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Chapter  14

Successful Business Schools:
Learning from the Success

ABSTRACT

A handful of business schools in the world are famous in their respective countries of origin, but have 
also achieved global acclaim for their sustained and continued success as world-class academic institu-
tions. This chapter describes some of these business schools and includes successful factors that have 
made them top quality institutions, such as general performance indicators used to rank and accredit 
business schools, common characteristics of success, as well as the role of ranking and accreditation 
as a source or force behind the fame and fortunes of such business schools. The chapter discusses the 
importance of national and international accreditation for the academic institutions and the pitfalls 
associated with accreditations. As examples of successful models, the chapter includes small success 
stories of business schools from emerging markets such as Pakistan and Mexico.

INTRODUCTION

Success and reputation do not happen overnight, 
nor does not come automatically either. To be 
unique and novel demands lifelong efforts from 
individuals and institutions, while maintaining 
this fame is a challenging and continuous task. 
Unquestionably, knowledge and abilities are criti-
cally important for an individual to achieve and 
sustain success. However, successful people are 
found to be those who are capable of changing 
their habits (Lopper, 2009). In general, successful 
individuals in different fields (i.e., politics, busi-

ness, society, arts and music) share these guiding 
characteristics:

• A vision and mission in life.
• A clear career and life goals in mind.
• A love of learning—new knowledge, skills 

and values.
• A continuous search for innovative ways to 

do things.
• Enough energy, stamina and resources to 

face off challenging moments.
• Emotionally stable and socially connected.
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Similar to individuals, organizations have 
their own success factors by which they can of-
fer products and services of quality and value for 
the end consumers. Among other, these include 
the following:

• Innovation and Creativity: This means 
improving, adjusting, adding to, and de-
veloping new products, services, systems, 
process, and culture to the strategy of the 
organization.

• Value Generation for the Customers: 
This follows providing quality products and 
services at a good price to its customers.

• Customer Service: This implies paying 
attention to the needs, interests and com-
plaints of the people who receive the prod-
ucts and services.

• Global Vision: This stands for understand-
ing the changing environment not only of 
the home country, but also others across 
the globe, and for having a global vision 
that leads to flexibility and open minded-
ness which helps in diversifying and tak-
ing advantage of those opportunities which 
may arise.

• Efficient and Effective Use of Resources: 
This means to amplify the benefits of the 
business activities for all the stakeholders 
by reducing administrative expenses and 
managing overall business cost. People 
and money are two vital resources for the 
institution.

• Employee Friendly Work Environment: 
This asks for organizations to be stable, 
and culturally receptive. Organizations 
which are aggressive in dealing with the 
workforce, culturally rigid and socially 
disconnected may not remain in business 
for long or may see a quick turnover of its 
personnel.

• Adequate and Timely Use of Technology: 
This relates to resources and any other sup-
port, including information, communica-

tion, training, distribution, supplier, pro-
duction for a maximum and productive use 
of technology to streamline processes.

Thus, it is vitally important organizations to 
learn from each other´s success and failures. The 
same applies for an educational organization, such 
as a university or, more specifically, a business 
school´s Master in Business (MBA) program. Why 
are some business schools more successful, famous 
and respectable than others? Which indicators are 
frequently used to evaluate (accredit) and rank 
business schools? These are important questions 
which we will attempt to answer in this chapter.

RANKING THE BUSINESS 
SCHOOLS: INDICATORS

The first and most transparent way to consider 
a business school of value and quality are inter-
national rankings, which evaluate the programs, 
students and other aspects, which translate into an 
excellent education. Various agencies and orga-
nizations are involved in evaluating and ranking 
business schools in the world, and include the 
following:

• US News and World Report.
• Bloomberg Business Week.
• The Economist.
• Financial Times.
• América Economía (specializes in Latin 

American universities and business 
schools).

• EDUNIVERSAL.

Establishing indicators to evaluate an insti-
tutional performance is commonly practiced in 
all types of institutions whether they are educa-
tional or business for different purposes. Internally 
(internal to the organization), managers need 
to know on a regular basis how the company 
is doing in different areas, such as production, 
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