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> Members of the International Management

Board (also directors and trustees)

Enrique José Bolafhos Abaunza Appointed
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of Economics and Business, Austria

Karen Spens Appointed
President, Bl Norwegian Business School, Norway 31 May 2021

Steven Leendert van de Velde
Former Dean, Rotterdam School of Management, Erasmus University,
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CHAIR’S REPORT

Bodo
Schlegelmilch

Prospering in a VUCA World

t the beginning of 2022 the

board hoped that the worst of

the Covid-19 pandemic was over.
We yearned to move forward

and embrace the proverbial ‘new
normal’ with a mix of exciting
online and in-person activities. However, we found
ourselves tossed back into the realities of a volatile,
uncertain, complex and ambiguous (VUCA) world.

The Russian invasion of Ukraine demonstrated
the volatility we were facing. The uncertainly
and complexity regarding our relationships with
member schools in both countries occupied a
great deal of board discussions. Meanwhile, the
recovery from the pandemic remained patchy
and resulted in further uncertainty and ambiguity.
Would we be able to run our annual global
conference in Lisbon as an in-person event? Which
delegates would be willing and able to travel?
What should happen to our regional conferences?
For how long would we be able to accredit
business schools online with the usual rigour when
travel was not possible?

Despite the need to manoeuvre in such a VUCA
world, AMBA & BGA relentlessly implemented
its strategic objectives. Our key conferences
took place as live events and our relationships
with business schools around the globe remain
constructive and productive, even where personal
meetings were not possible. As a result, AMBA
& BGA can proudly point to its most successful
business year ever.

There are now AMBA-accredited programmes
in 85 countries. Our BGA brand resonates well
with the market and continues to be a success
story. With its focus on responsible management
practices and lifelong learning, BGA has
developed into the fastest-growing business
school network in the world, comprising more
than 210 member schools. Noteworthy also is our
move into new representative offices.

Centrally located in the city of London, our new
global headquarters signals our confidence in the
future of AMBA & BGA and provides us with better
opportunities to meet our business school and
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@ There are now AMBA-
accredited programmes in
85 countries and our BGA brand

is the fastest-growing business
school network in the world

commercial partners. This year’s positive result
reflects the organisation’s resilience and agility.
| would therefore like to thank our CEO, Andrew
Main Wilson, and commend the dedication and
professionalism of the AMBA & BGA team.

Of course, AMBA & BGA would not function
without the numerous volunteers who devote their
time and expertise to the organisation. Central are
the members of the International Accreditation
Advisory Board (IAAB). Under the leadership of
Steef van de Velde, this group of experts ensures
that our accreditation standards are up to date
and makes decisions on awarding and removing
accreditations.

In VUCA times, the regional advisory councils
we created have also proved extremely valuable.
They consist of business school deans and
directors from Africa and the Middle East, Asia
Pacific, and Latin America and help us to balance
a standardised global approach with the need for
local responsiveness. Finally, | would like to thank
my fellow board members. Based in Africa, Latin
America, China and Europe, this dedicated group
has provided excellent strategic leadership and
seamlessly and constructively collaborated with
Andrew Main Wilson and his AMBA & BGA team.

Bodo Schlegelmilch is the chair of the
AMBA & BGA International Management Board



AMBA & BGA

-ACTS & FIGURES

The number of members
belonging to the AMBA student
and graduate network has
reached

62,717

The BGA family of schools grew

during this past year from 187 to
217 member schools

Eight new

Institutions The 2022 AMBA & BGA

have joined the Excellence Awards ceremony
AMBA family; the was the largest-ever, featuring
350 attendees, 59 finalists, 10

total ber of : :
otal IWMBEr o categories and 42 judges

schools in the
AMBA-accredited
network is

\




THE YEAR IN REVIEW

Andrew Main Wilson,
CEO, AMBA & BGA

t's a great pleasure to be able to announce
such excellent, record-breaking results

for the second consecutive year, during a
period of unprecedented disruption around
the globe due to the pandemic.

Our AMBA-accredited schools network
has grown from 287 to 294, moving ever close to
our 300 portfolio target, while AMBA student and
graduate membership has grown from just under
60,000 members to more than 62,000.

Our BGA family of schools increased during
this last year from 187 member schools to 217
and continues to be the fastest-growing business
school membership network in the world. BGA
was only launched in January 2019 and this
remarkable growth has been achieved despite the
impossibility of being able to travel internationally
and meet business schools face to face for two
years of its three-and-a-half-year life so far.

The BGA-accredited-school portfolio has
now grown to 26 - a success that has been
fuelled by both the speed and efficiency of BGA
accreditations and also the highly relevant focus
on impact and responsible management.

| would like to thank all our AMBA & BGA
business schools for their commendable
continued flexibility by agreeing to participate
in virtual accreditation panel visits. This set-up
has resulted in 56 business school accreditations
out of 57 scheduled during the year being
conducted punctually.

This year, we were proud to be able to hold our
annual Global Deans and Directors Conference
face to face once again, rather than virtually. The
conference atmosphere in Lisbon was superb and
reflected the deep desire of deans and directors
to be able to meet personally with their peers from
around the world once again and discuss the key
issues facing the world of business schools over
the next three years. We were also able to hold
our Latin America Deans & Directors Conference
in person for the first time since 2019, welcoming
a record number of delegates to the Caribbean
coastal city of Cartagena in Colombia for our 17th
annual Latin America conference.

One of the reasons for our success, in spite
of turbulent market conditions, is the universal
harmony and wisdom of both our staff team
and our international management board. Every
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@ Virtual panel visits have
resulted in 56 out of 57
business school accreditations

being conducted in a timely
manner over the past year

organisation strives to attain such harmony, but it’s
rare to achieve it across the entire organisation,
comprising both staff and trustees. This has
enabled us to focus strongly on customer service
and business growth and | would like to thank our
International Management Board, our International
Accreditation Advisory Board and our regional
deans councils in Latin America, Asia Pacific and
Africa and the Middle East.

In late September we upgraded to a far more
impressive and professional global headquarters
in London; we look forward to welcoming many of
you to our new home at 3 Dorset Rise, situated just
off the famous Fleet Street, over the next year.

We enter 2023 with our healthiest-ever cash
reserves, record growth, a clear strategic focus for
the future of AMBA & BGA and highly motivated
staff, working partly from home and partly from
our new headquarters. It's important that we find
ourselves now in our strongest-ever position -
ready to tackle the numerous global economic and
geopolitical challenges facing each and every one
of us over the next two years.

‘1"1 HOIATICON BUSIMESS
AI* GRADUATES

i LT



AMBA schools
accreditation
overview

n the last financial year, eight new institutions
joined the AMBA family, while only one existing
business school was not re-accredited. Another
new institution was visited but was not awarded
initial accreditation. The total number of schools
in the AMBA-accredited network has now
reached 294.

Some 59 business schools across the globe were
assessed for re-accreditation by AMBA accreditation
panels. The reassessment of programme quality and
the enhancement of standards undertaken by a peer
review visit at least every five years are important
elements of AMBA's rigorous and developmental
accreditation process.

The AMBA accreditation team continued to respond
with agility to the ongoing Covid-19 pandemic.
Face-to-face assessments resumed at some schools,
depending upon local restrictions. A customer-
focused flexible approach, accommodating online
assessments where necessary, has continued to be
adopted. Feedback from stakeholders regarding both
the flexible approach and virtual process has been
largely positive.

AMBA accreditation provides business schools
with holistic, detailed analysis of the quality of the
institution; its strategy, mission and resources;
teaching standards and research contribution;
programme administration; career and alumni
services; cohort size and quality; curriculum content
and assessment standards; programme mode and
duration; and learning outcomes. AMBA's focus on
graduate attributes, impact and the diversity of staff
and students continues to be well received.

The AMBA International Accreditation Advisory
Board (IAAB), comprising highly experienced deans,
remains crucial to our accreditation activities. The
IAAB is the delegated authority for the endorsement of

AMBA accreditation provides
business schools with holistic,

detailed analysis of the quality of
the institution and its resources
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AMBA's unique history in
supporting the MBA means it is

positioned as the leading expert
in postgraduate management
education worldwide

accreditation decisions and has responsibility for the
safeguarding and currency of the AMBA accreditation
criteria, the newest versions of which were published
at the annual conference in Lisbon in May this year.

As part of our objective to significantly increase
AMBA brand awareness and build relationships with
new schools, AMBA staff from the accreditation team
spoke at the SEAA Conference last November and the
EdTech Forum in December 2021.

AMBA is already the accreditation market leader
in a range of countries, including the UK, China,
India, South Africa and Latin America. AMBA's unique
history in supporting and promoting the MBA means
it is positioned as the leading expert in postgraduate
management education. AMBA’s focus on the MBA,
pre-experience Master’s programmes and DBA
qualifications is a key strength when business schools
choose an external accreditation body.

Student quality

AMBA believes that the MBA is uniquely distinctive
thanks to its focus on a peer-to-peer learning
experience. Appropriate student quality, diversity and
class size are paramount for this reason. AMBA is the
only accreditation body to require MBA entrants to
have work experience and for programmes to have
a minimum cohort size. This is a key strength for
graduates from AMBA-accredited MBA programmes,
as is the free membership service provided to
students and graduates from AMBA-accredited
business schools.

Experienced peer review teams

AMBA accreditation assessors have a wealth of
experience, with a significant number having sat on
more than 50 assessment panels. This experience
brings significant value to the AMBA accreditation
process.

Dedicated AMBA staff

AMBA cares about the business school accreditation
experience. Every panel includes a highly experienced
member of the accreditation team who ensures
consistency of standards and bespoke advice to
business schools undergoing the process.



Timely decisions and transparency

AMBA assessment panels provide business
schools with verbal feedback, including detailed

recommendations, on the day of the assessment visit.

Endorsement by a committee of AMBA's International
Accreditation Advisory Board is a swift process and
accreditation is usually finalised within three months
of the assessment exercise.

Streamlined accreditation process

The steps taken to secure AMBA accreditation are
straightforward, transparent and cost-efficient.
Business schools new to the process can secure
accreditation promptly, providing the institution
meets the AMBA assessment criteria. Schools are
not required to attend events or pay unnecessary
additional fees.

Flexible & innovative criteria

The AMBA accreditation criteria do not seek to bring
uniformity to postgraduate management education,
or stifle business school innovation. The criteria

allow AMBA to accredit a range of business schools,
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each with their own differing priorities and areas of
expertise, as well as taking into account the local
and regional environment and legislative set-up. This
includes programmes delivered wholly online or in a
blended format.

Consultative assessment

The AMBA approach to accreditation is holistic and
focused on both quality enhancement and quality
improvement. AMBA ensures that business schools
receive consultative and development advice during
the accreditation process and in so doing strives to
enhance postgraduate management education.

Portfolio approach

The AMBA accreditation criteria require that the
entire portfolio of MBA programmes offered by a
business school be subject to assessment. Schools
only receive accreditation if all MBA programmes
they deliver meet the AMBA assessment criteria. This
provides clarity for prospective and current MBA
students, alumni and faculty staff in keeping with
AMBA's history as a membership organisation.

> AMBA schools accredited in 2021/22

Beijing Jiaotong University > Beijing > China
Indian Institute of Management Rohtak > Rohtak > India
Indian Institute of Management Tiruchirappalli > Tiruchirappali > India
Graduate School of Strategic Management, Chuo University > Tokyo > Japan
Deusto Business School, University of Deusto > Bilbao > Spain
Cardiff Business School, Cardiff University > Cardiff > UK
Queen’s Management School, Queen’s University Belfast > Belfast > UK
Miami Herbert Business School, University of Miami > Miami > US

1



AMBA SCHOOLS
GEOGRAPHICAL BREAKDOWN

294 AMBA accredited schools

294 SCHOOLS OVER 70 COUNTRIES




< AMBA & BGA ANNUAL REPORT 2021/22 ¥

Business Graduates Association (BGA) activity

) BGA schools accredited in 2021/22

@ School of Business and Governance, North-West University

@ University of Warsaw Faculty of Management

@ The School of Business Administration, Jiangxi University of Finance and Economics
@ School of Economics and Management, Nanchang University

@ ESA Business School

@ |ISC Paris Business School

® INCAE Business School

+ BGA schools validated in 2021/22

School of Logistics and E-Commerce, Zhejiang Wanli University

Maynooth University School of Business

> BGA capacity-building workshops 2021/22

Month Workshop Country/Region

October 2021 N Integratlng resp}on'S|b|e management and ' s Russia
sustainability principles into business education

November 2021 3 Rejecting tradition at business schools > US & Canada

Reflecting on a year of Covid: key

: > Latin America
learnings and lessons

December 2021 >

Internationalisation of higher education —

December 2021

challenges, solutions, trends

Russia

Supporting differentiation in Latin American

plareieo22 > business and management education LMD (e
March 2022 > Understanding impact metrics China

June 2022 > ?ft:iecrr;it;?wr:ja :\I/?ijt(ljg E;r:tteer?wiisufsci)r:ess schools ﬁﬂﬁgg?e&EaSt
July 2022 > The new MBA curriculum in Latin America Latin America
July 2022 > Sample programmes and case teaching China

July 2022 > Graduate Management Summit, Boston us

September 2022 » Core course development and action planning > China

13




BGA schools
accreditation overview

he Business Graduates
Association continued its fast
growth as a membership and
accreditation body for business
schools worldwide, having
attracted 40 more schools to
the network, resulting in a total of 217 business
schools for the financial year of 2021/2022.

Since its launch in January 2019, BGA has
aimed to provide business schools with an
innovative approach to quality assurance
built around the three core pillars of
positive impact, responsible management
and lifelong learning. In contrast to AMBA,
BGA offers business schools three tiers of
association through membership, validation
and accreditation, where business schools
undergo a consultative improvement journey.

Another contrast to AMBA is BGA's focus
on impact in its accreditation process, which
allows schools to differentiate and excel in
areas they are good at without the threat of
losing their accreditation. BGA offers students
at schools within its network free individual
membership, which focuses on personal and
professional development.

During the year, BGA successfully ran four
Latin American, six Chinese, and two African
capacity-building workshops. These regional
workshops cater to operational staff of
business schools that aim to address specific
regional challenges. The workshops have
been a resounding success and, as a result,
BGA will continue to expand its portfolio of
capacity-building workshops for the financial
year of 2022/23.

Validation

Validation is a desktop assessment process,
based on the nine principles of the BGA
Charter (see opposite), which can be
completed in less than six months and does
not include an assessment visit. Validation
primarily targets schools that are new to
international quality assurance and serves
as a stepping stone for schools looking to
achieve institutional accreditation. During
the financial year 2021/2022, a total of eight
business schools achieved validation status.

Accreditation

Accreditation remains BGA's core offering
for business schools, in which positive
impact through innovation, responsible
management and lifelong learning are

all assessed and improved throughout
the process.

Schools must demonstrate their positive
impact on key stakeholders through
the creation of objective-based impact
metrics, using BGA’s Continuous Impact
Model. The accreditation process supports
business schools in defining their key
strategic objectives and their level of
proficiency across a range of dimensions,
making the accreditation highly
consultative in nature.

The accreditation process includes a
two-day assessment visit conducted by an
experienced peer-review team.

During the financial year 2020/2021,
seven business schools achieved BGA
accreditation in this way.

Accreditation remains BGA's core offering

for schools, in which positive impact
through innovation is assessed
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Despite increasing global | __ ™ "™

challenges, the BGA
team is confident that
the network will continue

Despite the ever-increasing challenges in the
world, the BGA team is confident that the network
will continue its growth in the financial year of
2022/23. With international travel being almost on
par with the numbers seen prior to the pandemic,

to grow next year

> BGA Charter

The charter shows a
commitment to the following:

Meeting demands of the
economy, contributing
to economic growth and
development and driving
social transformation

The principles of CSR,

ethics and sustainability
(reflecting the UN's sustainable
development goals)

Good governance, institutional
sustainability and integrity

Generating value by building
tangible connections with
other academic institutions

Continuous improvement
impact, innovation and
excellence

The involvement, inclusion and
respect of all stakeholders

The principles of equality and
diversity

Graduate employability and
corporate relations

BGA will host a number of physical workshops and
events that will invite speakers and industry experts
to discuss differentiation strategies and lifelong
learning programmes.

These will include BGA's first capacity-building
workshop in Europe, to be hosted in Berlin in Q2,
as well as four individual workshops across India
and China. BGA will also expand the number of
workshops for schools based in Latin America and
Africa. Alongside this, BGA will work to publish
more thought leadership from its member schools,
helping them enhance their international reputation
while also providing useful content to the rest of
the network.

BGA student & graduate
membership highlights

BGA student and graduate individual membership
has grown close to 5,800 individual members. From
October 2021 to September 2022, BGA recruited
1,392 new members. Each student who studies at

a BGA member, validated or accredited business
school (and recent graduates from BGA-validated
and accredited business schools) are eligible to

join this exclusive network, accessing the benefits
in perpetuity.

This community has reached a global scale over
the years, as seen by the location of members;

42 per cent are based in Europe, five per cent in
Latin America, 24 per cent in the UK, one per cent
in Africa, 25 per cent in Asia (including the Middle
East) and three per cent in North America and

the Caribbean.

During 2021/2022, students and graduates
from 82 BGA business schools engaged with BGA
membership to access tools and services designed
to enhance employability and develop key
professional skills.

In July this year, a series of four career webinars
was created for all BGA members. Each webinar
focused on a career topic, such as lifelong learning,
CV guidance, career planning and finding your
career purpose. They were an hour long and free to
access for all BGA members, with an average of 20
members attending each session.
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Marketing overview

It has been another busy year
for the AMBA & BGA marketing
teams, with lots of great activity

happening across all our channels.

AMBA

Association of MBAs website
The marketing and
communications team has
continued to keep the website
content dynamic and engaging.
This ranges from member benefits
for students and graduates,
insights for business school
leaders, Ambition articles and
multiple event hubs for AMBA's
online and physical events.

We have also invested in
specialist SEO activity on key
pages of the site and are already
starting to see the benefits of this
activity in the analytics.

Email communications

Emails are still the most prominent
way for AMBA & BGA to contact
members of its network. Our aim
continues to be to provide regular
communications to various
audiences that both inform and
delight.

These communications comprise:

Newsletters - for students and
graduates, business school
leaders and corporate contacts
Event emails - promoting AMBA's
conferences, webinars and

other events organised by our
colleagues and partners
Ambition newsletters - bi-
weekly communications to raise
awareness of our award-winning
magazine content and articles
Research - released periodically
to generate awareness of fresh
insight, or to invite audience
participation in surveys
Commercial - usually sent on

16

behalf of a sponsor and designed
to promote an event or thought
leadership from a third party that
would appeal to our audience
Miscellaneous - featured emails
such as ‘Something for the
weekend’ (promoting the AMBA
Book Club) and podcast updates

Artwork & design

Throughout the past year, AMBA's
advertising, creative and marketing
collateral has continued to remain
vibrant and engaging, positively
reflecting our two brands.

Highlights
The record attendance at AMBA
& BGA's flagship event, the
Global Conference held this
year in Lisbon, highlights the
efforts of the marketing team
with a campaign that featured a
combination of dynamic website,
social media content and email
communications.

With a return to a physical event,
we witnessed strong levels of
engagement across the campaign:
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an average of 31.4 per cent unique
opens and click-to-open rates

of 28.4 per cent from our email
marketing, which contributed to
the high levels of attendees for the
conference (234 bookings in total).

BGA
BGA continued to deliver a largely
digital approach focused on email
marketing, social media, event
marketing and paid advertisements
(keyword search and display
advertising) to meet the marketing
objectives set for the past year.

We have continued to focus
on building the online reputation
of the website via specialist SEO
activity, as well as via careful
analytics-driven activity to improve
user journeys on key pages.

Search marketing

Over the year we have invested

in website optimisation activities
and have seen an impressive
improvement of over two million
impressions, which equates to 300
per cent growth since last year, with
a total click growth of 395 per cent.



Website

Extra navigation features and

other website enhancements have
improved the user experience,
including the addition of related
content across all the main pages
to increase interest and user
exploration. Last year a user would
visit only one to two webpages

on average; this figure has now
increased to between three and four
pages, and we will continue to grow
this with more feature exposure.

Lead generation

There has been a positive increase
in quality downloads for the
Accreditation Criteria Brochure at
10.7 per cent. We plan to increase
visibility and prominence of the
downloadable documents across
the website to continue to drive
numbers.

Email

Email communications continue to
be used as the flagship marketing
activity to engage our respective
audiences and promote all things
BGA-related. At the end of this
fiscal year we delivered just under
370,000 BGA emails, with 160,000
opens and 18,500 clicks.

Highlights
We launched our first ever African
& Middle Eastern capacity-building
workshop, which generated a good
number of new contacts.

The BGA imagery style was
redesigned to focus more on

AMBA

social media engagement:

17,200
139,619

16,247

1,242
914
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growth and sustainability; this
has been implemented across the
website, printed documents and
marketing materials in general.
We launched our first awareness
promotional video for BGA
membership and as part of a
LinkedIn ad strategy achieved
200,000 video views. More than
22,000 watched 50 per cent,
12,000 watched 75 per cent, and in
excess of 8,000 watched the video
in its entirety.

Social media round-up

Over the past year, both AMBA and
BGA social media platforms have
experienced significant growth,
particularly on LinkedIn.

Overall, the strategy consisted

of posting daily content from
Ambition and Business Impact
magazines, together with
maximising presence via on-brand,
relevant awareness days and

events. In addition to that, targeted
acknowledgments to accredited
business school professionals were
posted throughout the year - a
type of content that has proved to
attract the highest traction across
all platforms.

By utilising this blended-content
approach, it is clear that AMBA and
BGA's audience tends to engage
more on professional platforms
such as LinkedIn, hence future
strategies will focus on the kind
of opportunities that might
arise there.

LinkedIn is the platform where
our members and accredited
institutions most seek engagement
and through which we publicly
communicate the most. Our
audience is appreciative of content
that showcases the people behind
our brands and institutions.

Going forward, social media
will remain the most effective
medium through which our brands
will disseminate research articles
and industry insights. We will also
use it to promote press releases
and various communications
to stakeholders, as well as re-
directing traction towards both
Ambition and Business Impact in
online and print.

In addition, our future social
media strategy will involve an
increased usage of interactive and
people-centric content (eg video-
animated), while maintaining the
focus on disseminating the latest
industry research.

BGA

social media engagement:

2,002
259
173

477
17,286
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MBA & BGA's Research and
Insight Centre delivers and
communicates world-leading
analysis and commentary

for the business education
community. The centre delivers
original research to serve the management
education arena with information that informs
business school professionals, students,
graduates and the wider business sector. Below
is an outline of those research reports published
in the financial year 2021/22, alongside some key
findings from each publication.

AMBA & BGA Education Technology Research
2021-22, in association with Barco
This report, based on a survey of 171 business
school leaders worldwide, told the story
of edtech in 2020 and 2021. In so doing, it
revealed how business schools turned a crisis
into an opportunity.
Following a year in which schools were
pushed into enhancing their investments
in edtech by the Covid-19 pandemic and
associated restrictions, 84 per cent of
participants in this survey indicated that they
wanted their business school to retain the new
technology that had been introduced.
Responding business school leaders were also
keen to keep aspects of faculty teaching online
(62 per cent) and students not coming to campus

(85 per cent), suggesting that their preference for
the future is hybrid or blended models of learning.
Indeed, most business school leaders believed
that the pandemic triggered major changes to
their institution’s long-term strategy and 82 per
cent plan to invest further in technology over the
coming two years to enable online teaching.

In line with this, three quarters (75 per cent) of
business school leaders said their schools were
now using virtual classrooms - an increase from
51 per cent at the end of 2020.

The AMBA Application

and Enrolment Report 2021

This report found that 43 per cent of MBA
programmes globally were taught online in
2020, despite only 12 per cent being intended
to be taught this way.

The AMBA Application and Enrolment Report
2021 also found that despite global turbulence,
the volume of MBA applications received by
those AMBA-accredited business schools
that participated in the survey increased by a
worldwide average of seven per cent from 2019
to 2020. The volume of applications received
by each individual programme increased by an
average of nine per cent in the same timeframe.

AMBA & BGA's Transformation and the
Emerging Business Model Shift in Business
Education report, in association with
Salesforce
The report surveyed 144 business school
decision makers from around the world to
garner their opinions on business school
culture, strategy and purpose.

When asked if they believed that business
schools were under pressure to change their




fundamental value proposition and business
model, 80 per cent of business school leaders
said ‘yes’. Just 13 per cent said 'no’, while the
remaining seven per cent said they were unsure
at this stage.

Distilling business school strategy to the
fundamentals, respondents were asked who
they perceived a business school’s main
customer to be. More than half (58 per cent)
replied that its primary customers were
students, while a third (33 per cent) thought its
main customer was society itself.

The survey then moved on to ascertain
business school leaders’ top two priorities for
students. Just under two thirds (65 per cent)
of business school leaders who completed the
survey deemed teaching and learning to be the
number one priority area for students. Careers
support, cited by 35 per cent, was the second-
most popular priority area.

What role should business schools play
in society? More than half (54 per cent) of
responding business school leaders believed
it was to develop and nurture responsible
managers; 17 per cent said the role of business
schools was to support the societies in which
they're based, 16 per cent said it was to produce
world-class leaders to innovate in terms of
corporate strategy; and 13 per cent believed it
was to help solve the world’s greatest problems.

The AMBA Application

and Enrolment Report 2022

The latest Application and Enrolment Report
will delve into the 247 AMBA business schools
who summitted their data in 2022. This report will
look at the average applications and enrolments
in different regions; the methods of delivery
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and programmes; and certain demographic
variations.

The report also covers a direct comparison
between the 217 AMBA-accredited business
schools that submitted MBA application and
enrolment data for both 2020 and 2021. This
like-for-like analysis is the most accurate
measurement of changes in the AMBA
network from year to year, as it is not skewed
by changes in the profile or participation of
AMBA-accredited business schools.

Mobile Phone Use survey,

in association with Exlibris

This report is based on a survey that garnered
the thoughts of student and graduate members
who had graduated in the last five years. The
survey aimed to find out what study activities
students liked to do on their mobile phones, if
they liked to use an app to interact with their
business school and how their business school
communicates with them after graduation.

How Teaching and Learning is Changing in the
MBA World, in association with Cengage

This survey aims to collect the views and
experiences of leaders and senior professionals
in terms of their business school’s sense of
community and inclusion, teaching methods
and tools, and how the purpose of the campus
has changed in recent years.

The report will be split into five parts, looking
at the following areas:

* How business schools
can create a sense of
community and foster an
inclusive environment

* How lecturers can
promote interaction and
engagement

* Innovations for a
new way of working

* How the role of the
campus has changed in
response to the pandemic

* Working with external
organisations
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Press, PR & social
media activity

uring the financial

year 2021/22,

AMBA & BGA

was mentioned

3,198 times in

the global press.
This coverage reached a
potential audience of more than
32 million people across the
world, representing a 12 per cent
increase in the potential reach
since the previous financial year.
The advertising value equivalent
(should we have invested in bought
media instead of securing editorial
coverage) amounted to £298 million.

The main content of AMBA & BGA's
press coverage is the accreditation,
re-accreditation or validation of
business schools in our network. As
part of the Beyond Accreditation
offering, each school benefits from
a complimentary press release
service. This includes a tailored
press release, which is added to our
websites, shared on social media
channels, and disseminated to the
international press. Several schools
have received international media
attention from their accreditations
in this way.

Another key topic for AMBA &
BGA press coverage is research.
For example, the Transformation
and the Emerging Business
Model Shift in Business Education
report, produced in association
with Saleforce.org and published
in June 2022, was featured in
MBA news and The Financial
Times. Another research report,
which was launched in October
2021 and entitled, AMBA & BGA
Education Technology Research
2021-22, in association with Barco,
was mentioned in titles such as
Business Because and Raconteur.

Another crucial press campaign
for AMBA & BGA involves the

Social media is a great opportunity
for AMBA & BGA to interact with its
stakeholders in a more candid manner

finalists and winners of the AMBA
& BGA Excellence Awards. A
press release announces those
shortlisted in each category
and then each category winner
receives a distinctive press
campaign targeting both their
regional and global press. This
year’s award winners received
press coverage in The Times

of India, Yahoo! Finance (USA),
Dailyhunt, PR Newswire and
Mundo Empresarial.

Public relations: social media

Social media is a great way for
AMBA & BGA to interact with its
stakeholders in a more candid and
off-the-cuff way.

A significant proportion of the
content shared across social
media channels comes from the
online versions of Ambition and
Business Impact, ensuring that
this thought leadership is widely
disseminated and gives readers
a platform to discuss and debate

their views on the pertinent topics
in the comment sections. It also
gives them the chance to interact
directly with the author.

By far the highest engagement
on posts comes from AMBA & BGA
sharing when a school becomes
accredited, re-accredited or
validated. These congratulatory
posts are usually shared by the
school and senior members of
its faculty.

Another area of engagement
with our stakeholders is the live
posting from our events. At our
Lisbon Global Deans and Directors
Conference 2022, each session
was posted across our social media
channels. This gave delegates
the chance to comment with
their thoughts and connect with
the speakers. It also gives those
members of the AMBA & BGA
network who do not attend the
opportunity to see what topics and
calibre of speaker they might expect
from future AMBA & BGA events.

* To announce the release of
our two print magazines
and subsequently raise
awareness of specific
articles within these

* Promote webinars

* Publicise the launch of
new podcast episodes

* Share insights from our
Research and Insight Centre

Social media channels are also used in the following ways:

* Disseminate insight and news
from our network of schools
and other stakeholders

* Highlight revelant press
releases

* Share student and graduate
member benefits

* Share content from the
website, including pre-MBA
information
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Comn)ercial
overview

MBA & BGA worked with some
24 different event sponsors
during the financial year
2021/22. These included
customer relationship
management software provider
Salesforce, people insight solutions specialist
Explorance, the Graduate Management
Admission Council (GMAC), Belgian technology
company Barco and Coursera, which offers
training and development programmes.

There were four roundtables that took place
during this period on the following topics:

Inspera - the challenges, innovations
and opportunities in implementing digital
assessment in business schools

GMAC - the role of business schools in
addressing global inequality

Salesforce - the emerging business model shift
in business education

Canvas - the importance of customer
experience vs learner experience

In AMBA's flagship monthly title, Ambition, a
total of 14 companies ran features, interviews,
or adverts throughout the financial year.
Examples of these include educational
assessment provider ETS with The significance of
interpersonal skills in today’s MBA programmes;
Salesforce with Business model shifts are here -
is your school prepared?; educational publisher
McGraw Hill with Building inclusion and diversity
into MBA courses; and GMAC with Equality,
technology, sustainability: what does the future
look like for business schools?

The commercial team also worked with
Salesforce and AMBA & BGA's in-house research
department to produce the Transformation and
the Emerging Business Model Shift in Business
Education report.

Additional activities revolved around website
and newsletter advertising, solus emailing and
the delivery of 11 sponsored webinars - see full
details opposite.




<> AMBA & BGA ANNUAL REPORT 2021/22 ¥

SRART ETUCT PLATFORM
EMABLES BIRDETRLERS
ECU AT PO BTUDENTS

DLEMESS HIODEL SHFTS ARE
HERE - 15 YDUR IUSHERS

THE PEAWE R ©F TR
CLABSHCGME. HOW TO
EMABLE bi3H ENGAOEMENT

e e P Py . 1Y
o I e A e e =

Y Sponsored webinars 2021/22

17 March 2022 - Salesforce
Emerging trends and the future of

6 October 2021 - Peregrine
Making the most of learning outcomes assessment

data for better decision making and to ‘close the loop’

3 November 2021 - Inspera
Implementing digital assessment in business
schools: from initial thoughts to pilot and full rollout

business school education

30 March 2022 - Barco

Bridging the gap of hybrid - how

technology enables flexibility

7 April 2022 - Inspera Assessment
How is digital assessment evolving in 20227

10 November 2021 - Salesforce
Navigating the changes and trends that
are reshaping the business school industry
28 April 2022 - Wooclap

How to integrate active pedagogy
in your business school

24 November 2021 - Barco

The state of education technology deployment at
business schools: results from the AMBA & BGA 2021
Education Technology Report 7 June 2022 - Salesforce

Business school education: transformation
3 March 2022 - Kortext and the emerging business model shift
Education without borders - how digital learning resources
enable universities to leverage their brands and grow 21 September 2022 - GMAC

reach way beyond traditional geographical constraints The future of graduate master’s education
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EDITORIAL OVERVIEW

Ambition

MBA & BGA's editorial
team aims to create
thought-provoking
content that highlights
the key issues affecting the global
management education sector.
These range from the use of new
technology, enrolment trends
and novel teaching methods, to
the evolution of MBA curricula

in the post-Covid landscape and
student-centric innovations in a
hybrid world.

In addition to regularly updated
online content, which includes
best practice in business, success
stories from MBA graduates and
engaging articles on workplace
trends, the association produces
two print titles: Ambition for AMBA
schools and Business Impact for
BGA-accredited institutions.

Ambition magazine publishes
monthly; here’s a look back at
some memorable features from the
last financial year.
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The vital role of business schools
in driving national innovation,
October 2021

Penned by IMD World
Competitiveness Centre director
Arturo Bris, this article looks at how
innovation requires specialised
academic institutions as a result

of increasingly complex business
models. Bris argues that the most
important factors determining
corporate success are global ones,
such as trade wars, geopolitical
tensions and regulation.

He offers three sage pieces of
advice for business schools: firstly,
they need a good curriculum.

In order to transform ideas into
businesses. Innovators need to

be au fait with finance, marketing
and strategy - technology skills

on their own are not enough. In
addition, business schools also need
to embrace technology-related
subjects as part of their offering,
such as coding, artificial intelligence,
blockchain and ‘big data’ analytics.
Finally, they must be part of the
innovation ecosystem of the country
where they operate, partnering with
both the public and private sectors
to create effective synergies.

Finding your unique voice,
November 2021

In this interview, Mikko Laukkanen,
academic director at Aalto
University Executive Education,
talks about the need for schools
to find their “unique voice”, urging
them to develop a compelling
narrative around the big topics

of the day, thereby providing
students with a journey of personal
transformation.

Asked if he is optimistic regarding
the outlook for management
education, he responds with a
resounding “yes”, adding that
a “seismic event such as the
pandemic is always a chance to
reset - to stop doing things that
don’t work and reassess what is
truly valuable”. He references
US President Joe Biden'’s Build
Back Better plan and notes that if
schools adopted this approach,
society could be “in for a genuinely
more sustainable future.”

What can management learn
from medicine? December 2021/
January 2022

In this intriguingly entitled feature,
authors Rob James and Jules



Goddard contend that corporate
management is remarkably casual
about testing the efficacy of its
practices, but that this needs

to change.

The two fundamental questions
posed by any new medical
treatment are: Will it work? Is it
safe? By contrast, business leaders
tend to rely almost entirely on
market signals to judge their
company’s performance and on
best practice in order to shape
its approach.

James and Goddard ask us
to imagine the answers to the
questions above if medicine, like
business, had been dependent
upon the marketplace to develop
its response to the pandemic. They
contend that modern medicine
holds itself to a much higher
standard than business does.

Looking to the future - the
move towards lifelong learning,
April 2022
With countless learning
opportunities available in a
saturated market, MBA students
need to embrace learning from
other facets of life that can be
integral to their growth. Lifelong
learning requires a positive
attitude towards both personal
and professional development.
In the fourth session of the
AMBA & BGA Business School
Summit, four business experts

nt OB]
on four
decades ol...
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came together to share their
expertise in ongoing learning, and
discuss how this impacts their
search for talent.

Meet the entrepreneurs
building a more sustainable
future, June 2022
Sotirios Ptochos, an MBA graduate of
Athens University of Economics and
Business, scooped the AMBA & BGA
Excellence Award for MBA Start-up
of the Year 2022 for his company
People Technology Solutions.

The firm aims to save 205 million
trees, reduce C0O2 emissions by
65 million tonnes each year, save
more than 20.5 billion litres of
fossil fuel annually, and move 40
million tonnes of cargo a year
without additional CO2 emissions,
and at no additional cost.

Meanwhile, Ximena Aleman,
an MBA graduate of Escuela
de Postgrados en Negocios,
Universidad ORT in Uruguay, won
the award for MBA Entrepreneur
of the Year 2022 for her company
Prometeo Open Banking. This is
the largest open banking platform
in Latin America, providing access
to information and payments
across 80 APIs from 35 financial
institutions in 10 countries.

Over the past six years, Aleman
has built three fintech start-ups and
pioneered open banking adop