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INTRODUCTION

BACKGROUND AND OBJECTIVES

In the 1990s, business enterprises will
continue to address the challenge of staying com-
petitive in an increasingly global market envi-
ronment. Accordingly, business schools need to
internationalize their curricula, faculty, and
student experiences if they are to remain com-
petitive and relevant. Observers note that the re-
sponse of United States business schools to the
globalization of markets has been slow and in-
adequate. Others emphasize that there is a lack
of knowledge about effective ways business
educators can meet this challenge. Information
about alternative strategies and models of inter-
nationalizing business education is not widely
available, and the experiences of successful
schools have yet to be disseminated among con-
cerned business faculty and administrators.

As a response to these challenges, the
Center for International Business Education and
Research (CIBER) in The Eli Broad Graduate
School of Management at Michigan State Univer-
sity (Bast Lansing, Michigan, USA) hosted a
two-day conference of leading international busi-
ness educators from North America, Europe,
and Australia. This Roundtable on Internation-
alizing Business Schools and Faculty, held June 6
and 7, 1991, was cosponsored by the joint CIBER
at Memphis State University (Memphis, Tennes-
see, USA) and the University of Southern Illinois
(Carbondale, Illinois, USA). Twenty-three
business faculty and administrators gathered in
East Lansing to share their perspectives and ex-
periences and to brainstorm about approaches to
internationalizing business education. These
educators are eminently qualified to serve as re-
source people: each brought a unique perspective
on internationalization from their leadership
positions at a diverse set of business schools, the
Academy of International Business (AIB), the
American Assembly of Collegiate Schools of
Business (AACSB), and the U.S. national
resource centers in international business educa-
tion (CIBERs).

The roundtable experts met in small discus-
sion groups organized into ten thematic topics
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that represent the internationalization challenge
facing business schools. Although they overlap
to some extent, these categories were helpful in
crystallizing key issues and constitute the sec-
tions of this final report.

¥

1. Formulating Strategies and Action
Agendas (Facilitator: Duane Kujawa)

2. Models of Centers and Institutes
(Facilitator: Lee H. Radebaugh)

3. Internationalizing the Business School
within the Larger University Environment
(Facilitator: Charles S. Mayer)

4. Faculty Development
(Facilitator: Brian Toyne)

business schools and faculty

5. The Curriculum
(Facilitator: Jeffrey S. Arpan)

6. Student Life and Activities
(Facilitator: John D. Daniels)

7. Qutreach to the Business
Community (Facilitator:
Robert Scott)

8. Overseas Linkages business.

(Facilitator: Linda Gerber)

9. Non-U.S. Perspectives on
Internationalization
(Facilitator: Paul W. Beamish)

10. The Role of National Resource Centers
(Facilitator: Ben L. Kedia)

A facilitator moderated each group, and a
rapporteur recorded the highlights of the discus-
sion. A summary of each discussion session was
then prepared and shared with all roundtable
participants. A Delphi process was used to arrive
at the final set of recommendations emerging
from the discussion sessions. All participants
responded to three versions of the document and
offered amendments before it was finalized into
the present report.

The internationalization of

is an ongoing process that

becomes complete when educators

no longer distingnish betiween

“Jomestic” and “international”’




The ultimate objectives of the roundtable
project were to:

* Collect, organize, and offer perspectives on
and experiences in the internationalization
of business education

* Delineate the collective wisdom of a select
group of experts on a series of issues ranging
from faculty development to curriculum

» Make a modest contribution to the ongoing
internationalization of business schools
through widespread dissemination of state-
of-the-art thinking and approaches

Rather than simply address the merits —
the “why” — of internationalizing, the roundtable
experts attempted to reach consensus on:

¢ What to do to address the challenge of

internationalization

e How to do it with alternative options and
strategic planning

+ How to define the diversity of what can be
done — that is, the appropriateness of
recommendations for different schools and
faculty

Ultimately, the roundtable aimed at
facilitating two dimensions of the critical transi-
tion currently under way in business education:
institutional change within schools and profes-
sional development of individual faculty members.

The roundtable project intends to dissemi-
nate its findings through two publications. This
summary report includes the recommendations of
the roundtable experts on ten dimensions of busi-
ness school internationalization. It is hoped that
this report will be useful to faculty and adminis-
trators who are searching for specific ideas, action
items, and examples that can be helpful in meeting
the challenge. A forthcoming book, Internationaliz-
ing Business Schools: Toward Meeting the Challenge,
will feature essays contributed by the roundtable
experts, who shared their papers with all other
participants before the June 1991 meeting. Each
author then revised his/her paper in light of dis-
cussions and comments at the conference.

EMERGING THEMES

Several broad themes on the nature of the
internationalization of business schools and fac-
ulty emerged from the roundtable discussions.

Diversity of Models. Many successful
models of internationalization exist. No one
model is appropriate for all schools; each institu-
tion is better off formulating its own approach
depending on its unique circumstances: its re-
sources, commitment, aspirations, drive, and
environment. Indeed, the diversity of inter-
nationalization approaches is a welcome develop-
ment that provides successful role models for
other schools to emulate. In deriving inter-
nationalization approaches, it is important to
blend a school’s personality with its context —
for example, whether it is urban or rural, large
or small, or oriented to research or teaching.

Evolution of the Process. Internationali-
zation is an evolutionary process. It is best to
start with modest steps such as infusing interna-
tional content into existing courses and then
pursue more ambitious accomplishments such as
establishing a concentration or major in interna-
tional business followed by establishing compe-
tency/fluency in the field. It is important to rec-
ognize that this process should be paralleled by
increasing commitments of resources, experience,
vision, and dedication.

Multidimensionality. Internationalization
is most effective when it is a multidimensional
effort. Concurrent efforts in the areas of curric-
ulum, student programs, faculty development,
and business outreach can lead to synergistic re-
sults. Although individual schools experiment
with internationalization through different sets
of activities (e.g., one might offer international
courses whereas another might devote an entire
center to international business), progress along
multiple dimensions will enrich and reinforce
these activities.

Planning and Leadership. Internationali-
zation efforts are greatly facilitated through
proactive planning and programmatic action.
Change agents such as deans and idea champions
are crucial to such planning. Like other long-
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term goals, the internationalization process can
be enhanced through gradual accomplishment of
milestones set in advance. The drive and dedica-
tion of faculty and administrators who champion
the internationalization of their schools and the
accompanying infrastructure such as curricula,
centers, or core faculty groups are key determin-
ants of success. Of equal importance is the ability
to generate grassroots support from functional-area
faculty and from colleagues in other disciplines.
Effective outreach to the business community
and garnering funding support from public and
private agencies are also important tasks.
Partnerships. Experience suggests that
partnerships play a critical role in internationali-
zation. Cooperation among faculty, and between
faculty and administrators, facilitates internation-
ally focused course offerings, research programs,
and outreach activities. For example, partnerships

/

with departments such as foreign language or
area studies can lead to the development of intet-
disciplinary courses and research projects. Partner-
ships with the business community such as joint
conferences, training programs, and sponsorship
of student internships or faculty exchanges can
enhance internationalization efforts. Partnerships
with foreign institutions provide access to practical
and valuable opportunities for internationaliza-
tion. Internationalization projects founded on™
collaboration appear to be more successful and
generate more lasting impact on business schools.
The internationalization of business schools
and faculty is an ongoing process that becomes
complete when educators no longer distinguish
between “domestic” and “international” business.
Internationalization is achieved when concepts,
methods, and pedagogies are developed and
taught to be relevant in the global context.
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1. FORMULATING STRATEGIES AND ACTION AGENDAS

range of institutional
changes is necessary for

internationalizing the

business school. How can

business school administra-

tors and faculty bring about

change in a practical manner?

What are the principal

features of a strategy for effective internationali-

zation? How can faculty and administrators col-

Jaborate? Are structural changes necessary? What

models or experiments are worthy of examination?

Obstacles to internationalizing the business

schools are readily acknowledged. The reward

system for faculty productivity does not typically

incorporate activities designed to

... each school must examine enhance international competence.

Promotion and tenure decisions may

its unique set of clientele, not emphasize international achieve-

ments, although some institutions

location, vesources, competition, have moved toward formal solicita-

tion of information about interna-

history, and mission as a tional activities for tenure and pro-
motion decisions.

necessary step to formulating Faculty motivation to engage in

relevant activities may be hindered

by publication pressures. Conducting

research on the international dimen-

an organizational response 10
the globalization of business. sions of ones functional area does not
have to come at the expense of publi-
cation productivity, but younger faculty may have
to be shown that gaining international expertise
and publication objectives can be tied together.
In the typical business school the demands
for scarce resources are multiple and intensive.
In a typical large, state institution, for example,
the business school has to cater to the needs
of three diverse audiences. The constituents
of the undergraduate programs are the state’s
Jegislators, who often dictate high enrollment
of the states residents. The master of business
administration program, on the other hand, is
the one that gets rated by media and is the
most relevant for corporations. Finally, the
quality of the Ph.D. program is most relevant
to academic constituents — other educational
4 institutions who hire faculty.

Simple prescriptions are not appropriate for
every school. The internationalization challenge
places different degrees of pressure on different
schools. Particular mission and history of the in-
stitution, for example, are relevant considera-
tions. Location is also important. An institution
in Dade County, Florida, where considerable in-
ternational business activity takes place, needs
to respond to the internationalization challenge
in a more serious way. In Canada, where approx-
imately one-third of gross national product is ac-
counted for by international trade, business schools
also must be morte responsive. Therefore, each
school must examine its unique set of clientele,
location, resources, competition, history, and mis-
sion as a necessary step to formulating an organ-
izational response to the globalization of business.

Strategic planning and proaction are key to
bringing about positive change in a business
school. The need for institutional changes must
be studied by faculty and administrators, and a
plan of action must be developed. Today, unfor-
tunately, this sort of planning must be done in
the face of cutbacks in funding.

The initiative for mobilizing institutional
change can come from the dean, faculty, stu-
dents, and community. Often, a combination of
these forces is at work. At Brigham Young Uni-
versity;* for example, the dean appointed a com-
mittee that comprised both international busi-
ness and other faculty. The committee identified
a variety of issues that needed to be addressed.
The report was discussed by the faculty at large,
and several other ideas emerged. Subsequently,
Brigham Young’s international business center
has attempted to implement these ideas.

Some schools have achieved successful inter-
nationalization by “importing” their change
agents. One or more faculty with strong
academic credentials were brought in and asked
to implement an ambitious internationalization
agenda. These change agents then worked to
gain the cooperation of the rest of the faculty
with research, curriculum, or outreach activities.

*Unless indicated in the text, the location of institutions
named in this report can be found in the list of participat-
ing expetts on page iv.
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BEN KEDIA (LEFT) OF MEMPHIS STATE UNIVERSITY AND DUANE
KUJAWA, UNIVERSITY OF MIAMI.

Examples of business schools that took set-
ious steps toward internationalizing in a deliberate
way include those at the University of Miami,
Memphis State University, the University of
South Carolina, the University of Western On-
tario, and Michigan State University. (These are
discussed at length in the roundtable papers, to
be issued in the forthcoming book Internation-
alizing Business Schools: Toward Meeting the Chal-
lenge.) A common feature of these experiments is
that the dean’s role in this process is crucial. For
internationalization efforts to be successful, the
dean must be committed, set goals, and use the
“carrots and sticks” available to him/her to usge
the faculty to achieve competence in the interna-
tional dimension. Some schools, like the Univer-
sity of Miami, have gone to the extent of
appointing an associate dean for internation-
alization. When the commitment and support of
the senior administrators are present, one can
even expect an oversubscription by faculty to
professional development workshops, faculty ex-
change programs, and research funds for gaining
international experiences.

The internationalization challenge places
greater burdens on smaller institutions, in-
cluding two- and four-year colleges. Faculty
are often buried under heavy teaching loads.
Although institutional change may come about
more rapidly and easily, there are significant
resource constraints.

v

Centers for international business education
and research (CIBERs) can have a major influence
on smaller institutions. CIBERs can: (a) conduct
series of internationalization workshops for faculty
teaching business and economics in their region
(as the University of Texas, Texas A&M, and
Michigan State Univessity have done, for example);
(b) develop and disseminate specialized instruc-
tional resources and modules; (¢) match their
faculty with those of the regional colleges ina
mentoring relationship; and (d) involve their in-
ternational graduate students and foreign scholars
in the activities of regional colleges. Many other
initiatives can be conceived to encourage greater
internationalization activity in smaller institu-
tions and community colleges. For example,
Michigan State University (MSU) opens an annual
competition to all colleges in the state of Michi-
gan. Called the MSU Partnership in International
Education (PIE), the program seeks applications
from teams of faculty and administrators propos-
ing innovative projects for implementation. The
college with the most meritorious internationali-
zation project is then rewarded with
a combination of monetary and tech-
nical assistance incentives during the
implementation process.

An issue for further discussion
is the “structural” arrangement of the
international component of a busi-
ness school, i.e., whether it is more
desirable to have a separate interna-
tional business department, separate
international business faculty, or a
center or institute. It is difficult to
make blanket statements on these op-
tions, since each school has its own
particular circumstance. However,
where they exist, separate interna-
tional business departments seem to
have made a positive difference in in-
ternationalizing.

Similarly, the role of centers or institutes as
resources for business faculty is critical to inter-
nationalization. Examples are centers at George-
town University (Washington, D.C., USA), the
University of Maryland, the University of South-

... there is a trend toward
integrating the international
dimension into all curricula
and functional areas. This
“infusion” approach seems 1o
characterize the experience of
more mature business schools
that /:ave @ long history of

internationalization.
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ern California, Memphis State University, and
York University. Centers and institutes can play a
major role in attracting resources and provide infra-
structure support for faculty projects. In addition,
they can serve as bridges to the business commu-
nity — sometimes facilitating more applied re-
search and outreach activities for that community.

At the same time, there is a trend toward
integrating the international dimension into all
curricula and functional areas. This “infusion”
approach seems to characterize the experience of
more mature business schools that have a long
history of internationalization. It may be that,
in the early stages of an institution’s experimen-
tation with internationalization, creation of a

distinct international business curriculum, facul-
ty, and department may be more appropriate.
Gradually, however, it may be more appropriate
for internationalization to perme;tte the entire
business school curricula and faculty.

It is possible to combine these two ap-
proaches. As far as the curviculum is concerned,
an infusion approach is best, which spreads the
international dimension across the entire curricula
and faculty. However, when it comes to providing
administrative and financial support for internation-
alization initiatives, a centralized approach might
be a better alternative. A resource center that
serves the entire faculty with funding and ad-
ministrative support can be quite instrumental.

#



2. MODELS OF CENTERS AND INSTITUTES

here are two models
for getting faculty involved in the
development and activities of inter-
national business or studies centers

and institutes: a “shell” and a “func-
tional” model. The importance of stew-
ardship and the development and cur-
rency of key faculty of the center are essential.

Regardless of the model, the center, as a re-
servoir of incentives, can become a lightning rod
of international business activity. Faculty in-
volvement in the development of such centers is
critical to their effectiveness.

The Shell Model. In the “shell” model,
exemplified by Michigan State University (MSU),
Eastern Michigan University, Wayne State Uni-
versity, and the University of Western Ontario,
the faculty belong to academic homes (depart-
ments), but the center serves as a clearinghouse
of resources for research, academic initiatives,
and outreach activities. In some institutions,
such as MSU, both a center for international
business and a center for international studies
and programs exist simultaneously. In such
instances, collaboration between those who
administer both shells is 1mportant to ensure
cooperation among participating faculty to avoid
dysfunctional competition for scarce resources
(including faculty). The shell model offers flexi-
bility in its ability to incorporate new facets such
as executive programs or overseas internships,
and it prevents the isolation of international
business faculty in various departments.

The Functional Model. In the “functional”
model, by contrast, the center is affiliated with
a functional area, such as international business,
marketing, or management. A disadvantage of
this approach is the potential isolation of inter-
national business faculty, which could prove det-
rimental in promotion and tenure decisions.

The key to the success of a shell model is
that the international business faculty must de-
termine a mission statement for the center and a
list of functions that the center should perform.
The center needs to establish some operating
procedures. For example, there are different levels
of interest in international business within a

é

school. On one end of the spectrum are faculty
members who teach international business courses;
on the other are faculty who are interested in in-
ternational business but are not involved in re-
search and teaching. In between are faculty who
do not teach international business courses, but

. Wwho include significant international issues in

their courses, and faculty who do not teach or in-
clude international business materials in their
courses but who are actively involved in such re-
search. The challenge is to develop an organiza-
tional structure that allows decisions to be made
efficiently, and that also provides input and in-
formation for the casually interested faculty
member.

International business centers and institutes
should be focal points, both internally and exter-
nally, for: (a) generating and sharing
resource opportunities such as
external grants; (b) coordinating
research activity, particularly inter-
disciplinary research; (c) identifying,
setting priorities for, and launching
worthy projects; (d) building cross-
disciplinary linkages; and (e) nur-
turing linkages with the business
community through training and
consulting.

Depending on the particular
mission of a college, university, or
program, an international business
center might emphasize research
facilitation or dissemination of inter-
national business knowledge. How-
ever, real impact on faculty and the field will
come from research aggressively pursued by fac-
ulty. Faculty will have less enthusiasm for time-
consuming and service activities that do not ad- *
vance their careers. Therefore, a center should
facilitate research as its primary mission through
both leadership and administration of the grant
and research process. Significant economies of
scale can be achieved through centralized grant
writing and financial accounting, especially
whete federal government grants are concerned.
If travel regulations and all the nuisance elements
of international research are attended to by in-

The shell model offers
flexibility in its ability to
incorporate new facets such as
executive programs ov overseds
internships, and it prevents
the z'yolatz'on‘ of international
business faculty in vavious

departments.



FOREGROUND (LEFT TO RIGHT): ATTILA YAPRAK OF WAYNE STATE
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AND JEFFREY ARPAN OF THE UNIVERSITY OF SOUTH CAROLINA.

house experts, the researchers themselves will then
be far more productive. Even in universities that
have a centralized grants and contracts office, the
center can have a problem-solving, working rela-
tionship with that office in order to facilitate the
mechanics and red tape of international projects.

Centers should become actively involved in
the promotion and development of relevant and
appropriate international experiences such as in-
ternships for students and fellowships for faculty.

In contrast, they should not become involved in
the administration of such programs.
Finally:

Centers and institutes can facilitate the de-
velopment of interdisciplinary courses —
e.g., Brigham Young University’s experience
in the development of computerized business
Japanese, Michigan State University’s de-
velopment of computerized business Ger-
man, and Wayne State University’s develop-
ment of courses in business anthropology.

Centers should disseminate regular, con-
tinuing communications with the entire
business faculty through requests for pro-
posals, progress reports, and newsletters,
which may be essential for the center or in-
stitute to remain legitimate and successful.

e Success of centers and institutes requires
the commitment and support of the dean.
Such support does not ensure success, i.e.,
it is a necessary, but not a sufficient condi-
tion for success.

Centers and institutes should be housed in
the business school to ensure visibility, sup-
port, and participation.




3. INTERNATIONALIZING THE BUSINESS SCHOOL WITHIN THE
LARGER UNIVERSITY ENVIRONMENT ‘

ffective internationali-
zation of business schools

requires building bridges
among various constituencies:
language studies; area and
regional studies (including
political science, history
anthropology, and sociology);
professional schools (law, engineering, etc.);
and other institutions such as joint centers of
international business education and research
(CIBERs), and other large and small institutions
in the region.

Several issues related to interdisciplinary
collaborations are important: How can effective
alliances be fostered? What structural arrange-
ments are especially helpful? Which models are
worthy of closer examination?

It should be recognized that

« CIBERS have produced cooperation be-
tween institutions that would not have
otherwise occurred; at the same time, those
participating have discovered many oppor-
tunities for participation that were never en-
visaged at the time the CIBERs were first
established.

« Mentoring is often done when it is part of
an institutional commitment (e.g., of land-
grant institutions in the United States that
are striving to extend knowledge to all resi-
dents in a state).

o Mentoring is not likely to result in equal
benefits to the mentor and mentee (i.e.,
there is unequal traffic on the bridge).

« Mentoring need not be limited to geo-
graphically contiguous institutions (e.g.,
the University of South Carolinas programs),
but there are limits to what can be done by
programs that are not geographically con-
tiguous, some of which can be overcome by
technology (e.g., by electronically linking
classes from one campus to another).

Vehicles for building bridges across an in-
sticution include: conferences; joint appoint-
ments; incentives (including monetary, keeping

e —

in mind that many faculty in the liberal arts are
often anxious to earn extra income during the
summer); structures, including centers; affinity
groups; joint orientation for international stu-
dents (business and other); and work with
alumni (who might also be used for a variety of
other purposes of value to the institution, in-
cluding fund raising, internships, and student
recruitment).

A variety of alternative and complementary
strategies and tactics for building bridges within
the institution should be pursued. These in-
clude:

+ Means for systematically identifying poten-
tial faculty participants, for example an
inventory of international experiences —
research, teaching, language, etc.— of all
faculty (such a list should also identify where
faculty earned their degrees, information
which is especially useful for putting new
international students and visitors together
with institutional faculty); cross-institutional
dissemination of information
about guest programs (careful
attention should be paid to com-
mittee participants); widely dis-
seminated newsletters; and en-
couragement of the development
of faculty data bases by interna-
tional divisions of professional associations
(e.g., the American Marketing Association)

+ Building incrementally from a small number
of key individuals, who might be appointed
jointly with a number of units, who might
be brought together through joint research
endeavors or seminars (e.g., political sci-
ence, law, business), and who might be
Jinked to the central administration

Obstacles to building bridges across the in-
stitution and among constituencies include:

o “Business school imperialism” — an image
resulting from tokenism of commitment to
building bridges (e.g., to obtain U.S. De-
partment of Education funding ot accredita-
tion) and envy resulting from differential

Area study centers are often

willing to work with

business schools . . . .
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funding, salaries, etc., as well as a legiti-
mate desire to set the agenda for curricular
reform or projects, and to be proactive in
the internationalizing effort

* Conflicting reward structures (e.g., lack of
rewards for language faculty interested in
proficiency instruction)

* Conflicting academic calendars that rule
out possibilities for interinstitutional coop-
eration and that also limit options

Many institutions have succeeded in build-
ing bridges across their campuses; such experi-
ences need to be shared more widely. Prior suc-
cesses include:

* Area studies centers are often willing to
work with business schools, either indi-
vidually or jointly, as in the University of
Texas program on oil in the 1990s, which
involved all area studies centers.

* In the absence of area studies centers, it is
possible to work with individual faculty
across the campus, as in the joint design of
a course by social scientists (geographers,
political scientists, etc.) for students of in-
ternational business.

* Evolution of the “outside world” is dictat-
ing cooperative programs between profes-
sional schools (business and law; business
and engineering) calling for a shift away
from overspecialization.

* Whereas joint degree programs with other
professional schools seem somewhat un-
realistic given each professional school’s
“overspecialization” (especially at the mas-
ters level), joint programs are more feasible,
e.g., global trade strategy or free trade
agreements (law and business).

Perhaps the biggest challenge is the cooper-
ation between business schools and units offering
foreign languages. Foreign language units should

offer intensive, relevant (not literature based)
foreign language programs for business students,
possibly combined with overseas studies or in-
ternships. This has been most often accomplished
by identifying and rewarding individual faculty
members with summer income, free enrollment
in international business courses, or funding of
competency training or teacher training pro-
grams. Cornell University (Ithaca, New York,

MICHAEL SCHECHTER (LEFT) OF MICHIGAN STATE UNIVERSITY WITH

RAY SCHAUB, EASTERN MICHIGAN UNIVERSITY, AND LEE NEHRT,
PAST PRESIDENT OF THE ACADEMY OF INTERNATIONAL BUSINESS.

USA) has such a program for teachers of Japanese
and the Goethe Institute has one for teachers of
German. Such faculty should be made aware of
other institutions positive experiences in this
area. Enrollments have resulted in increased
foreign language faculty positions, and research
on language acquisition has increased.

Alternative ways to provide foreign language
instruction include: sending students to other
institutions (arrangements need to be monitored
to ensure quality and cost control); developing
short courses to complement normal, often liter-
ature-dominated instruction (e.g., intersession
short courses just before students go overseas on
internships, in order to learn key business
phrases); hiring of high school language instruc-
tors; and language instruction offered by busi-
ness schools themselves.



4. FACULTY DEVELOPMENT

n many ways, the starting
point for the inter-
nationalization of a bus-
iness school is strengthen-
ing the competence of its
faculty.

Lee Nehrt estimates
that of some 25,000 business
faculty in the United States, only about 1,500
are specialists in international business. Some
1,500 additional educators may have some com-
petence in the field. Therefore, a great majority
of business faculty members in the United States
have questionable or no competence in interna-

tional business.

Faculty generally have little motivation to
augment their skills with international compe-
tency. Untenured faculty need to devote consid-
erable time to research and publication in order
to obtain tenure; tenured faculty are often trapped
by the family life cycle. Deans and chairpersons
may be unsympathetic to the international di-
mensions of business.

Because of the relative unimportance that
some faculty accord to developing international
competence and the lack of a sufficiently large
pool of mentoring faculty, the pool of Ph.D. stu-
dents with international competency remains
small. This problem can be partially overcome
by requiring Ph.D. students to add an interna-
tional dimension to their curriculum, i.e., by re-
quiring that they take a particular course(s) or
present their dissertation proposals to an inter-
national committee or-faculty.

Given that the American Assembly of Col-
legiate Schools of Business (AACSB) requires
global content in business education and that
there is a limited pool of faculty and Ph.D. stu-
dents with international competence, some in-
ternational business courses will be taught by
faculty who are not international business spe-
cialists, including some who will be reluctant
participants in the internationalization venture.

Tangible and intangible incentives must be
created for faculty to obtain and maintain over-
seas experience or exposure and international
competence. In the absence of promotion, tenure,

—

and other faculty rewards directly linked in a
major way to international research and teach-
ing, internationalization of the faculty, and thus
of the curriculum, will be an uphill battle.
There are two approaches to internationalize
business faculty through teaching: (a) have them

_teach at least one course that exposes them to the

unique dimensions of international business on a
regular basis, and (b) have them teach at foreign
institutions — especially if this will enable them
to incorporate international and cross-cultural
dimensions into their teaching. Some examples
follow.

* Faculty can be assigned to teach in execu-
tive development programs and develop an
appreciation for the internpational dimen-
sions of business, such as the University of
Southern Californid’s International Business
Education and Research Program.

* Many institutions encourage faculty to
teach at foreign institutions. The University
of South Carolina uses this strategy, which
is supported in part by grants from the
United States Agency for International De-
velopment (USAID) and the United Nations
Development Program (UNDP) for the de-
velopment of business programs at the Pon-
tificia Universidad Catolica Madre y Maestra,
Dominican Republic, and the
University of International Busi-
ness and Economics, China. The
University of South Carolina also
has faculty exchange agreements
with several other foreign insti-
tutions.

* Department or college faculty
and administrators can create a
research project that attracts fac-
ulty. This may be as simple as
putting an international research agenda on
the table and inviting participation. How-
ever, this strategy is more effective if the
idea has a champion who is pursuing it
aggressively and creating opportunity for
others. Michigan State University has pro-
vided a clear success story for such a strategy.

Tangible and intangible
incentives must be created for
Jaculty to obtain and maintain
overseas experience or exposuve

ES
and international competence.
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A proposal for a major research initiative in
Central Europe was circulated with adequate
funding for faculty exploration. Eleven fac-
ulty members were sent to Central Europe
with an intensive interview agenda, which
enhanced the personal investment of each
participant in the project and attracted ad-
ditional faculty as well. A program of learn-
ing was established to prepare faculty. The
research itself accelerated international
knowledge.

A wide variety of strategies for internation-

alizing reluctant faculty has been successtully
used at a number of institutions. These include:

» Award competitive research grants to facul-

ty, on the presumption that faculty will
want to teach what they are learning and
writing about. Such grants should encour-
age cross-disciplinary and cross-institutional
research (and instruction). If a university,
school, or department already has research
grant programs in place, then it should

build an incentive into the program

Deans need to use every lever to encourage development of inter-

national competencies. Such a pro-

they have 1o get faculty gram has been used at the University

of Miami, the funds coming from

members to move in an company sponsors and from an

executive development program.

international divection.
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* Hire a consulting team to train
faculty, most of whom would have to

be enticed or required to attend (i.e., few
would likely attend on their own volition).

Send faculty to intensive faculty develop-
ment programs, such as those offered by the
Universities of Hawaii and South Carolina.

Convince faculty to acquire overseas expo-
sure by getting industry or government
agencies to fund international faculty in-
ternships or by sending faculty abroad to ac-
company student interns.

Demystify overseas experiences, eliminate
fears, and build confidence by providing at-
tractive, “handholding” overseas study

tours, which provide few short-term payoffs
but can lead to long-term attitude changes.
This was done, for example, by the Univer-
sity of Western Ontario Business School
which took eight faculty to the United
Kingdom. Such study tours might require

that faculty write case studies during their
visits, which would get them actively in-
volved in the program. Both Brigham
Young University and Michigan State Uni-
versity invite less experienced faculty to go
along with faculty leaders on their annual
executive MBA international study tours,
which gives them the opportunity to in-
teract with foreign executives in a struc-
tured and beneficial manner.

Faculty can be internationalized through a

variety of “opinion influencer models” as well.
These include top-down, bottom-up, and mentor
alliance models.

* International business centers and institutes

could encourage certain deans and provosts
to attend attitude-change programs. Deans
and provosts, in turn, would be expected to
influence their faculty through research-
funding incentives, course assignments,
and so on.

International business faculty could choose
certain students to influence and excite

‘about international issues; the students, in

turn, would informally pressure other facul-
ty to become equally motivated (e.g., if fac-
ulty at a particular school were unlikely to
be attracted to a trip to Poland, the school
might send motivated students first, in the
hopes of influencing the faculty with their
enthusiasm).

Faculty from more experienced institutions
could be linked with smaller “sister” col-
lege faculty needing development of their
international knowledge base.

The role of a dean is crucial in addressing

the internationalization challenge. Deans need
to use every lever they have to get faculty mem-

X
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bers to move in an international direction. Lever-
age might include:

* Not approving the hiring of new faculty un-
less candidates give evidence of their com-
petence in the international dimension

* Basing salary increases on demonstrated ef-
forts in internationalization

* Not approving promotion or tenure unless a
candidate demonstrates significant achieve-
ments in international competency

* Reserving 40 percent, then 60 percent, and
finally 80 percent of all research funds for
research in the international dimensions of
the business problems studied

13
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No single curviculum, method,
or apprach is appropriate for

all schools.

5. THE CURRICULUM

nfusing a business

school curriculum with

international, compara-

tive, and cross-cultural

content can be achieved

in a number of ways. No

single curriculum, method,

or approach is appropriate for

all schools. In fact, diversity is inevitable, even

desirable. The extent and sufficiency of curriculum

internationalization must be based on and be

consistent with a school’s objectives for interna-
tionalization.

According to Jeffrey Arpan, there are three

levels of internationalization of the business cut-

riculum:

1. Awareness is necessary, but not sufficient,
for all business students. Awareness can be
achieved through either (a) a survey course
in international business or (b) infusion of
international business content into exist-
ing core courses. Many schools attempted
to reach this level of internationalization in
their curricula during the 1980s.

2. Understanding is necessary and sufficient
for all business students. Understanding
involves, in addition to building aware-
ness, (a) a required international strategy
(or capstone business policy) course, and

(b) in every concentration area, at least
one required international course
(e.g., international finance, interna-
rional marketing). Student exchange,
study abroad, and foreign language
programs may develop further under-
standing, but they need not be re-
quired. Currently, many business schools
are experimenting at this level of inter-
nationalization in their curricula.

3. Competency is desirable but not neces-
sary for all students. In addition to the ele-
ments involved in awareness and under-
standing, this level requires competencies
in foreign languages and area/comparative
studies as well as experiences such as

foreign study and international business
internships. This level of institutionaliza-
tion of the curriculum is appropriate and
feasible at institutions that have the re-
sources, experience, and vision to deliver a
high degree of competence in interna-
tional business. Although the perceived
demand for this level of internationaliza-
tion appears limited, the real demand is
quite high. Only a few schools have
achieved (or are approaching) this level of
internationalization of their curricula.

Some or all of these levels can be achieved
through in-house efforts of an institution or can
be delegated to domestic or foreign institutions
that have such programs. Examples of successful
competency models worthy of review are the un-
dergraduate language and international trade de-
gree program at Eastern Michigan University,
the joint master of arts (MA) and mastet of busi-
ness administration (MBA) degree program at
the Wharton School’s Lauder Institute (Philadel-
phia, Pennsylvania, USA), and the master of in-
ternational business studies (MIBS) program at
the University of South Carolina. At Brigham
Young University, competency is achieved through
a dual MBA/master of arts in international and
area studies. The degree requites fluency in a sec-
ond language, the full MBA degree, and the MA
degree, which includes a thesis. The curriculum
thus includes a significant number of area studies
courses taught by different faculty, and the thesis
serves as a capstone experience.

Business schools may also choose from
among a variety of methods to ifiternationalize
their curricula after careful evaluation of their
goals, resources, and institutional contexts.
Among the more prominent and effective
methods are:

* Faculty and student exchange programs with
foreign institutions

* Study abroad programs
* Overseas internships
* Foreign language training

 Establishment of foreign campuses

/
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¢ International business majors, concentra-
tions, degrees, or courses
* Area studies
* Foreign faculty
* Visiting foreign faculty or scholars

* Visiting faculty trained in international
business

+ Cooperative programs or consortia with
foreign institutions to develop joint courses
or curricula

* Increased foreign student enrollment

f

ettty

In internationalizing their curricula, schools
should follow an evolutionary approach: it is typ-
ically more feasible to start with the most eco-
nomical, least complicated methods and work
toward the more complex and resource-intensive
methods. Further, effective internationalization
of curricula is possible only through the strong
commitment of higher level administrators, the
development of faculty expertise, and strong
commitment and involvement of a critical mass
of faculty.

Compared to a decade ago, curriculum
materials for internationalization are now suffi-
cient in most disciplines.

15
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6. STUDENT LIFE AND ACTIVITIES

here are many ways
to enrich the international dimen-
sion of the lives of students — some
at no cost to the school, others quite

costly. NAFSA: Association of Inter-
national Educators, Washington, D.C.,
USA, is one of the major organizations
that funds some of these initiatives.

A business school should pursue as many
student-life activities as possible, but it must be
understood that they do not substitute for the
structured learning of required courses.

Many of the ways to enrich lives of students
in the international dimension tend to attract
those who already have developed an interna-
tional orientation through coursework or else-
where. The challenge is to involve the mass of
students who could benefit the most.

Different programs and activities are likely
to be differentially beneficial for students at dif-
ferent levels. For example, study abroad may be
administratively and practically easier for under-
graduates. However, undergraduates may gain
less from certain types of experiences than might
graduate students.

MICHIGAN STATE UNIVERSITY HOST TAMER CAVUSGIL (LEFT) WITH

CHARLES MAYER OF YORK UNIVERSITY, JOHN DANIELS FROM
INDIANA UNIVERSITY, AND LEE RADEBAUGH OF BRIGHAM YOUNG
UNIVERSITY.

Overseas experiences provide students with
rich, perhaps unequalled benefits, but involve
great, often unanticipated or at least underesti-
mated, administrative complexities. Overseas
experience should exist within a coherent frame-

work for internationalizing the student body.
Students should not be allowed to drift into as-
suming that an intetesting international expo-
sure or experience is the equivalent of academic
substance. Context setting by competent faculty
is essential to put the learning experience in per-
spective.

The most promising ways to internation-
alize student life on campus and to maximize
foreign-domestic student interaction include:

* Programs that facilitate mentoring by busi-
ness people and linkages with international
student groups.

+ Academically focused, student-initiated and
-managed associations, rather than groups
based on geographic areas or ethnicity.

+ “Culture days” organized by, and at the in-
itiative of, students.

* Linkages between campus activities and ex-
ternal international groups (e.g., Japan
societies).

* Foreign language tables and foreign lan-
guage floors in residence halls.

* Early orientation sessions involving foreign
and domestic students and encouraging
interaction among different foreign nationals
as well as between foreign and domestic
students.

* Recruitment of foreign students, and from a
greater number of countries.

e Team and group assignments in class that
involve students from different countries.

* Attendance or participation in international
events (musical presentations, art shows,
literary readings, etc.) for class or for non-
credit degree requirements.

« Communication concerning scheduling of
international activities, through advertise-
ments in campus papers ot physical or com-
puterized bulletin boards (as is done at
Dartmouth College in Hanover, New
Hampshire, USA).

/



* Staging business quiz games with an inter-
national theme and prizes for highest scores.

* International internships and individual or
group trips. Such internships might be re-
quired for business degrees (e.g., the Uni-
versity of South Carolinas master’s pro-
gram); group or team internships could also
be pursued.

* Making foreign language business journals,
magazines, and videos readily available.

Students selected for overseas study pro-
grams should be those who are older and mature
and who have satisfactory, but not necessarily
stellar, academic credentials; students able to
absorb considerable “culture shock” (especially
those planning to study in less developed countries
or countries with radically different cultures
from their own); and students with the requisite
language skills. All overseas study programs
must involve committed and secure faculty and
have the complete backing of the academic ad-
ministration. Ideally such programs should be
integral parts of degree programs or at least be
preceded by adequate orientation programs and
followed by required debriefing activities.

Cross-cultural differences should be antici-
pated by international internship adminis-
trators. For example, it appears that Japanese
companies do not structure students’ experiences
as much as companies in many other countries,
and more administrative attention may  be
needed and expected for internships in Japan.
Japanese companies seem to be unwilling to rate
interns negatively; German companies seem to
rate all interns negatively.

Unpaid international internships are rela-
tively easy to develop; paid internships present
more difficulties. On the other hand, paid in-
ternships are more likely to stimulate involve-
ment and commitment to a site.

International internships longer than twelve
months may lose their effectiveness; those shorter
than three months may never achieve the desired
results. French companies prefer three-month in-
ternships, because after ninety days they must
begin to pay for fringe benefits. German com-

E

panies prefer six-month internships. Brigham
Young University found that six-month and
twelve-month internships work best in Japan.
Japanese companies tend to require that interns
spend a great deal of initial time just learning
about the business, as they do with new hires. If
an intern spends only three months at a Japanese
company, he or she will rarely do anything very
meaningful.

The most promising ways to cultivate intet-
national internships for students include:

* Locate responsibility for internship programs
in a distinct place and provide them with
with adequate resources. For example, pos-
ition a program in a deats office or a career
planning office and provide administrative
(release) time, secretarial help, and an
adequate operating budget (especially for
communication and travel expenses).

* Implement computerized search
capacity for internships to match
students and their abilities and
interests with particular sites.

* Use students to identify their
own internship assignments,
realizing that student-initiated
programs may be less adequately
structured and result in pre-
mature termination of the internship. This
is particularly problematic if the internship
is a required component of a degree program.

» The International Association of Students
in Economics and Business Management
(AIESEC) can be helpful in arranging for
and administering internships. Use of
ATESEC does not expose the internship pro-
gram to administrative expenses; however,
when an AIESEC contact graduates, his/her
expertise is lost both to AIESEC and to the
internship program. There also may be less
control over internships if AIESEC is used.

» Make use of home-country resources abroad
(e.g., American chamber of commerce of-
fices; state, provincial, and national trade
offices, etc). The danger is that use of such

Overseas experience should
exist within a coberent
Jframework for internation-

alizing the student body.
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MICHIGAN STATE UNIVERSITY STUDENTS ON AN OVERSEAS STUDY PROGRAM IN BRUSSELS, BELGIUM.

intermediaries can reduce the control that
programs might otherwise be able to exer-
cise over internships.

* Seek out university-to-university exchanges
to tap local knowledge and reputation.

Both Brigham Young University and Mich-
igan State University have used alumni who live
in foreign countries as networks to generate stu-
dent internships. Where formal alumni associa-
tions exist, they have been instrumental in ident-
ifying sponsor companies for student internships.

The varieties of international internships
are almost limitless. Some of the most promis-
ing include:

* Students can work as a team to help a local
company develop a strategy for penetrating

a foreign market; this might involve a trip
to the foreign market being considered.

* Students can work as a team or individually
to help a local subsidiary of a foreign com-
pany become adjusted to the local market.

* Students can teach introductory business or
write cases (as students from the University
of Western Ontario have done in Russia).

In order to help its interns adjust to Japan,
Brigham Young University sends a faculty mem-
ber for the first six weeks of the internship to
work with the students on language and business
culture. The students can also discuss their intern-
ship experience with each other, and the faculty
member can visit the participating firms to make
sure the experience is working out satisfactorily.



7. OUTREACH TO THE BUSINESS COMMUNITY

usiness executives have

expressed a growing

need for help in deter-

mining the optimum ways

of adjusting to heightened

global competition. This

has created expanded op-

portunities for universities to

be of service with research-based information as

well as improved instructional techniques for stu-

dents of international business and managers at

various stages of their careers. The effectiveness

of outreach programs can be enhanced through

scholarship that is highly relevant to the business

community, i.e., research, curricula, and man-

agement development programs that have a prug-

matic focus. Universities should acknowledge

and encourage this type of research as a bridge to
the business community.

Certain principles should guide outreach to
the business community. Outreach vehicles can
be improved and more sophisticated evaluation
measures developed to determine the effective-
ness of such programs.

Ultimately the most successful relation-
ships between the business community and
academia will assume a symbiotic character in
which the growth and development of both par-
ties are strongly influenced by the development
of the alliance.

The one-way, didactic approach of deliver-
ing information in the name of outreach is likely
to have limited and short-term benefits. Both
academic and business communities can gain
much more from the development of two-way ex-
change relationships. Faculty members can pro-
vide valuable analyses of international business
developments to industry, but they can also ben-
efit greatly from access to a firm’s unique data
resources and from research questions that origi-
nate from managers directly involved in interna-
tional business activities. Maximum benefits can
be obtained by the private sector if long-term re-
lationships are established with faculty experts
and research, educational, and outreach groups.
These relationships will often include regular
meetings, resulting in the development of an

ongoing dialogue between practitioners and
academic analysts; and such relationships often
result in and are strengthened by continuing
commitments from business partners to provide
financial support for university-based research and

outreach activities.

Beyond the more conspicuous benefits that
can accrue to both universities and businesses
from outreach activities are some that are less
tangible, but often equally important. The ac-
complishments of faculty and students can be
strengthened by augmenting campus scholarship
within the business setting in which theories,
concepts, models, and accumulated knowledge
are applied. Insights into business goals, func-
tions, and experiences in the global economy can
be leveraged into more effective research and in-
struction. Especially important -are insights
gained that can influence the issues targeted for
research and the most appropriate emphases in
curricular development and instruction. Corres-
pondingly, business executives can gain useful
insights from their association with academia
leading to more relevant strategies and manage-
ment approaches.

International business outreach initiatives
and requests for industry support and participa-
tion are far more likely to succeed if at least some
constructive relationships currently exist. In
situations where few, if any, contacts have been
made with companies, universities should devel-
op consulting programs, research reports, and
conferences directed at the needs of businesses in
order to demonstrate a high degree of profes-
sionalism, skill, and scholarship of direct rele-
vance to business managers.

Not all beneficial relationships are the result
of outreach activities initiated by universities to-
ward industry. Universities ought to be organized
to convey a receptiveness to business inquiries
and requests. Informal approaches by business or-
ganizations can blossom into significant and
mutually beneficial activities and programs.

Universities must choose the most appro-
priate vehicles for establishing international
business programs with businesses. Because
most universities operate under financial and
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8. OVERSEAS LINKAGES

here is a decided ten-
dency among American univer-
sities toward linkages with Euro-
pean schools, followed by Latin
American and Asian educational link-
ages. For Canadian universities, Asian
linkages are much more common than
Latin American educational linkages. It is par-
ticularly difficult to establish programs with
schools in developing countries because of differ-
ences in educational programs and the limited

financial resources of schools from these areas.
Many universities that have established an
extensive number of overseas linkages have
found that few of them remained active in the
long run. Linkages are often greeted with a great
deal of initial enthusiasm, but as the number of
faculty and students with interest in a particular
linkage is exhausted through exchange participa-
tion, interest begins to lag. Thus as much atten-
tion must be devoted to the maintenance of lin-
kages and care exercised in selecting linkages as
are given to establishing the linkages in the first
place. There may be some advantage in consider-
ing linkages for a limited duration or a specific
short-run purpose rather than exclu-
When establishing and sively as a long-term association and
to concentrating on a few strategic
alliances rather than diluting activ-

ities across several.

In considering linkages, it is
useful to consider what the partner
universities may wish to gain from
the association. The most common
motivation for establishing a linkage
is providing opportunities for faculty
and students to obtain international exposure
and experience. Productive research collabora-
tions may result when faculty from partner in-
stitutions share similar interests and comple-
mentary strengths. In addition, universities may
desire foreign faculty to teach in their programs.
Doctoral and postdoctoral research and learning
opportunities can be created. Faculty can also en-
gage in specialized short programs (e.g., intense
summer courses) or engage in curriculum devel-
opment projects. Occasionally, universities will

managing overseas linkages,
it is essential that flexibility
be a hallmark of the approach

of both institutions.
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seek affiliation with an international university
primarily for the image value of the association
rather than any functional interaction. Caution
is suggested in forming these sorts of linkages.

When developing linkages, various criteria
must be considered. The most critical is to pursue
linkages appropriate to the resources and design
of the university. It is imperative that a strategic
plan for overseas activities be determined so that
specific international opportunities are explored
and evaluated that are consistent with the plan.
Other criteria include the educational parity
among partners in the linkage, the interest areas
of faculty and students, and the financial re-
sources of each partner to provide mechanisms
for exchange and collaboration.

When establishing and managing overseas
linkages, it is essential that flexibility be a hall-
mark of the approach of both institutions. Differ-
ing academic schedules, educational approaches,
and curricula can pose barriers to fruitful collab-
oration. Not all interactions need be “in kind.”
Partners in a linkage must be creative and adap-
tive in finding ways of meeting differing goals
and objectives that are reciprocal in value if not
in form. In addition, partners must be open to
evolution in the nature of interaction over time.

In order for linkages to succeed, there must
be committed participants on both sides of the
partnership. While a deans support is essential
to a successful linkage, deans are often too en-
cumbered with other responsibilities to nurture
a linkage effectively. In addition, a linkage cen-
tered in administrative personnel may be depen-
dent upon the presence of a particular individual
for its survival. It is best to place’responsibility
for managing the linkage with central faculty
members within the institutions who will have
the focus and longevity to maintain the linkage.
Experience suggests that, once the early and
eager exchange faculty are exhausted, linkages
tend to dissipate. Therefore, building mutual re-
search goals may be one way to secure the con-
tinuation of linkages.

The long-run viability of partnerships re-
quires that they be administered partly or
wholly by paid administrators. Faculty members
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may be willing to sacrifice their publishing (which
is rewarded) in the short run to organize and
manage a partnership, but ultimately they will
have to give up their academic goals to spend the
time needed to run a partnership. Perhaps rotat-
ing faculty assignments to manage or co-manage
a partnership could be viable.

Institutions should develop a set of guiding
principles for the administration of such collab-
orations. A statement of purpose can articulate
general procedures and suggest the types of lin-
kages considered beneficial. It can also specify
what sorts of 'linkages should be part of univer-
sity-to-university accords and which ones should
be negotiated, signed, and conducted at the de-
partmental or school levels. It is also desirable,
especially for larger institutions, to maintain a
centralized record of all formal linkages.

In establishing and supporting a linkage,
support from outside organizations is often avail-
able. For example, the International Trade
Centre (UNCTAD/GATT, Geneva, Switzerland)
provides assistance in matching universities in-
terested in establishing international linkages
with institutions in developing countries. The

United States Information Agency, the U.S.
Agency for International Development, and the
Canadian International Development Agency all
provide support for international linkages, par-
ticularly those aimed at specific geographic reg-
ions of interest to these agencies. In addition,
various regional and national consortia of univer-
sities can be tapped to provide opportunities for
linkages for schools that may not be large
enough to provide the economies of scale neces-
saty to support overseas programs. Foreign
alumni may be useful resources in identifying
and establishing contact with foreign institu-
tions in pursuing potential linkages.

The internal dynamics of a university ate
critical to the support of overseas linkages. Fi-
nancial support for faculty pursuing interna-
tional linkages is a necessary prerequisite. How-
ever, also critical is a reward system that supports
involvement in international activities. There is
optimism that demands from the business com-
munity for education relevance in a global
economy will precipitate a support structure in
those universities that have not placed priority
on such activities in the past.
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Some European schools

are further along in the
internationalization process of
business education than their

counterparts in North America.
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9. NON-U.S. PERSPECTIVES ON INTERNATIONALIZATION

xamining the role of
export orientation and
institute development in the
internationalization process
is useful in delineating the
non-North American per-
spectives on the process.

EXPORT ORIENTATION AND
INTERNATIONALIZATION

National institutes of foreign trade can play
a significant role in the internationalization pro-
cess. The training of trainers and teaching inter-
national business through course modules such
as the diploma in export marketing offered by
the National Productivity Center in Malaysia
and a similar diploma program offered by the Ex-
port Institute of Singapore are examples. A
clearinghouse for the development and distribu-
tion of training materials is needed.

To reach a greater nucleus of students of in-
ternational business, two institutions in the
United Kingdom have developed
complete credit courses (modules) for
distance learning. The Open Univer-
sity offers a course in international
marketing and recently introduced a
new course called “Opening the Single
Market,” referring to the European
Community. Henley—The Management
College offers a credit course in export
marketing. The Allama Igbal Open
University in Pakistan has developed
a complete course in international business for
distance learning. The course consists of thirteen
separate modules, each consisting of a workbook,
a case book, and video.

The Canadian International Development
Agency (CIDA) has funded a large-scale train-
the-trainers project in China that involves eight
Canadian university partners. This has included
Ph.D.-level training by Canadian professors for
Chinese academics in Canada and China, short-
term visiting scholars, and material develop-
ment. As part of material development, numer-
ous books will be published in Chinese. The cost

of book preparation and/or translation is far
lower in China (and other developing countries)
than in industrialized countries. The University
of Western Ontario will see eleven books
(coywritten by its faculty published in quantities
of 3,000 each for about $5,000 per title.

INSTITUTE DEVELOPMENT AND
INTERNATIONALIZATION

Institute development can play a significant
role in internationalization, especially develop-
ment via linkages with the business community.
The University of Queensland’s (Brisbane, Aus-
tralia) linkage with the Australian Export Board
to establish a master of business administration
program in international business is an example
of this concept. York University’s effort in estab-
lishing international management centers in
Budapest and Prague is another. The critical ele-
ment in establishing such centers is financial
support such as the CIDA grants and private
funding that made it possible for York University
to cooperate with the University of Pittsburgh in
setting up programs with the Prague School of
Economics and the International Management
Center in Budapest.

An innovative internationalization approach
with advantages for both students and faculty is
one initiated by the University of Western On-
tario, which uses a large number of students
(twenty-four to forty) to teach introductory busi-
ness (Capitalism 100) or write case studies for a
month in the former Soviet Republics. This is a
relatively low-cost method of providing an inter-
national internship experience for students —
they pay their own airfares, and in-country costs
are covered by the host country.

Some European schools are further along in
the internationalization process of business edu-
cation than their counterparts in North America.
Furthermore, since proportionately less textbook
publishing is done in Europe, European schools
use many North American textbooks that take a
regional perspective, resulting in an approach
within Europe that is also more nationally than
internationally focused.



PRIVATE ENTERPRISE AT WORK NEAR TIANJIN, CHINA.

A wide gap exists between the internation-
alization experiences of Western European and
Mediterranean countries. The European Institute
of Business Administration (INSEAD) of Foun-
tainebleau, France, and the International Institute
for Management Development (IMD) of Lausanne,
Switzerland, are examples of European business
schools that have successfully institutionalized
enduring internationalization. In contrast, sev-
eral schools in Mediterranean countries trail the

Western European schools. The closure of this gap
is essential in light of the emerging pan European-
ization. Support from institutions such as the
European Federation of Management Development
(EFMD) would be essential to achieving greater
internationalization at Mediterranean schools.

Regional groups such as EFMD are useful
points of access for any university attempting to
internationalize, especially the network of con-
tacts available through each.
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10. THE ROLE OF NATIONAL RESOURCE CENTERS

he national legislation
that created the centers for inter-
national business education and re-
search — CIBERs — mandates that

they play a leadership role in three
areas: instruction in international bus-
iness, research in international business,
and outreach to the business community. CIBERs
are also to serve several audiences: traditional
students, business and nonbusiness faculty, and
business executives. The impact of their ac-
tivities is to be felt at the local, regional, and in-
ternational levels.

Sixteen centers for international business
education and research were in operation in 1992
in the United States at: Michigan State Univer-
sity, the University of Michigan, the University
of Pittsburgh, the Bentley College jointly with
the Fletcher School of Law and Diplomacy at Tufts
University, Columbia University, the University
of Maryland, the University of Miami, the Uni-
versity of South Carolina, the University of Texas,
Texas A&M, Memphis State University jointly
with Southern Illinois University at Carbondale,
Brigham Young University jointly with the Uni-
versity of Utah, the University of Washington,
the University of California at Los Angeles
jointly with San Diego State University, the Uni-
versity of Southern California, and the University
of Hawaii. Canada has had a similar federally
sponsored program of centers for international
business studies in place since 1974.

There is considerable enthusiasm for what
the CIBERs can collectively achieve in terms of
academic outreach. These centers of excellence
can serve as role models for other business
schools, provide curricular innovations, and
develop learning resources and materials for
teaching international business.

Nevertheless, not all CIBERs are ready for
academic outreach. While some centers such as
those at the University of South Carolina, the
University of Hawaii, Michigan State University,
and the University of Texas have established pro-
grams with either national or regional influence,
others require more time in developing their
academic outreach agenda.
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The need for developing business faculty’s
international competence arises at three levels:

* Doctoral students. As Lee C. Nehrt,
Jeffrey S. Arpan, Daniel Van den Bulcke,
Brian Toyne, and others have convincingly
argued, proactive training of doctoral candi-
dates before they assume teaching responsi-
bilities is much more desirable than remedial
sensitization and training later.

* Faculty at larger, research universities.
Since the mission of research institutions
dictates a mix of teaching and service and a
heavy dose of research activities, interna-
tionalization efforts will assume a different
character at such universities. Internation-
alization initiatives with a considerable pay-
off in research productivity are appropriate at
such institutions.

* Faculty at two-year and four-year col-
leges. Colleagues at such institutions are
primarily interested in internationalization
efforts that affect enriched instruction. They
are also more keen on adopting “ready to
use” teaching modules and tools for class-
room instruction.

The Faculty Development in International
Business program at the University of South
Carolina is better suited to the second level above.

LINDA GERBER, UNIVERSITY OF TEXAS AT AUSTIN, AND RICHARD

LEWIS, DEAN OF MICHIGAN STATE UNIVERSITY’S ELI BROAD
COLLEGE OF BUSINESS AND GRADUATE SCHOOL OF MANAGEMENT
AND PRESIDENT OF THE AMERICAN ASSEMBLY OF COLLEGIATE
SCHOOLS OF BUSINESS (AACSB).
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To cater to level-three needs, each CIBER may
develop an academic outreach program suitable
for its region. It is also worthwhile to note that
business school administrators make up another
distinct target audience for internationalization
efforts. The University of South Carolina CIBER
has initiated a program specifically for business

school deans and chairpersons.

Efforts directed at language instructors are
essential to the CIBER mandate. Especially rel-
evant is the preparation of language instructors
on key business concepts, terminology, principles,
and issues. Bringing the language instructors to
a level of “understanding” (as opposed to compe-
tence) on business issues is highly desirable.
Preparation of modules, teaching units, and
primers covering key management and economics
issues should be on CIBER agendas.

While each CIBER will need to perform a
leadership role in the mandated areas, there
should be considerable room for creative ap-
proaches. Each center is likely to develop its own
character as a result of various determinants such
as mission of the university, unique faculty tal-
ents and resources, geographic location (e.g.,
metropolitan vs. campus town), unique needs of
the regional business community, and so on. For
example, CIBERs can play a key role in retool-
ing the faculty of their regions in international
business.

In terms of business outreach, CIBERs

must coordinate agendas with state governments

and other multiplier agencies (cham-
bers of commerce, economic develop-
ment groups, trade and industry
asseciations, district export councils,
world trade clubs, and so on). A strong
CIBER advisoty committee, for ex-
ample, can help chart a prudent course
as well as influence the attitude of a
dean.

Most importantly, individual
CIBERs should collaborate on activi-
ties of common interest. There is a
lot of room for exchanging experi-
ences and ideas and for sharing re-
sources within the CIBER network.
To facilitate collaboration and re-
source pooling, advance notice of
future activities is essential. Sharing
calendars of events through electronic
mail or telefax is desirable.

Finally, federal funding through
the CIBER program does matter. The
existing centers are engaged in ac-
tivities that would not have been pos-
sible without U.S. Department of

There is a considerable
enthusiasm for what the
CIBERs can collectively
achieve in terms of academic
outreach. These centers of
excellence can serve as role
models for other business
schools, provide curricular
innovations, and develop
learning vesources and
materials for teaching

international business.

Education funding. Some centers have also been
very successful in multiplying their funds by

leveraging the federal grant.
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EPILOGUE

Leading international business educators
who gathered at Michigan State University in
East Lansing, Michigan on June 6-7, 1991, for
the Center for International Business Education
and Research (CIBER) Roundtable on Interna-
tionalizing Business Schools and Faculty gener-
ated insightful perspectives on internationaliza-
tion. For a more detailed treatment of these
issues and elaboration of the experiences of
selected institutions, readers should consult the
forthcoming book, Internationalizing Business
Schools: Toward Meeting the Challenge, also a pub-
lication of MSU-CIBER.

No single curriculum, method, or approach
is appropriate for all business schools. Diversity is
inevitable, even desirable: strategies for incer-
nationalization need to accord with each institu-
tion’s unique set of clientele, location, resources,
competition, history, and mission. For some in-
stitutions this means that providing their stu-
dents with more than an awareness of interna-
tional trends will require that they and their
faculty make use of other (domestic and foreign)
mstitutions resources, those with different mis-
sions, history and venue. Chief among these
other institutions will be the CIBERs (and their
equivalents in Canada) and national institutes.
Their responsibilities include: providing interna-
tional competence to an increasing number of
Ph.D. students; innovative and relevant foreign
language instruction; and developing mutually
beneficial outreach (training and consulting) pro-
grams. It is hoped that through such initiatives,
the faculty will benefic from access to unique
company resources and awareness of research
questions originating from managers directly in-
volved in international business activities. Simi-
larly, business executives will garner useful in-
sights from their association with academics
leading to more effective business approaches.

All institutions confront some of the same
obstacles to internationalization. Chief among
them is the fact that current faculty (and Ph.D.
candidates) generally have little motivation to
augment their skills with international compe-

tency. Many means have been identified for inter-
nacionalizing these key actors: faculty exchanges
with foreign institutions; interaction with per-
manent or visiting foreign faculty or faculty
trained formally in international business; par-
ticipation in international research programs;
funded international research; “handholding”
overseas study tours; hiring a “consulting” team;
initiating international speakers programs; and
convening cross-disciplinary, area-specific, topi-
cal symposia. The crux of the problem, however,
is to get faculty to acknowledge the value of re-
search (and thus teaching and outreach) that con-
tains an incernatcional component. That is essen-
tial both to motivate faculty and to ensure that
those who are motivated will be rewarded. That
process, in turn, is often dependent upon a change
in orientation by business school administrators,
especially of business school deans and the chair-
persons they appoint.

Once a core of faculty has been motivared
in this direction — either throughout the school
of business or in a separate international business
unit — then a whole panoply of strategies for
achieving students’ international understanding
becomes possible. In terms of curricula, these in-
clude infusion models as well as separate interna-
tional business courses, specializations, majors,
and degrees, including those offered jointly with
other schools (including professional schools)
across the institution. At some institutions, in-
ternationalization will also include student ex-
change programs with foreign institutions; study
abroad programs; overseas internships; relevant
foreign language training; increased foreign stu-
dent enrollment and interaction with domestic
students; “culture days,” and other innovative,
academically focused student life activities.

Strategies, resources, and teaching materi-
als to address the challenge of an increasingly
global market environment are becoming readily
available. Thus the order of the day is exciting
business school administrators and, in turn, fac-
ulty and students in ways consistent with each
institution’s unique character and mission.






