China in the Global Context

Discussion with Peter Lorange, The Nestle Professor and President of IMD
Dr, Lorange was born in Oslo and holds degrees from universities in America, Hungary and Norway. Dr. Lorange talks about what makes IMD different from its competitors and how IMD addresses the needs of executives in China, at a global meeting place in Lausanne, Switzerland.
Q. The most recent rankings by the Financial Times of Executive Education sees IMD at #2 globally, but what does this mean to you?

Of course consistently high rankings makes us feel good but what is more important, to me, is the steady growth in our revenues globally from our Executive education, Executive MBA and full-time MBA programmes, because this means that our customers accept us. Part of what makes IMD different is it is run as a business, with revenues mostly from executive education funding us. What is more interesting is that our revenues are global because IMD is a global meeting place. About 30% of revenues currently come from Asia, our fastest growing market. 
Q. IMD’s programmes are very highly priced, how does IMD differentiate the value it delivers compared to other business schools?

Firstly, we deliver thought leadership that is practical; real world, real learning. That means stimulating innovation, for example by treating customers differently or thinking about a market or product differently and the confidence to promote those ideas.  Companies are market leaders because they were first thought leaders. Secondly, we provide a global meeting place for executives from all over the world. Currently 26.9% of IMD’s costs are going in to R&D; practical, cutting edge research, but we only have 55 professors in total so it’s the higher value per professor that creates our revenue growth.

Q. Are IMD’s offerings relevant for Executives in China?

To be relevant, research leading to thought leadership has to be done in China so we have launched a China Research Centre in Shanghai. What matters is that you come up with thought leadership issues based on your research. Looking at the dilemmas with an in depth China context in mind, we then bring these issues to the global meeting place in Lausanne, Switzerland where they are debated as perspectives that are challenged by people globally, and this is where our value shows. 

We host CEO roundtables and dinners in China where Chinese and expatriates can get together. One of our local, global meeting places where we learn a lot by listening. There are many executives in China who say that China is different and they have their own solutions. While we listen to them, we believe that this must be tested out globally. At the global meeting place perspectives are challenged by executives from Cape Town, Sao Paulo, and so on. The end point of our research is global and this is key, because it is not that more China research is required, it is about the position of China research in the global context. We will also launch other research centers in Mumbai and Latin America this year. 
Q. IMD is located in Switzerland, what makes IMD people different from competitors like INSEAD, London Business School and schools in the US? 

Our offerings are predominantly short, Executive education programmes and EMBA, compared to full-time MBA, emphasized by INSEAD and LBS. Let me add though that our MBA programme is very important to us content-wise and was recently ranked #1 globally in a ‘ranking of rankings’ by combined global media. Also, our professors teach across all our programmes, degree and non-degree, as one team. So we are like one orchestra playing a symphony rather than several chamber orchestras playing different compositions. Also, we don’t believe in hierarchy, so our professors don’t have titles and we don’t have departments because we believe in eclectic thinking. One benefit of this to participants is that our faculty can talk about integrated themes of strategy, accounting, marketing and more, rather than just one area of expertise. The quality of the top executives we attract is similar to other schools but we have a more global mix compared to, say, top US schools.
Q. Joint Venture programmes are popular in China because of the mix they deliver. Does IMD have plans to launch a joint programme with a mainland school? 

No, but we offer a variation on this. My colleagues and I am deeply impressed by the quality of domestic institutions in China, such as CEIBS. They offer real insights for China. We feel, however, that there is a need for Chinese executives to complement what is offered in China. Global networking complements what you gain in China, and this is the same for any country. We are not competing we are complementing.

So, take for example our Orchestrating Winning Performance (OWP) programme where all of our 55 professors work together to design and deliver one, six day programme. This means we can do many interesting things; showcase our latest research annually, offer learning streams, and electives in a unique ‘create-your-own-programme’ formula that allows participants to gain knowledge and learn the latest practices, tailored to their own business. And we expect more than 500 participants this year.

The Polytechnic University of Hong Kong has one course on their Doctorate of Business Administration (DBA) that sends a number of people as one of their courses to our OWP programme. Also the Instituto Getúlio Vargas in Rio de Janeiro sends a number of their EMBA class to our OWP. We would like a leading mainland Chinese EMBA programme to send participants to OWP too. 

With more than 500 executives attending OWP, you can network in the large and then focus down in small groups of 60 executives. One problem with research is that people promise but don’t deliver. OWP ensures our faculty respect deadlines and produce research with real output, the latest findings on the real challenges real companies are facing, and innovative solutions to create corporate value. Each year the programme is new and fresh, so participants keep coming back.

Q. Personal Development is an increasingly important field in executive education, what is IMD’s view?

What matters is the personal development journey, where new thought leadership is being brought to the individual who sees new things all the time, and that it is practical, research based. With so many business schools saying the same thing, reputation and word of mouth are important, and we work closely with our alumni and corporate clients on these.

