate and graduate study by introducing the

‘bachelor’ and ‘master’ framework to educa-

tion in European countries that sign the agree-

ment. It also defines standard degree

requirements, a standardised grading scale,

a common transcript and quality-assurance

checks to ensure common practices and qual-

ity standards.

The Different Types of Masters

Not that many years ago, the education systems in different European countries varied from country to country and the term
Master’s’ was not as widespread as it is nowadays. The Bologna Accord gave the term a definitive meaning across the whole
of Europe and helped to unify the different higher education systems.

Masters Overview
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human resources director, the growing inter-

est in the M.A. reveals the inadequacy of the

baccalaureate”, says Prof. Trachtenberg.

According to CollegeGrad.com, the popular

entry-level online job resource, employment

opportunities for those with a master’s degree

are expected to increase by 22 percent over

the course of the year. Employers seeking

the advanced knowledge and skills a mas-

ter’s degree reflects come from all sectors

of the economy – from high tech to serv-

ices, from finance to government. Recruiters

find that master’s candidates have a greater

level of technical and field expertise that

can bolster a company’s competitive stance

in the industry. 

Your career options increase

The MA also allows you to upgrade your alma

mater (especially if you are not too happy with

graduating from a college of little renown) and

permits you to change direction if you have lit-

tle interest in your BA field or do not find it

especially lucrative. Most MA programmes offer

career management services – behavioural

assessments, CV workshops and on-campus

company presentations, thus allowing students

to ‘draw up’ a career plan and get down to ful-

filling it. Also, graduate schools (or at least

those that count) keep track of the career curve

of their former students and pride themselves

on their high job placement record and the

career progress of their alumni.

Networking is easy with a

Master’s programme

Universities are closed communities of bright,

forward-thinking individuals from various back-

grounds. By applying for an MA degree, you

also apply to become part of a culturally,

socially and intellectually diverse environ-

ment. Enrolling for a master’s degree also

opens to you the school’s alumni database.

This is a rich source of contacts that can

help you build a strong network of friends

and connections which can be quite valu-

able when you go into the professional

world – helping you not only to land the desired

job but also keep it. Don’t forget, your class-

mates today can be your future business part-

ners tomorrow. r
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A Master’s Degree Matters

A good education can always be made better

with a Master’s. Recruiters nowadays demand

more and higher qualifications so it will be

hard to impress them with just a BA on your

CV.  In fact, master’s is now the new bache-

lor’s – they are the stepping stone for your

career launch. Dr. Debra W. Stewart, president

of the Council of US Graduate Schools, notes

that “several years ago it became very clear

to us that master’s education was moving

very rapidly to become the entry degree in

many professions”. In other words, jobs nowa-

days are becoming increasingly ‘skilled up’ and

anyone who wants to boost their marketabil-

ity should consider going back to university.

Also, it is a truth commonly acknowledged that

master’s degrees have a non-economic, purely

educational value – they turn your passion for

a subject into an in-depth understanding of it.

Here is a recap of what makes master’s degrees

so valuable – both literally and metaphorically

speaking.

Universities are still our think-

tanks

Though it is not impossible to self-educate in

today’s world of hyper, cyber communication

and over-information, universities remain the

place to go to when you want to gain specific

knowledge, hone your professional skills or

simply get into contact with a faculty that

‘knows their game’. Universities are still the

biggest think tanks available and if you pick

the right one (with rankings above the aver-

age) you will study under world-leading aca-

demics and professionals, meaning that cutting

edge research and the latest critical thinking

will inform your curriculum. Moreover, a mas-

ter’s gives you the practical knowledge and

vocational expertise you need in order to pur-

sue the career of your choice. It gives you the

theory and then compels you to apply it. It

also allows you to pursue a specialist area of

interest that you developed during your previ-

ous studies or in your career. Some MA pro-

grammes allow you to specialise through

optional modules and a dissertation or a

research project on a subject of your own

choosing. This in turn means that you have the

opportunity to build a programme that reflects

your own interests and which will be intellec-

tually rewarding.

Master’s degrees bolster your

marketability

The reality is that education is an investment

unlikely to suffer devaluation.  Experts argue

that a BA today is equivalent to having a high

school diploma 20 years ago and most employ-

ers require a higher degree.  Thus, in pursuing

a master’s, you not only satisfy your intellec-

tual cravings but also pad your CV – the skills

and qualities you develop, including commu-

nication, project management, data analysis,

critical thinking and problem solving, will help

you stand out in a highly competitive market.

Most of the higher-level jobs in public policies,

business management, engineering, public

administration, medical research and most

other professions require the candidate to pos-

sess a master’s degree. Prof. Stephen Joel

Trachtenberg who teaches public services at

George Washington University points out that

“the MA is neither fish, nor fowl nor good red

meat” yet its value on the job market could

not be questioned. “Just as the double and

triple undergraduate major is a form of gild-

ing the lily, a form of product enhancement,

meant to seduce the hiring partner or the

Master’s Degrees Are in Vogue 
and for Good Reason Too
Master’s degrees are not only intellectually rewarding, they also enhance your skills and employability and can help you
move in a new career direction.

Masters Overview
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