


- me to sell
ywell man-
nent on,” she
s.“I needed a
»rogram that
was cost-
effective,
that had no
residency
lirement,
ur accredita-
_ ements,and
that met the needs of this group of
employees.”

Calabrese found another willing part-
ner in Susan Rud, business school dean at
Capella University (www.capellauniversi-
ty.edu) in Minneapolis. In exchange for a
guarantee of 15 students who would go
through the program as a group, Rud
agreed to create a pilot for a customized
MBA degree.

After their initial meeting in Tnlv Cal-
abrese and Rud worked by
phone and email to draft th
blueprints for the program.

The curriculum had to

include the basic MBA

framework: courses in

finance, operations and

information technology
management. However, Cal-

abrese was able to add electi

— such as global financial
management and ebusiness

that were important to Hon

well. In addition, instructor:
students to tackle work projects, rather
than academic exercises, for some of
their assignments.

Calabrese and Rud configured the
schedule so students completed one
course at a time. But to get the group
through all 13 courses in time for a
November 2001 graduation, they had to
cut the number of weeks per course from
12 to eight, eliminate a break midway
through each class, and do away with
some of the getting-to-know-your-class-
mates activities normally built into the
start of each class.

By September, the instructors were up
to speed on how to work with the Hon-
eywell cohort, the class Web site was up,
and the 17 students from the company’s
Western region were ready to log on to
their first class.
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MBA, Rud has talked to several other
organizations that are interested in devel-
oping similar programs. “Companies
realize they have to do this to keep their
retention rates high and to attract great
people,” she says.

Universities are warming to the idea,
too. A number of schools have created
specialized training and executive pro-
grams for employers, but until recently,
few have been willing to wrap company or
job-related skills training into degree pro-
grams. “When the whole concept of
degrees came about 200 years ago, people
believed everyone had to learn the same
core things,” says Vicky Phillips, CEO of
geteducated.com (www.geteducated.comnr),
a distance learning consulting firm in
Waterbury, Vt. “So like it or not, we had a
one-size-fits-all model.”

Internet has changed business,

we no longer live in a one-size-fits-all
economy. That’s forced business schools
to incorporate lessons on topics such as
ecommerce into degree programs, and
it’s also changed their approach to
designing courses. Where it used to take
two years to write and publish a textbook
that would be used for several years,
Internet technology now allows course
materials to be updated and customized
instantly.

Phillips, who is also co-author of The
Best Distance Learning Graduate Schools
1999: Earning Your Degree Without Leav-
ing Home (Princeton Review 1998), says
employers shopping for MBA programs
are looking for a curriculum that can
respond to the short shelf-life of knowl-
edge. That’s particularly true in fields

such as business and IT, where what you
earn today may be outdated in six
nonths. “When it comes to Internet
legrees, the whole idea of customizing
‘hem is becoming pervasive. It’s not a
ninor trend,” she says.

An observer of the distance education
ndustry for the last decade, Phillips has
seen watching the move toward cus-
'omization play out in three ways:

By corporation. Honeywell isn’t the
first organization to want a company-
specific MBA. In 1993, the University of
Michigan Business School developed a
distance MBA program especially for
managers at Cathay Pacific Airways in
Hong Kong; the university crafted a simi-
lar program for Daewoo Corporation in
Korea two years later. In 1998, the
accounting and consulting firm Pricewa-
terhouseCoopers partnered with the Uni-
versity of Georgia Terry College of Busi-
moce e 1ech a consulting-focused MBA

ram that combines classroom
nd distance education. More
ecently, University Access, a
Los Angeles online learning
company, closed a deal with
the University of North Car-
olina’s Kenan-Flagler busi-
ness school to build a global
executive MBA program for
five companies.
iy specialty. Last month,
nexus University, which was
Canadian IT training compa-
t Corp., launched an online
MBA program for technology profes-
sionals. The program, which is awaiting
accreditation, is an outgrowth of Learn-
soft’s certificate program in advanced
technology management.

By content. Several for-profit educa-
tion corporations are using Internet tech-
nology to create “superstar” MBA pro-
grams. UNext.com in Deerfield, Ill., has
formed alliances with Columbia Universi-
ty, the University of Chicago, Stanford
University and the London School of Eco-
nomics and Political Science. The compa-
ny wants to create an Internet school that
will offer an MBA made up of the best
courses from those universities. Late last
year, Pensare in Los Altos, Calif., signed a
deal with Duke University’s Fuqua School
of Business to license its MBA curriculum.
The company also has developed an Inter-
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