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      DEDICATION

      
      This book is dedicated to all those who refuse
to see business education as an oxymoron.
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      CITIUS EST MELIUS


      
      (Quicker is better)

  



      
      
      INTRODUCTION


      
      You’re busy, we know. Too busy to read many of the thousands of business books published each year. Perhaps too busy to attend very
         many ‘professional development’ courses. And certainly too pressed to take a year or two out to do an MBA course. You may
         in any case be sceptical of how much you can really learn from the gurus, professors and corporate titans who line up to proffer
         their advice.
     

      
      We’re with you. Business courses and books can, of course, be enlightening and inspiring. But more often they are a mixture
         of the blindingly obvious and wildly utopian. In the years we’ve been researching and advising on organisational issues, we’ve
         realised the value of simply cutting to the chase. No throat-clearing, winding anecdotes or lengthy case studies: just the
         key insights and killer facts.
     

      
      This book contains the distillate of an MBA course. Just as the creators of the Reduced Shakespeare Company brought the works
         of the Bard to the stage in shortened format, so we have attempted to bring the best of business thinking into a single, slim
         volume, drawing on a presentation of the same name which we have been delivering over the last year or so. The 80 Minute MBA should do what it says on the tin. So if you read slightly quicker than the average person (and we know you do) this book should only take an hour and twenty minutes to read. Like all self-respecting MBA courses, ours
         has a motto: citius est melius – quicker is better.
     

      
      We’ve had a good time synthesising the material – remembering Noël Coward reckoned that work was ‘more fun than fun’ – and
         hope that comes across in what follows. But we are deadly serious about the potential of organisations and their leaders to
         create better work, more economic value and stronger human relationships. We can be sceptical, but we hope never cynical.
         An irreducible core of optimism runs through our work. Business life can be – should be – good.
     

      
      But it is also clear that we are writing against darkening skies. In the first half of 2008, the scientific evidence that
         global heating is reaching a dangerous tipping point – beyond which any action will be at best remedial – became incontrovertible.
         In the second half of 2008, the world’s financial system shattered, with the loss of mammoth players such as Lehman’s, trillions
         of dollars of taxpayers’ money and all confidence in the capital markets. The political economy of the West has been profoundly
         reshaped. Our MBA is one constructed in clear sight of a broken planet and a broken financial system.
     

      
      We are not dismissive of MBAs: the best provide inspiring teachers, opportunities for intellectual interrogation, a challenging
         peer group and space for reflection. On the other hand, they can be personally enervating. Here’s a description from one slightly
         disenchanted graduate: ‘I was beginning to feel what would become a familiar set of sensations. The life-sapping effect of
         fluorescent lighting. The vague stench of Styrofoam and Chinese noodles drifting up from the waste basket. Dehydration and
         itching skin. The realization that half the people in the room were checking e-mail and surfing the web, which explained why any questions lingered
         in the air for seconds before stimulating an answer. . . Words and ideas drifted between us in slow motion. It was nearly midnight
         when we gave up.’1

      
      But there is no doubt that the ethos of some MBA programmes is part of the problem rather than the solution. The high-octane,
         risk-taking, money-chasing approach favoured by some graduates may have contributed to the overreach of many firms in the
         run up to 2008. There is some evidence that business school students become less ethical in their outlook and behaviour during
         the course of their studies.2 Graduates of business school are more likely than their non-business peers to cheat.3 Education corrupts; business education corrupts absolutely.
     

      
      The post-2008 world requires a new spirit of stewardship in business leaders, a new focus on building businesses that are
         both environmentally and financially sustainable. We focus a good deal of our limited time on sustainability: for this we
         make no apology. Our planet is broken, and organisations have a responsibility to help fix it. But it is equally important
         that businesses are economically sustainable too – resting on secure financial foundations, emphasising organic growth rather
         than debt-fuelled mergers and acquisitions activity, and rewarding executives for their performance over a period of years,
         rather than months. The broken financial system 4 needs a new approach, a new moral philosophy of business.
     

      
      There are some things, though, that do not change. One is that no self-respecting business book is complete without a model
         or diagram. And we’re not quite brave enough to do without one. So here’s ours, At the very top, as you now probably expect, is Sustainability. This book is about success: as a leader, a manager and in organisational terms. But ensuring the future of our fragile,
         threatened planet must now run through everything we do. The next tornado ring is Leadership – a core component of any MBA programme. Then it’s the three Cs: culture, cash and conversation. Culture – what brings organisations together, why do people matter, how do we engage them? Cash – covering finance, balance sheets, accounting, supply chain management and economics. Conversation – how do you talk to your markets and your customers? Along the way there are also mini-modules on strategy, ethics, time
         management, economics, statistics and neuromarketing.
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      We realise that for some of you even 80 minutes may sound like a big chunk of time to carve out of your hectic schedules.
         Again, we sympathise: we’ve had some requests for the ‘60 Minute MBA’, and for the ‘half-hour version’. All we can promise
         is that we’ll keep working on it. So, for those of you with no intention of reading any further, our thanks for your time.
         You’ve clearly gleaned what you need. If you haven’t yet bought the book and the spine is undamaged, you can probably put
         it carefully back on the shelf (and try to forget that between us we’ve got five children). If you can spare another seventy-seven
         minutes, however, we promise not to waste a single one.
     

      




      
      
      SUSTAINABILITY

      
      
      
      We cannot measure national spirit by
the Dow Jones Average, nor national
achievement by the Gross National
Product. For the
         Gross National Product
includes air pollution, and ambulances to
clear our highways from carnage. . . The
Gross National Product
         includes the
destruction of the redwoods and the death
of Lake Superior. It grows with the
production of napalm and missiles
         and
nuclear warheads. . . It includes the
broadcasting of television programs
which glorify violence to sell goods to
our children.
     

      
      Robert F. Kennedy, 18 March 1968

      
      Sustainability is not a major feature on the curricula of many MBA courses. Not yet, anyway. But it is a major concern for business leaders
         around the world. An understanding of the challenges of sustainable living, and a commitment to act in order to meet them
         are now prerequisites of leadership. We broke the financial system in 2008; we’ve been breaking the planet for decades. Some
         business schools get it. David Schmittlein, Dean of MIT Sloan, says: ‘It’s not a story of 28-year-olds trying to save the
         world. It’s a story of managing cataclysmic change. It’s about what our students do and need to say when they get into these organisations.’
     

      
      Environmental campaigners have changed their image in recent years:

      
      Eco-activist circa 1990
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      Eco-activist circa 2008
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      Daniel Hooper, aka Swampy – the one above – made his name hiding in tunnels to stop road developments and appearing
         on various TV quiz shows. In the good old days, green activists were scruffy, young and idealistic. Now look at the new model
         activist below: Stuart Rose, Chairman of Marks and Spencer. His ‘Plan A’ has put the retailer in the forefront of the
         fight against climate change. (An ungenerous fashion critic might suggest that Swampy is also modelling M&S clothes from its
         most difficult years.) The 100-point Plan A will make the company carbon-neutral, reduce the proportion of its waste going into landfill to zero, switch over time to organic cotton, and move towards fairly traded products.
     

      
      ‘We’re doing this because it’s what you want us to do,’ said Rose. ‘It’s also the right thing to do. We’re calling it Plan
         A because we believe it’s now the only way to do business. There is no Plan B.’ Even as the economic climate puts pressure
         on the retailer, the commitment to sustainability appears to be holding, and M&S’s competitors are trying hard to catch up.
         In the US, Wal-Mart is moving quickly to reduce waste and unnecessary energy loss. Such is the power of the retail giant that
         a recent decision to stock only concentrated laundry detergent will save annually 400 million gallons of water, 95 million
         pounds of plastic resin and 125 million pounds of cardboard, as well as the energy required to manufacture and ship all this
         excess packaging.
     

      
      ‘Climate change is not an issue that can be solved in competition among businesses,’ says Ben Verwaayen, CEO of British Telecom
         Group. ‘It must be the number one priority for both governments and the business community.’ Richard Branson, Chairman of
         Virgin, believes, ‘We must rapidly wean ourselves off our dependence on coal and fossil fuels.’ Wal-Mart’s CEO, Lee Scott,
         claims that sustainability is ‘the single biggest business opportunity of the twenty-first century’. Nicholas Stern, the hard-headed
         economist commissioned by the UK government to examine climate change, warned of the ‘greatest and widest-ranging market failure
         ever seen’ if companies fail to become sustainable.1

      
      What’s changed? Why are sustainability issues moving from the business margins to the mainstream? The short answer is: the
         facts. The sheer weight of evidence showing that the combined effects of population growth, climate change and scarcity of land, water, energy and food are highly likely to destabilise global society,
         spark conflict and result in the death of millions of people. The best business leaders are following the lead of the economist
         John Maynard Keynes, who famously declared, ‘When the facts change, I change my mind. What do you do, Sir?’
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      ‘We’re running an uncontrolled experiment on the only home we have.’
Bill Collins, Berkeley National Laboratory, California

      
      THE FACTS

      
      Sustainability is about living within ecological means. The most famous definition of sustainable development was given in the Brundtland
         Report of 1987: ‘Meeting the needs of the present generation without compromising the ability of future generations to meet
         their needs.’
     

      
      Climate change is, of course, the central sustainability issue right now – and is our principal focus in this chapter. But
         the related issues of population growth and resource scarcity fall under the sustainability imperative too. The world’s population
         is forecast to rise from 6.7 billion to 9.2 billion between now and 2050: the increase of 2.5 billion is greater than the
         total global population in 1950. Most of the usable land in Asia is already under cultivation, which is why the Chinese government
         is buying land in the Philippines, Uganda, Australia and Mexico. As oil supplies run low, the price of petrochemical fertilisers
         will rise, making food more expensive: the 2007 price spikes reduced cultivation of Kenya’s Rift Valley by a third, according
         to the BBC.
     

      
      The ‘big one’, however, is global warming. The world’s climate is being heated by our activities, in a way that threatens
         our own prospects as well as those of other species. So far our response has been lacklustre at best. It is mass, slow suicide. Thomas L. Friedman, in his book Hot, Flat and Crowded, puts it like this: ‘Human society has been like the proverbial frogs in the pail on the stove, where the heat gets turned
         up very slightly every hour, so the frog never thinks to jump out. It just keeps adjusting until it boils to death.’ The irony,
         of course, is that we are turning up the heat on ourselves.
     

      
      The dwindling, eccentric band of climate change deniers will sometimes point out that levels of carbon dioxide and other gases
         heating the globe have fluctuated over time. True enough. But you don’t have to be a climatologist to look at the following
         graph – which takes a 2,000-year time frame – to reckon there is something different about recent years. Global average temperature,
         sea level and northern hemisphere snow cover all tell the same story. The Intergovernmental Panel on Climate Change reported
         that sea levels are rising at 20 times the average rate over the last 3,000 years (see graphs on the next page).
     

      
      Admittedly, there is huge uncertainty about how quickly the rise in global temperatures will hit weather systems, water levels
         and crop yields – and the scale of the changes. But the risk is that it will be much worse than we think. The atmosphere is
         heating up towards a potentially catastrophic ‘tipping point’. If you ask experts in the field about their biggest worry,
         frequently the single-word answer is: ice. The reduction of the polar ice is a big worry, because the white caps act as a
         coolant system, reflecting back the sun’s rays. In the summer of 2007 the area covered by Arctic ice shrank to 1.6 million
         square miles. The ice always contracts over the summer, but not this much: the previous low was 2.05 million square miles,
         recorded just two years earlier.
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      But melting ice also threatens to cause a bigger, more sudden shock to the planet’s system, in one of two ways. First, there
         is a growing danger that a big chunk of ice will slide into the sea, as meltwater loosens the underbelly of the huge ice sheets
         of Greenland and Antarctica. The Larsen B shelf cracked in 1987. Fifteen years later, 1,300 square miles of the shelf broke off into giant ice cubes, some the size of Manhattan.
         There is growing evidence that the ice sheets are becoming more unstable and sliding more quickly into the ocean, raising
         the possibility of catastrophic rises in sea level.2

      
      Second, the melting of permafrost in Siberia is releasing dangerous greenhouse gases. The East Siberian Sea is ‘bubbling with
         methane’ according to recent research.3 There are known to be large stores of the gas underneath the permafrost, which has so far acted as a ‘lid’ to prevent the
         gas escaping. Now, though, the lid is leaking. Project leader Igor Semiletov, from the University of Alaska, told reporters
         in December 2008: ‘With this newly obtained data, we suggest an increase of methane release from the East Siberian Arctic
         shelf. We have obtained a drastic increase of air methane in some sites – sometimes up to four times higher than the background
         [global average].’ The science of climate change is complex and constantly changing. But the overall message is clear. Unless
         we decarbonise economic growth, we face a bleak future.
     

      
      As the data has become unanswerable, it has become clearer by the day that issues related to sustainability will have a significant
         impact on the operation and profitability of businesses.
     

      
      THE BUSINESS IMPACT

      
      Eight of ten FTSE500 companies consider climate change to present a ‘commercial risk’ – but the same proportion regard it as a
         ‘commercial opportunity for both existing and new products’.4 They are right on both counts, but the opportunities have yet to be seized. Climate change poses three kinds of business risk:
     

       

      
         • PHYSICAL RISKS, INCLUDING RISING SEA LEVELS, EXTREME WEATHER AND CROP FAILURES

         • REGULATORY RISKS, E.G. EMISSIONS CURBS AND TOUGHER ENVIRONMENTAL TAX SCHEMES

         • REPUTATIONAL RISKS, AS CUSTOMERS, EMPLOYEES AND INVESTORS GO GREEN

     

       

      PHYSICAL RISKS – DROWNING, NOT WAVING

      
      Who cares about rising sea levels or changing crop patterns? Well, you care if you live on a low-lying island. At the end of
         2008, the government of the Maldives embarked on a search for a new home, in readiness to move the entire population when
         the islands are covered in water: a twenty-first-century Exodus. You should, then, care out of simple human decency. But even
         in strict business terms, you should also be concerned about the possible impact on your properties, people and supply lines.
     

      
      You should, very obviously, be concerned if you own a hotel chain, or have sizeable investments in beachfront hotels in warm,
         sunny places. The tourist industry in general is one of the five sectors in the ‘danger zone’ according to a comprehensive
         KPMG survey. It is ill-prepared for the potentially dramatic influence of climate change. Some nations are taking notice.
         The Australian Business Roundtable on Climate Change points out that the country’s $32 billion tourist industry is highly
         climate-dependent. The Great Barrier Reef supports a $1.5 billion industry, but following a 2–3°C increase in temperature,
         97% of the reef could be bleached white – and who’ll go snorkelling then? In the Alps, winter sport will remain viable only in areas above 1,800 metres.
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      The growing problems of scarcity of goods such as water, food and energy will also be exacerbated by climate change and directly
         hit a wide range of companies. Firms which rely on products that grow in certain threatened areas need to prepare quickly
         for the likely consequences of global heating: coffee companies whose beans are grown in parts of the world forecast to run
         out of water; beverage and beer producers who use water in their African and Indian bottling operations. This is also an area
         where brands are likely to come under increasing attack from campaigners. Coca-Cola has faced criticism for its use of water in its bottling plants in water-scarce areas; a plant in Plachimada, Kerala was shut down in 2004. Coca-Cola denies
         any wrongdoing.5 Large organisations are having to look hard at their supply chain, to see where its points of climate-related weakness are.
         Hopefully, the exercise also helps to strengthen corporate resolve to mitigate these effects.
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