
From:                                         Ma hes, Peter S
Sent:                                           Wednesday, October 21, 2015 2:41 PM
To:                                               Goff, Ann Frances V
Subject:                                     Fwd: Business Week Rankings
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Begin forwarded message:

From: "Fethke, Gary C" <gary‐fethke@uiowa.edu>
Date: October 21, 2015 at 2:06:42 PM CDT
To: "Ma hes, Peter S" <peter‐ma hes@uiowa.edu>
Subject: FW: Business Week Rankings

 

From: Description for cba­all List [CBA­ALL@LIST.UIOWA.EDU] on behalf of Gardial, Sarah [sarah­gardial@UIOWA.EDU]
Sent: Friday, November 21, 2014 4:31 PM
To: CBA­ALL@LIST.UIOWA.EDU
Subject: [CBA­ALL] Business Week Rankings

No doubt many of you have heard about the significant fall of our MBA in the recent Business Week rankings. 
Without ques on this is demoralizing, and it cannot be painted as anything but painful, no ma er how you spin it.
 
Of par cular concern is not just our spectacular fall, however, but the total up‐ending of rankings that resulted in
many good schools taking a significant bea ng (we can feel in good company), while others jumped inexplicably
up the rankings.  If one assumes that all these schools did not simultaneously and radically alter their programs,
their student selec on, or their faculty, how could such upheaval occur? 
 
The short answer is a new Business Week methodology for compu ng the rankings, as well as an employer
sampling plan that appears to have significantly disadvantaged smaller schools.  Several ar cles are a ached,
above, in response to this phenomenon, but you might want to start with the Poets and Quants ar cle on
“Winners and Losers.”  It provides some important perspective from an independent, third party ‐ not from one of
the affected schools.
 
This upse ng development aside, my posi on on rankings remains long‐held and unchanged.  In summary:
 

Rankings are important.  To say otherwise is to be disingenuous.  We cannot ignore them, because too
many stakeholder groups base decisions on them – regardless of their validity.  To that extent, we will
always be mindful of what we need to be doing to improve our posi on and act appropriately, ethically,
and strategically in alignment with our values and our vision.
 
That said, rankings are media‐driven.  They are the tail that wags our dog, and chasing rankings can never
be our goal.  We have a mission and strategy that we have though ully cra ed, that we believe in, that
has been ve ed with a variety of stakeholder groups, and which will con nue to propel us towards
excellence.  Rankings will follow our strategy – not lead it or dictate it.  (See the attached article, “Duke
won’t change strategy for ranking” for a similar view.)
 

We have scheduled a mee ng with the full  me MBA students to discuss this development and our college
response to it.  And I am happy to discuss this issue individually or collec vely.  Just let me know.
 
Bo om line.  We are doing seriously good work here.  Stay the course.  We know what excellence looks like, and
we do not need outsiders – with dubious motives and/or flawed methodologies – to tell us otherwise.   
 
Sarah Fisher Gardial, Dean
Henry B. Tippie College of Business
The University of Iowa
108 John Pappajohn Business Building, Suite C120
Iowa City IA  52242‐1994
Tel: (319) 335‐0866

mailto:gary-fethke@uiowa.edu
mailto:peter-matthes@uiowa.edu
mailto:CBA-ALL@list.uiowa.edu
mailto:sarah-gardial@uiowa.edu
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Fax: (319) 335‐0860
h p:// ppie.uiowa.edu/
sarah‐gardial@uiowa.edu 
"It is a waste of important poten al if (ins tu ons) do not make use of the special freedoms they have been
given...to facilitate change rather than automa cally endorsing the status quo...to act and not merely react;
to ini ate, even to gamble and dare."  Waldemar A. Nielson
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MBA Programs 



The Complete 2014 Business School Ranking 



This year, Bloomberg Businessweek ranked the largest group of full-time MBA programs since we began ranking business 



schools in 1988. Use the table below to see how 85 U.S. and 27 international schools fared on the three measures that 



make up our ranking, and see 20 years of historical rankings. 
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Best Business Schools 2014: How 
They Were Ranked 
 
By Jonathan Rodkin | November 10, 2014 
 
 
To determine which business schools offer the strongest education and best 
prepare MBAs for their careers, Bloomberg Businessweek ranked 112 full-time 
MBA programs on three measures: a survey of student satisfaction (45 percent of 
the ranking); a survey of employers who hire those graduates (45 percent); and 
the expertise of each school’s faculty, measured by faculty research in esteemed 
journals (10 percent). 
 
This year, Bloomberg Businessweek ranked 85 U.S. schools and 27 international 
schools, the largest group since we began ranking MBA programs in 1988. The 
methodology for ranking schools has evolved over the years, and in 2014 we 
implemented some small but important changes to each of the three ranking 
components. 
 
Student Survey (45 percent of total score) 
 
To record what students thought of their MBA programs, we surveyed 21,833 
graduating full-time MBAs at 138 participating schools from April to June 2014, 
in partnership with Boston-based Cambria Consulting. 
 
Schools either provided student e-mail addresses to us or distributed a secure 
survey link directly to their students. All full-time MBA students graduating in 
the year ending June 30, 2014, were invited to take the survey. 
 
To be ranked, each school was required to have at least 30 percent of its class and 
at least 25 students respond to our survey. Sixteen schools did not meet this 
requirement and were dropped from our rankings. Nearly half (48.6 percent) of 
students contacted completed the survey (10,605 students). 
 
The survey questions covered the quality of academic and career development 
offerings, the qualities of the student body and school culture, and students' 
evaluations of their own skill sets. 
 
Student survey audit: 
 
To identify statistical anomalies in the student survey data, we enlisted Alan 
Gross and David Rindskopf, educational psychologists at the City University of 
New York. When student survey responses were so positive so as to be statistical 
outliers, we conducted additional investigation to ensure that neither students 











nor school administrators had violated our code of ethics, which forbids trying to 
influence students to provide positive ratings. This year, we did not find evidence 
of cheating that met our standard for automatic removal from the rankings. 



 
What's new about the student survey: 
 
Survey questions 
This year’s student survey was shorter and more direct than in past years, 
following best practices of survey design. It covered roughly the same topics as in 
past surveys, but we tightened question phrasing and definitions to limit 
misinterpretation and improve relevance. (For example, we ditched a question 
about ‘e-commerce.’) Because MBA students have consistently told us that school 
culture is very important in selecting the right program, the 2014 survey asked 
students about aspects of school culture we had not previously addressed, such as 
questions on the climate for women, gays, and people of varied socioeconomic 
backgrounds. 



 
Anchoring 
In past years, the current student survey score made up 50 percent of the overall 
student score, and the scores from the previous two rankings cycles made up 25 
percent each. (For schools new to rankings in a given year, Gross and Rindskopf 
used regression analysis to arrive at an estimate of past years’ scores.) To better 
reflect the changing MBA landscape, this year’s student survey scores comprise 
2014 student data (75 percent) and 2012 student data (25 percent). As a result, 
this year’s ranking will show more change than previous rankings have done 
because previous years of data weigh less heavily on the current scores. 



 
Weighting 
In a final change, we discontinued a weighting practice that emphasized 
questions recording a wider spread of responses. For the vast majority of schools, 
the weighting discontinuation did not seriously affect their rank. 



 
Student Survey deep dive 
Below is the list of questions that contributed to each school’s student survey 
score. Each of these questions recorded answers on a five-point scale, and each 
was weighted equally in calculating a school’s student survey score. 



 
(1) To what extent do you agree or disagree with the following statements? 
[strongly disagree, somewhat disagree, neutral, somewhat agree, strongly agree] 



 
1. I would encourage those looking for an MBA to enroll in my MBA program. 
2. At this time, I consider my MBA to have been a worthwhile investment of my time and 



money. 
3. Program administrators have been responsive to students’ concerns and opinions. 











4. My program takes issues of diversity and inclusion seriously. 
5. My program has outstanding, state-of-the-art facilities and resources. 
6. I had one-on-one access to instructors outside the classroom when I needed or wanted it. 
7. Some instructors used irrelevant cases in their courses. 
8. Courses were taught by the right mixture of academics and practicing business 



professionals. 
9. Most instructors used effective teaching methods. 
10. I feel inspired to pursue an ethical career. 
11. I feel ready to manage a team. 
12. I know how to think like an entrepreneur. 
13. I possess advanced quantitative analytical skills. 
14. I feel equipped to work internationally. 
15. Overall, my MBA experience was enhanced by the quality of my classmates. 
16. Some of my classmates detracted from my MBA experience. 
17. Getting an MBA was a fun experience. 
18. I wish my program had presented me with better extracurricular opportunities. 
19. Contact with my school’s alumni network has already been helpful to me. 
20. I expect my school’s alumni network to be instrumental to my professional success. 
21. I wish I had more opportunities to engage with potential employers as part of my MBA 



program. 
22. The career services office has been active in connecting me with career-related advice and 



resources, such as interview training and negotiation workshops. 



 
(2) Describe the climate for each of these groups: [extremely negative, somewhat 
negative, neutral, somewhat positive, extremely positive] 
 



1. Climate for women. 
2. Climate for international students. 
3. Climate for racial, ethnic, and religious minorities. 
4. Climate for people of all sexual orientations and gender identities. 
5. Climate for people of all socioeconomic backgrounds. 



 
Employer Survey (45 percent of total score) 
 
To reflect how well MBA programs prepare graduates for the jobs they want, we 
surveyed recruiters from companies that hire MBAs. 
 
To locate recruiters, we asked schools to list all employers that have hired their 
MBAs since 2012. While schools were not penalized if they did not provide this 
information, many schools complied with our request, resulting in a pool of 8,358 
recruiters at 4,931 companies. 
 
We sent the survey to all 8,358 individuals identified by schools. Respondents 
were also encouraged to nominate colleagues involved in MBA recruiting to take 
the survey. Our final respondent pool comprised 1,320 recruiters from 614 
employers—1,263 nominated by schools, 57 referred by colleagues. 
 
We asked recruiters to identify and rate up to 10 schools at which they had 
significant recruiting experience in the last five years. A school needed to be rated 
by at least five recruiters to be eligible for our rankings. Ten schools did not meet 
this requirement and were dropped. 











 
We then asked recruiters to assess how well these school’s graduates performed 
on specific qualities important to them when they recruit MBAs. We asked all 
recruiters to rate each school’s graduates on how effective they were once they 
were hired. 
 
To score the employer survey, we started with raw scores given by all recruiters to 
each school. 
 
To ensure that employers that hire only a few MBAs did not have outsize weight 
in our analysis, we gave each company an index score representing the total 
number of MBAs it hired in 2012 and 2013 (estimated using a combination of 
data provided by schools, recruiters, and students). We then weighted recruiters’ 
raw scores by their index scores for employer size. Ratings from employers that 
hired many MBAs had greater impact than ratings from those that hired just a 
few. 
 
Because the best MBA programs are well-regarded both by recruiters who know 
them and well-regarded by a wide array of recruiters, the employer score was 
based equally on two components: its average rating by employers (a measure of 
the school’s quality); and the number of good ratings it received (a measure of the 
school’s reach). 
 
It is common for B-School alumni to take up the task of recruiting from their 
alma mater for their employer. However, alumni tended to rate their own school 
significantly more favorably than non-alumni rating that school; while some 
schools in our rankings had many alumni in the employer survey, others had 
zero. To correct for this imbalance, we excluded alumni ratings from one of the 
scores: the number of good ratings a school received (reach). Alumni opinions of 
their own schools, however, remained a factor in the average (quality) rating. 
Some schools, including the Yale School of Management and Carnegie Mellon’s 
Tepper School of Business, were scored by enthusiastic alumni recruiters. Others, 
including the Stanford Graduate School of Business, the University of 
Pennsylvania’s Wharton School, and Harvard Business School, received very few 
ratings from alumni. 
 
What's new about the employer survey: 
 
Respondents 
Our 2014 employer survey was broader than in past years, encompassing an 
array of professionals involved in MBA recruitment—as opposed to only those 
occupying high-level human resources positions, as was the prior requirement for 
taking our survey. This change reflects the reality that MBA recruiting is 
becoming less centralized: More people are involved in today's MBA hiring 
decisions. Many recruiters focus on specific functional areas, divisions, or 
regions, and different recruiters may represent divergent opinions and expertise 











within their companies. This year’s survey captures those differences. 



 
What we measured 
Previously, we determined each school’s score by asking recruiters simply to rank 
up to 20 schools, from best to worst. Our updated survey asked employers what 
qualities they seek in hiring MBAs and which graduates offer those qualities, 
allowing us to record a clearer picture of recruiter priorities and attitudes, one 
less biased by the effects of a school's reputation. In the former employer survey, 
each recruiter’s top choice got the maximum number of points—even if the 
recruiter only ranked one school, and regardless of what he or she thought of its 
students. The 2014 employer survey better reflects the true views of all recruiters. 



 
Anchoring 
Because of the changes to this year’s employer survey and in the interest of using 
the freshest available data in our rankings, each school’s employer survey score 
was derived solely from 2014 data, discontinuing the prior practice of using three 
years of biennial scores (50 percent current year, 25 percent two years ago, 25 
percent four years ago). 



 
Employer survey deep dive 
Below is the list of qualities from which recruiters selected the five qualities they 
considered most important. They were distilled from in-depth interviews with a 
range of recruitment professionals across industries, conducted by Cambria 
Consulting. 
 



(1) Ability to work collaboratively 
(2) Adaptability 
(3) Analytical thinking 
(4) Creative problem-solving 
(5) Communication skills 
(6) Decision-making 
(7) Entrepreneurship 
(8) Global mindset 
(9) Industry-related work experience 
(10) Initiative/risk-taking 
(11) Leadership skills 
(12) Motivation/drive 
(13) Quantitative skills 
(14) Strategic thinking 



 
• Median number of schools rated by recruiters: 3 
• Share of all ratings given by alumni to their own alma maters: 16.8 percent. 
• Five schools derived at least 50 percent of their ratings from alumni, and 38 



schools derived at least 25 percent of their ratings from alumni. 
• The average alumni rating was about 18 percent higher than the average non-



alumni rating. 
• Participating companies: 614, including 23 S&P 500 companies. 











• Of the participating companies, 39 hired at least 50 MBAs from top schools in 
2012 and 2013, comprising 25% of all recruiters in the survey. 



 
Intellectual Capital (10 percent of total score) 
 
To rate the level of research expertise at each school's faculty, we counted all 
articles published by faculty in 20 top business journals from 2009 to 2013. 
 
After all points were assigned to each school, we divided each school’s total by its 
full-time tenured or tenure-track faculty members to arrive at the final 
intellectual capital score. 



 
What's new about intellectual capital: 
 
Faculty count: 
In past years, all full-time faculty members (not just tenured or tenure-track full-
time faculty) were included in our calculations. Using only tenured or tenure-
track faculty more accurately represents each school’s research footprint because 
the proportion of faculty members who are not tenure-track varies widely from 
school to school, as do definitions of full-time faculty. 



 
Intellectual capital deep dive 
 
Scoring 



• Articles shorter than 5 pages were given 1 point. 
• Articles 5-9 pages in length with a single author were given 3 points. 
• Articles 5-9 pages in length with multiple authors were given 1 point. 
• Articles 10-13 pages in length with one, two, or three authors were given 3 



points. 
• Articles 10-13 pages in length with more than three authors were given 1 point. 
• Articles longer than 13 pages were given 3 points. 
• All authors were awarded full points for a given article (i.e., points were not 



split equally among authors). 
• No book reviews, editor's notes, comments, rejoinders, or errata were counted.  
• No conference papers from American Economic Review or Journal of Business 



Ethics were counted.  
• Only pieces tagged as articles in the Harvard Business Review were counted—



no case studies, interviews, or other pieces. 



 
Schools were awarded points for articles authored by full-time tenured or tenure-
track faculty members appointed in the business school as of May 2, 2014, 
regardless of whether the faculty member taught at the school when a given 
article was published. 











 
Publications that count toward the intellectual capital score: the Harvard 
Business Review, Journal of Marketing, Operations Research, Information 
Systems Research, Journal of Finance, American Economic Review, Journal of 
Accounting Research, Journal of Financial Economics, Management 
Science, Academy of Management Review, Journal of Marketing 
Research, Strategic Management Journal, Accounting Review, Academy of 
Management Journal, Production & Operations Management, Journal of 
Business Ethics, Journal of Consumer Research, Review of Financial 
Studies, Administrative Science Quarterly, Marketing Science. 
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Yale’s incoming MBA students in the Class of 2016


While Duke University’s Fuqua School of Business is rightly drawing the spotlight for capturing first place in this week’s new Bloomberg Businessweek MBA ranking, the biggest winners on the 2014 list are nearly a dozen other business schools whose full-time MBA program made big leaps.


The most prominent and noteworthy: Yale University’s School of Management, which climbed 15 positions to sixth place, the highest rank ever achieved by the school in any major ranking. The jump is a huge triumph for both the school and its leader, Dean Edward ‘Ted” Snyder, who came to Yale in 2011 after working his magic at the University of Chicago’s Booth School of Business. It was under Snyder that Booth began and continued its run as Businessweek’s No. 1 school for four consecutive rankings.


It’s hard not to note that the person responsible for Chicago’s ascendance, Dean Snyder, has been busy reinventing Yale’s business school in the past few years. Since Snyder’s arrival in New Haven, CT. only three years ago, Yale has gone from 37th place in Businessweek’s employer survey to eighth, and from 18 in the magazine’s student survey to seventh. Meantime, Chicago has made the opposite trip, falling to third in the employer survey from first, and to 15th in the student survey from second. The result: Chicago, once first, is now third overall in this year’s ranking. Yale, ranked 21st overall, is now sixth.


Such jumps in a single survey are especially unusual among Top 10 or 20 schools. And in the history of Businessweek’s ranking, dating back to 1988 when it debuted, Yale has never done better than 14th place, which it achieved in 2002, and was often outside the top 20 business schools. Making a solid entrance at No. 6 is a very big deal for the school.


The underlying index scores that determine a school’s actual rank show that SOM missed out on fifth place by a mere .08 difference with Columbia Business School. No. 5 Columbia had an index score of 95.39 vs. Yale’s 95.31, essentially a statistical tie. No. 4 Stanford is now just 1.31 index points away from Snyder’s grasp. His old stomping ground–Chicago Booth–has an index score of 98.3, which gave it a lock on third place.


THE BIG WINNERS INCLUDE YALE, COLUMBIA, UCLA & SOUTHERN CALIFORNIA


This was a topsy-turvy year in the Businessweek ranking, which can largely be attributed to major changes in the magazine’s methodology. Of the 85 U.S. schools given numerical ranks this year–up from 63 schools two years ago–21 experienced double-digit advances or falls. Out of the 27 international programs ranked, six had double-digit gains or drops.


Two dozen MBA programs, which were not on Businessweek’s radar in 2012–made this year’s list, including the University of Pittsburgh’s Katz School, which popped up at a rank of 35 and the University of Texas’ Naveen Jindal School of Management in Dallas, which placed 41st. Their arrival implies increases of 29 and 23 places, respectively, for schools that failed to make the cut the last time Businessweek ranked full-time MBA programs. Two business schools–Howard University and Fordham–fell off the list entirely from two year’s ago.


While Yale was the elite school with the biggest gain this year, another school actually did even better. The business school at the University of Buffalo rose 18 places–more than any other institution–to a rank of 39, from 57th two years ago, when Businessweek last ranked full-time MBA programs.


THE BIG LOSERS INCLUDE IOWA, NORTHEASTERN, ARIZONA STATE & BOSTON UNIVERSITY


Other impressive double-digit gains were scored by UC-Irvine’s Merage School of Business and by the Simon School at the University of Rochester. Both MBA programs picked up a dozen positions each, with Merage rising to a rank of 31st from 43rd and Simon going to 38th from 50th.


Other big brand schools with positive news include Columbia Business School, up eight spots from 13th to fifth, UCLA’s Anderson School, up seven places to 11th from 18th, and the University of Southern California’s Marshall School, which also gained seven positions to land at 21st, up from 28th in 2013.


The Biggest Gainers On Businessweek’s 2014 MBA Ranking


			School


			Gain


			2014 Rank


			2012 Rank


			2014 Index


			2012 Index





			University of Buffalo


			+18


			39


			57


			61.51


			35.41





			Yale School of Management


			+15


			6


			21


			95.31


			75.65





			UC-Irvine (Merage)


			+12


			31


			43


			69.02


			53.79





			Rochester (Simon)


			+12


			38


			50


			61.61


			45.25





			Rice (Jones)


			+9


			25


			34


			73.97


			64.44





			North Carolina State (Poole)


			+9


			54


			63


			52.58


			22.60





			Columbia Business School


			+8


			5


			13


			95.39


			88.09





			UCLA (Anderson)


			+7


			11


			18


			89.38


			79.63





			Maryland (Smith)


			+7


			17


			24


			84.53


			71.80





			Southern California (Marshall)


			+7


			21


			28


			81.17


			69.52








Source: P&Q analysis of Bloomberg Businessweek rankings
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The University of Iowa’s Tippie School of Management revamped their application to connect with candidates in their own space – social media


For every school that goes up, of course, there’s at least one that goes down. The MBA programs that dropped the most were the University of Iowa’s Tippie College of Business and Northeastern University’s D’Amore-McKim School of Business. Both schools plunged 22 places each to a rank of 75th and 73rd, respectively. Arizona State University’s Carey School and Boston University’s School of Management didn’t do much better. Their full-time MBA programs slumped 18 positions each to end up at ranks of 67 and 57.


The most shocking decline of all? The University of Virginia’s Darden School slumped 10 places to a rank of 20th from ten just two years ago. A fall of that magnitude for a highly prominent school is rare. It’s not clear what caused the drop, other than the change in methodology. In any case, some of the declines can not be explained at all. Though Northeastern fell 22 spots and Arizona State dropped 18 places, the underlying index scores for those schools changed hardly at all. When Northeastern ranked 51st two years ago, it’s index score was 42.16. This year it slipped by a mere 1.02 to 41.14, tripping that 22-place drop. Ditto for Arizona’s Carey School. It lost a minuscule .25 off its previous index score, 45.99 vs. this year’s 45.74, yet plunged 18 places.


For whatever reason, the big losers clearly outnumbered the big winners. Some 14 schools plummeted in double-digits, not including the two schools that disappeared completely from the list. Among the MBA programs taking deep dives were those at York University’s Schulich School of Business in Canada and Imperial College in Britain. York dropped 11 places in Businessweek‘s separate international ranking to end up at 13th–a long way down for a list that includes only 27 schools. Imperial College lost nine spots to finish 14th.


The Biggest Losers On Businessweek’s 2014 MBA Ranking


			School


			Fall


			2014 Rank


			2012 Rank


			2014 Index


			2012 Index





			Iowa (Tippie)


			-22


			75


			53


			41.06


			35.41





			Northeastern (D’Amore-McKim)


			-22


			73


			51


			41.14


			42.16





			Arizona State (Carey)


			-18


			67


			49


			45.74


			45.99





			Boston University


			-18


			57


			39


			51.00


			58.49





			Thunderbird


			-17


			62


			45


			49.06


			50.74





			Texas A&M (Mays)


			-16


			42


			26


			60.14


			69.63





			Babson College


			-16


			58


			42


			50.60


			56.55





			Syracuse (Whitman)


			-14


			69


			55


			44.28


			35.68





			Missouri (Trulaske)


			-14


			70


			56


			44.18


			35.42





			ESADE (international)


			-13


			19


			6


			53.55


			78.92





			Wisconsin-Madison


			-11


			44


			33


			60.00


			64.87





			Virginia (Darden)


			-10


			20


			10


			82.75


			90.20





			York (Schulich) (international)


			-11


			24


			13


			48.88


			60.91








Source: P&Q analysis of Bloomberg Businessweek rankings


Then, there are the newcomers to the list. This year Businessweek published its largest ranking ever, increasing the number of MBA programs with numerical ranks to  85 U.S. schools, up from 63 two years ago, to 27 international schools, up from 19 in 2012. Among the newbies, the biggest winners are ESMT, the European School of Management and Technology in Berlin, Germany, which popped into a third place finish in the international ranking. The school, which was founded only 12 years ago, is now ahead of both No. 4 London Business School and No. 5 INSEAD.  Cambridge University’s Judge Business School also did especially well, gaining a rank of sixth place after being a no-show in 2012, while Cranfield University in Britain was right behind it, sliding in at a rank of seven.


The surprises among U.S. schools were less spectacular, though three schools that were not on the 2012 list managed to sneak their way into the top 50: Pittsburgh’s Katz School at 35, UT-Dallas at 41, and the University of Cincinnati’s Lindner College of Business at a rank of 47th.
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Fuqua Dean Bill Boulding


Is this what you call providence?


One day you’re discussing the importance of values, saying you’d prefer knowing you’re educating good leaders and fine team players over getting a good ranking. The next day you come out No. 1 in Bloomberg Businessweek’s ranking of full-time MBAs.


It happened this week to Duke University’s Fuqua School of Business Dean William Boulding, who was in Dubai for the World Economic Forum’s Summit on the Global Agenda, when news broke that his school came out on top of a widely viewed MBA ranking for the first time in its history.


A MARKETING COUP FOR DUKE’S FUQUA SCHOOL OF BUSINESS


Just one day before gaining the biggest PR boost to his school ever,  Dean Boulding sat down with us for an wide-ranging interview in the Arabic Peninsula. During the session, spoke about the importance of attracting and forming team players, something that is at the core of Fuqua’s purpose – even if that focus might have a negative impact on some of the business school rankings.


A marketing and leadership professor who has won accolades for outstanding teaching, Boulding says he likes to attract a widely diverse range of students, including those who come from or go to (low paying) non-profit jobs, which tends to dampen the kind of compensation data used by U.S. News, The Financial Times, Forbes, and The Economist in their rankings of business schools. But that doesn’t matter, he says, because “although rankings are important, there is a red line: the line is that rankings should not drive our strategy.”


A Swathmore College grad, Boulding dropped out of Wharton’s MBA program after one year in 1981, only to ultimately enroll in the school’s PhD program. He joined the Fuqua faculty in the fall of 1984, two years before earning his PhD from Wharton in marketing. Boulding has been dean of the school since August of 2011 and has, among other things, tried to leverage the university’s schools of public health, medicine, law, public policy, and the environment to bring greater diversity to the business school.


EIGHT APPLICANTS FOR EVERY SEAT IN THE INCOMING CLASS OF MBAS


In a typical year, Fuqua receives eight applicants for every one of the available 437 MBA seats in a class. The school puts great emphasis on attracting as diverse a group of MBA students as possible, and a recent incoming class included an activist who raised more than $200,000 for cancer research, a novelist, an environmentalist who lived in a rain forest for five years, and a trapeze circus performer who trained at the Circus School of Moscow.


Fuqua’s most famous alum, of course, is Steve Jobs’ successor at Apple, CEO Tim Cook, who is a big supporter of the school. Apple is one of the school’s top ten employers, having more than tripled the number of Fuqua MBAs it hired since the mid-2000s. This year, for example, Apple brought aboard nine full-time MBAs and a half dozen interns. Not surprisingly, perhaps, the Class of 2014 had its most successful pay and placement year since the Great Recession, with slightly higher starting salaries and a solid increase in job offers at graduation and three months later.


The No 1 ranking will likely gain the school increased attention from applicants and recruiters. Typically, application volume swells when a school rises significantly in a prominent ranking. Interest from hiring companies and organizations also goes up, and alumni tend to open their pockets a bit more when their alma mater achieves broadly recognized distinction.


‘FUQUA STUDENTS ARE EXCEPTIONALLY GOOD AT WORKING COLLABORATIVELY’


Good things apparently come to those who put their strongly-held beliefs ahead of playing the rankings game. A revamped methodology by Businessweek this year played into Boulding’s strategy. Corporate recruiters clearly saw evidence of that team focus, telling the magazine that Fuqua students are “exceptionally good at working collaboratively.” Businessweek said that students reaffirmed the importance of it. “The word ‘team’ and its variants appeared 73 times in the 200 survey responses we received from Duke students, including one that read ‘Learning how to effectively work in a team has been priceless,'” according to the magazine.


Of course, teamwork, collaboration and leadership are central tenets at just about every business school in the world. Northwestern University’s Kellogg School of Management rode those core attributes of its MBA program to a No. 1 Businessweek position five separate times, more than any other B-school. By putting extraordinary attention on these traits in the admissions process, however, Dean Boulding believes that Fuqua is graduating MBAs who are ideally suited to the needs of the companies that hire them–and ideally suited to ultimately change the world.


Just a few hours before the new ranking came out, in the open lounge of the Madeinat Jumeirah, a majestic luxury hotel in Arabic style, Boulding took some time off from his brainstorming session on “values” with fellow academics and religious leaders from across the world. Seated at the white coffee tables outside of the conference center, he spoke to Poets&Quants on what makes Fuqua unique and why his strategy for the school may hurt the school in other rankings.


We’re here discussing the importance of values in the world of tomorrow. Why does that matter to you as the dean of a business school? 


It happens to be a personal passion of mine. I have a strong belief that as business schools we have a responsibility to generate leaders who are thinking not just about their analytic abilities but to bring purpose in the way they operate, and how to lead in the [global] environment of [fragility, extremism and polarization].


Why is it important for the world to agree on a common set of values?  


Because otherwise we will end up living in a world that is falling apart. There is already more polarization and extremism every day, and people care less about each other’s fate.


I see two reasons for that. One, as the world is getting more interdependent, people start to see that that means they are losing control, and they don’t like it, and therefore retreat to serving their own self-interests. And second, as the world is going faster and faster, the economic cycles are shorter, and the pressure to improve becomes really intense.  But at Fuqua we often say: ‘To go fast, go alone. To go far, go together.’ Well, I believe that is true. And whether because of interdependence, or cycles, the drivers at work today push us to move apart rather than to move together. That’s where the importance of common values kicks in.


How does this play out at the business school?


As a business school, we have an imperative to make people understand how you slow things down and bring people together; how to get people to understand how to cross boundaries to draw out what’s important for others, and increase your capability to make a difference in the world. Those are skills that end up being about sense of purpose and values.


Aren’t business schools already including this in their curriculum?


Yes, but it shouldn’t be about just the ethics class. The question we should ask is, ‘How you get different people to engage together and share what they have that is so valuable?’ What I hear a lot is that for this to happen you need authenticity. But then again, very often we don’t allow for true authenticity. So many times you’ll see people being who the group expects them to be, rather than who they really are – especially in business schools.


How do you try and make Duke different in this regard? 


We’re aware of the power of authenticity, and give it a lot of importance. There are values that unlock the power of authenticity, and we promote them.


The first principle is that of collective diversity. We think of them as one idea. Collaboration without diversity lacks real value. We’re stronger because we’re together. And we’re stronger because we’re different.  The second principle is authentic engagement. This runs counter to in-authentic engagement. When will you feel safe? It’s when you’re around people who are like you. So we try and make sure to create an environment in which people can learn to trust and like each other. And the third principle is that of supportive ambition. If you look at the research on diverse teams, you will find that they often outperform homogeneous teams. So you need a mechanism to be authentic, even if you’re different. That creates this opportunity that goes against the stream. That’s why we have an incredible opportunity.


What is the takeaway of all of this for a person who is applying at Duke for an MBA program? 


First, we have to acknowledge that analytics are of certain importance, although we don’t put a fix bar on them. Second, you also need EQ, which we measure throughout the application. Are you someone who has demonstrated a real sense of purpose? Have you shown values around how you value others? Are you trying to make a difference from working with communities? And is that the core of who you are? What are the kind of individuals who will make a stronger team? These are the character values we are looking for, in addition to IQ.


We are positioned in a way that we attract people who exhibit the potential for and have exemplified consequential leadership. Where can you add the most value? It’s through leadership. How do you have the most impact? It’s through leadership. So we care about making sure that we get these kinds of people.


That means you must attract a lot of people from the non-profit and NGO sectors then, or people who want to go into these sectors. Isn’t that a problem for some rankings, which put a huge emphasis on starting salaries and salary increases?


It’s unrealistic to think that rankings will go away. But if you look across rankings sometimes they create incentives that go against who we want to attract–the fact that we want to produce leaders who will have an impact. Some people want to go in education, or to an NGO, or a non-profit, and we will always want to be an environment where we allow students to make a difference. That’s non-negotiable.


Would you prefer rankings that would put more value on leadership development, if there was a way to actually measure it?  


Of course, I would prefer measurements that are consistent with our values. But at the same time there’s information content in the current measurements. Would it mean that I don’t want to be number one in the current rankings? Well, rankings are important. But I draw the line as follows: Rankings should not drive your strategy. We want to be responsible for the world we live in.


How can you do that? 


It’s important that we don’t pigeonhole business schools in the capability of what the business school industry can accomplish. I happen to have a strong belief that business will be the transformational force of the 21st century, even for people who don’t come out of business. The difference between now and 70 years ago is the connective tissue role of business: the nation state matters less and the business activity matters more. That tells me we have an enormous responsibility–and of course an opportunity. We need to use this opportunity as a positive force to change the world. I think business will be forced to change the world for good or ill. At a business school, we can help change the conversation around business confidence and what it takes to be a truly effective leader in the world.
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Let the howling begin.


When the new business school team at Bloomberg Businessweek did a review of the magazine’s rankings this past year, they quickly settled on one, very big and disruptive change. Instead of surveying the corporate recruiters who literally make the MBA market—a relatively small group of companies and organizations—Businessweek’s editors chose to widen the net to survey every single person who showed up on a top business school campus to recruit MBAs.


That meant recruiters who visited only one school—their alma mater. That meant recruiters who hired only one or two MBA students. That meant multiple recruiters from the exact same companies. Instead of surveying a single person in charge of MBA recruitment at a company, as the magazine had done for the previous 26 years, Businessweek changed it up, and the voting went wild.


BUSINESSWEEK’S RECRUITER RESPONSE RATE PLUNGED TO LESS THAN HALF


The magazine sent its corporate recruiter surveys to 8,358 recruiters at 4,931 companies this year—nearly a 15-fold increase—this year. Two years ago, Businessweek surveyed only 566 recruiters at 566 companies—and that was a generous sample given the relatively small number of companies—under 200 organizations—that actively recruit MBA talent. Businessweek had a very healthy 36% response rate two years ago when 206 companies completed its employer surveys.


This year, the response rate plunged to less than half—15.8%—but some 1,320 recruiters completed the surveys, representing 614 employers. Yet, the median number of schools rated by the respondents was only three, suggesting that many of the recruiters had highly limited exposure to the business school market and little perspective with which to judge one school’s MBA graduates from another.


Worse, BusinessWeek conceded that the alums in the recruiter sample were indeed biased.
“Alumni tended to rate their own school significantly more favorably than non-alumni rating that school,” explained Jonathan Rodkin, who oversaw the rankings methodology. “While some schools in our rankings had many alumni in the employer survey, others had zero.” 


The magazine acknowledged that when a recruiter who was an alum of a school rated his or her alma mater, the scores were about 18% higher than the average non-alumni rating. Some 38 schools in the sample derived at least 25% of their ratings from alumni, while five schools derived “at least 50%” of their ratings from alumni. Translation: Alumni recruiters played a substantial role in ranking nearly four in ten schools–43 out of 112–in this year’s Businessweek survey.


USING A STATISTICIAN’S LOGIC FOR THE CHANGE: THE LARGER THE SAMPLE, THE BETTER THE RESULT


Instead of dampening down the impact of this bias, Businessweek then chose to amplify it by using only this year’s recruiter survey for its employer score, discontinuing the practice of adding in historical data. In 2012, for example, BW gave the year’s survey results a 50% weight, and then added the results from both 2010 and 2008, each at a weight of 25%. In all, the 2012 employer scores were the result of 663 corporate executives in charge of MBA recruitment. That methodology tended to result in less survey-to-survey variation.


The magazine used a statistician’s logic for the change: The larger the sample size, the better the result. Except that in this instance that logic is dead wrong. Surveying people who have no basis to make a comparative judgment about the MBAs they are evaluating only dilutes the impact of those in the sample who literally make the market. And by surveying alumni about their alma maters, you are inviting an inevitably biased result.


To be sure, the new business school team–largely hired only this past year–made a well-intentioned effort to improve the rankings. They brought clarity and greater transparency to the process, and they were incredibly candid about the limitations of their new approach. But by surveying anyone who shows up on a campus to recruit students–including alumni of the schools–they unintentionally weakened the survey’s validity.


The consequence of this judgment is obvious in the ranking’s bizarre results, that go far beyond Duke’s emergence as No. 1.


· The University of Cincinnati, which didn’t make the list last time, is ranked 21st in the employer survey, ahead of Cornell, Georgetown, Vanderbilt, and the University of Southern California.


· The University of Maryland’s Smith School finished in first place in the magazine’s student survey where Harvard finished 25th and Stanford finished 17th.


· UC-San Diego’s Rady School of Management, which failed to even make the Businessweek ranking two years ago, finished first in intellectual capital, 24 places above Stanford which was ranked 25th on this measure. Rady was No. 69 on the most recent UT-Dallas North American ranking for academic research.


· The University of Buffalo is ranked 19th on the employer survey, up 26 positions from 2012, and above Cornell and UT-Austin.


· Wake Forest University, which only last month announced that it will shut down its full-time MBA program, places 25th in the employer survey, well ahead of UC-Berkeley, Notre Dame, Minnesota, and Georgetown. If employers so deeply love Wake Forest MBAs, why is the school closing down its MBA program?


· Harvard Business School failed to even make this year’s top five MBA programs. The school–widely regarded as having the world’s best MBA program–slumped to eighth place, its worst showing ever.


· Yale University’s School of Management rose 15 places to achieve its highest ever rank at No. 6.


· MIT Sloan fell out of the top ten to a lowly rank of 14th.


· UC-Berkeley’s Haas School, the second most highly selective MBA program in the U.S., is way down at No. 19, with UCLA’s Anderson School high above it at a rank of 11.


· The University of Virginia’s Darden School of Business skidded ten spots to rank 20th.


To be fair, this is not the first time a Businessweek ranking has prompted ridicule or criticism. Four years ago, for example, the magazine ranked Southern Methodist University’s Cox School of Business 12th in 2010, the highest rank ever achieved by the school in any of the top five most influential B-school rankings published by BW, U.S. News, The Financial Times, Forbes, and The Economist.


NEVER HAS THERE BEEN SO MANY UNCONVINCING RESULTS IN A BUSINESSWEEK RANKING


Businessweek was so embarrassed by the outcome that it changed the way it calculated its recruiter scores, causing Cox to fall 17 positions in 2012 to a rank of 29th. And last time the magazine admitted that it had “miscalculated intellectual capital scores” for 40 American business schools and 10 international schools and had to issue a significant correction.


But not until now has there ever been so many peculiar and unconvincing outcomes in a Businessweek ranking of top MBA programs. A typical response comes from Betsy Massar, an HBS grad and an MBA admissions consultant at Master Admissions: “The whole thing smells funny,” she says. “There are just too many irregularities. Forget HBS. Everyone can find something wrong with it. But to see Tepper above Sloan and Tuck? That’s kind of insane.”


Matt Turner, who closely follows rankings for the University of Texas’ McCombs School, agrees.
“The new listing shakes up conventional wisdom,” writes Turner. “Harvard currently finds itself in eighth place, down six ranks from second in the last (2012) survey. For its venerable MBA program, which usually secures a top-three spot in any ranking, that’s a shocker. Harvard’s current standing among the other major media outlets includes: No. 1 (U.S. News, 2015), No. 1 (Financial Times, 2014), No. 1 (Poets & Quants, 2013), No. 3 (Forbes, 2013), and No. 4 among U.S. schools (Economist, 2014).”


Turner says that Businessweek’s “latest ranking is volatile across the board. The average rise or fall this year for 2012’s top-10 programs was almost four ranks. Among programs previously ranked between 11 and 20, the average was just over five, and those numbered between 21 and 30 saw a whopping 7.5 average change of rank.”





METRICS THAT MEASURE QUALITY NOT A PART OF THE BW RANKING


Consider the real facts, not an embarrassingly biased survey of recruiters or an oddball attempt to rank the intellectual capital of the faculty. Harvard Business School is more than twice as selective as Fuqua, accepting 12% of its applicants vs. 25% at Duke. Just about half (51% to be exact) of the applicants who are invited to attend Fuqua turn the school down. That companies with one out of ten accepted candidates at HBS who say no (the highest yield of any business school in the U.S.). The average GMAT of an incoming MBA student at Harvard is 727, a full 30 points above the 697 average at Duke. Employers, moreover, willingly pay Harvard MBAs significantly more than they do those at Duke: an average $127,236 this year, versus $114,109.


Harvard beats Duke on applicants, acceptance rate, yield, GMAT and GPA scores, and starting salaries—all important and telling quality metrics not measured by Businessweek in its ranking. In fact, many of the schools ranked well below Duke have more impressive stats.


One obvious question: How come Duke benefitted from alumni recruiter votes and Harvard didn’t? While Duke did better than five times its historical average in the Businessweek employer survey, a 2 ranking vs. a 10.2 average, Harvard did more than twice as poorly, a seven against a 3.2 average in the past 26 years. How to explain that difference, especially when employers agree to pay Harvard MBAs more money?


DID HARVARD BUSINESS SCHOOL ENVY MAKE A DIFFERENCE?


One potential reason is HBS envy. Many of the alumni votes in this quirky election, after all, had been rejected by Harvard when they applied to business schools. Here was a chance to give some recognition to not only their alma maters but also to other HBS rivals. And Harvard alums were, in all likelihood, less willing to complete a survey—because they are confident enough in their own school and degree and don’t need additional recognition.


In contrast, as Businessweek pointed out, “Fuqua students got high marks from recruiters, particularly those from companies that hire large numbers of MBAs, and these were given additional weight in the ranking. In our survey, recruiters noted that Fuqua students are exceptionally good at working collaboratively…Students echoed the theme: The word “team” and its variants appeared 73 times in the 200 survey responses we received from Duke students, including one that read ‘Learning how to effectively work in a team has been priceless.’”


And, no doubt, this new No. 1 ranking will be priceless, too. Expect applicant volume to soar at Fuqua over the next year–until Businessweek comes out with its next ranking and yet another school finds itself on top.


Bloomberg Businessweek STUDENT Rankings From 2014 to 1996


 


			2014 Rank & School


			’12


			’10


			’08


			’06


			’04


			’02


			’00


			’98


			’96





			  1. Maryland (Smith)


			6


			33


			28


			22


			24


			15


			25


			23


			NA





			  2. Indiana (Kelley)


			1


			26


			9


			21


			18


			23


			20


			25


			17





			  3. UCLA (Anderson)


			21


			17


			18


			15


			10


			7


			6


			1


			2





			  4. UC-Berkeley (Haas)


			10


			4


			8


			7


			13


			10


			14


			14


			6





			  5. Cornell (Johnson)


			2


			8


			15


			14


			8


			2


			8


			4


			20





			  6. UNC (Kenan-Flagler)


			18


			19


			17


			18


			17


			18


			11


			17


			14





			  7. Yale SOM


			19


			18


			19


			13


			21


			8


			22


			11


			22





			  8. Southern California (Marshall)


			25


			9


			25


			19


			23


			16


			19


			18


			NA





			  9. Dartmouth (Tuck)


			4


			14


			11


			12


			6


			4


			12


			7


			7





			10. Michigan (Ross)


			14


			16


			10


			10


			9


			13


			5


			3


			3





			11. Carnegie Mellon (Tepper)


			3


			12


			20


			20


			19


			22


			13


			5


			5





			12. Brigham Young (Marriott)


			36


			31


			27


			NA


			NA


			NA


			NA


			NA


			NA





			13. MIT (Sloan)


			9


			3


			5


			5


			4


			11


			7


			19


			13





			14. Emory (Goizueta)


			29


			22


			16


			17


			20


			19


			26


			NA


			NA





			15. Chicago (Booth)


			11


			2


			1


			1


			5


			3


			24


			9


			23





			16. Georgetown (McDonough)


			27


			23


			26


			23


			26


			32


			27


			NA


			NA





			17. Stanford GSB


			8


			7


			2


			3


			1


			5


			15


			8


			11





			18. Penn (Wharton)


			16


			11


			3


			4


			3


			12


			3


			2


			4





			19. Virginia (Darden)


			5


			1


			14


			6


			7


			6


			2


			15


			1





			20. Columbia Business School


			20


			10


			7


			16


			15


			17


			17


			21


			16





			21. Northwestern (Kellogg)


			13


			6


			6


			2


			2


			1


			1


			6


			8





			22. Duke (Fuqua)


			22


			15


			13


			9


			12


			9


			10


			10


			10





			23. NYU (Stern)


			7


			20


			12


			11


			14


			20


			16


			20


			21





			24, Georgia Tech (Scheller)


			23


			25


			31


			NA


			NA


			NA


			39


			NA


			NA





			25. Harvard Business School


			12


			5


			4


			8


			11


			14


			4


			13


			9








Source: Bloomberg Businessweek rankings
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			Dean Hugh Courtney








As most of you know, business schools and universities are periodically ranked by a variety of publications. For U.S. business schools, U.S. News & World Report and Businessweek publish the most prominent rankings. Rankings are not our ultimate goal, especially since no one ranking can ever fully capture the quality of a business school, and ranking results are often misleading.  That said, these rankings are important to all of us since they certainly shape, at least to some extent, how potential students, faculty, staff, corporate partners, and alumni think about and engage with D'Amore-McKim.


 


I was thus surprised and disappointed when the latest Businessweek full-time MBA program rankings were announced last week and we dropped from #51 to #73 in the U.S. It is unclear at this time which factors led to this decline, especially since other recent program metrics and outcomes such as student quality and job placements continue to improve. These improvements helped drive our U.S. News and World Report full-time MBA ranking up nine spots to #52 earlier this year.


 


The Businessweek ranking continues to focus on three factors: a student survey, an employer survey, and an assessment of our intellectual capital as determined by publications in top journals. There were major changes in the methodologies used to develop the rankings this year, however, and many schools besides ours moved dramatically up and down relative to the last ranking two years ago. For example, BU dropped 18 slots and Babson 16 slots, while Yale moved up 16 slots and Pittsburgh went from being unranked to #35 in the country. 


 


Before we decide on next steps to address any potential issues in our full-time MBA program, we need to better understand what this ranking is saying about our program. We are following up with Businessweek and doing our own analyses of the data in the next few weeks and will let you know what we find. In any case, I can assure you that we will be taking whatever actions are necessary to ensure that our full-time MBA continues to thrive and serve our students well. We will also continue to work together to make this flagship program even stronger, fulling its mission of preparing students for successful careers and lives.


 


Hugh
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