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Quoin Professor in Finance
Chair Professor of Finance

Faculty of Business and Economics
The University of Hong Kong

The University of Hong Kong (HKU)

Oldest tertiary education institution in Hong Kong

2011 – Celebrating Our Centenary2011 Celebrating Our Centenary

2010 Rankings:
In Asia In the World

Times Higher Education (THE) No. 1 No. 21

Quacquarelli Symonds (QS) No. 1 No. 23
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10 Faculties /  6,500 Staff / 21,000+ students

50+% of our 950 professoriate staff are from overseas

25+% of our students are international/mainland Chinese 
students
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Faculty of Business and Economics

Accreditation
AACSB – Received Accounting and Business accreditation g

in 2010

EQUIS – Accredited in 2004
– Re-accredited in 2009 for 5 years

Full-time MBA Ranking
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EIU 2010 World MBA Ranking: No.48 (No.1 in Asia)

Attracts top students from Hong Kong & the region
This year, 48% of HKU’s non-local undergraduate admission 
comes to our Faculty (231 students)

Our Programs

Taught Postgraduate - 5 programs:Taught Postgraduate 5 programs:
MBA

International MBA (Shanghai)
EMBA (Launched in 2009)

Master of Economics
Master of Finance (Hong Kong & Shenzhen)
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Master of Finance (Hong Kong & Shenzhen)

Executive Education
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Collaboration and Partnerships

EMBA Global Asia

Jointly offered with

London Business School (LBS)
Columbia Business School (CBS)

2009 – First Intake
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A 20-month program

Collaboration and Partnerships

Full-Time MBA

A 14-month program

Option of 3 tracks:

London Track – LBS

New York Track – CBS
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China Track – Fudan University
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Collaboration and Partnerships

International MBA (Shanghai)
J i tl ff d ith S h l f M tJointly offered with School of Management, 
Fudan University

Part-time program

Classes held in Shanghai

Taught by faculties from Fudan University and

7

Taught by faculties from Fudan University and 

HKU

Collaboration and Partnerships

Executive Education

Partners with MIT 

High-end corporate programmes

8
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Increasing Demand for MBA

Graduate Management Admission Test (GMAT)

No. of Exams Taken

2009:  265,613  (Record)

( ↑ 7.6% from 2008 to 2009)

2008: 246,947

No. of Score Reports Sent

2009:  801,504

( ↑ 7.6% from 2008 to 2009)

2008: 745,034
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2005: 200,503

Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)

2005: 567,004

Decreasing Demand for EMBA

No. of applications received in 2009

EMBA Programs

50% reported decline in application volume 

Average no. of applications per program dropped 
by 25%
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by 25% 

Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)
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GMAT Examinees

2009:  Over 50% of GMAT examinees are non-US citizens

Increasing no. of 

Asian citizens and 

Asia-located

examinees
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examinees

Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)

More Demand for Programs outside US

Percentage of Score Reports sent to non-US Schools:

2000: 12% 

2005: 16% 

2009: 22%
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Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)
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Top 10 countries by school location based 
on number of score reports received

13
Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)

Asia        2.03%
Europe   5.60%

Asia        5.30%
Europe   7.42%

Demand for US-based MBA Programs

Percentage of score reports sent by foreign citizensPercentage of score reports sent by foreign citizens 
to US programs:

2000: 75%

2008: 65%

2009: 59%

14
Source: Katherine Mangan (2009)
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Which region has the highest growth?

Percentage of Full-time MBA Programs reporting increase in 
application volume (By Region)pp ( y g )
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Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)

Where is the demand within Asia?

16
Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)
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Demand for Programs in Asia

From both Asian and Non-Asian students

Many programs in Asia have experienced increase in 
non-Asian student enrollment

As for Asian students:

17
Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)

2009: 15.6% of Asian citizens’ GMAT score reports were
sent to schools in Asia

2008: 7.8%

Demand for Programs in Asia

18
Source: GMAC World Geographic Trend Report for GMAT Examinees (2009)

7.8% 15.6%
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Why the higher demand for programs 
in Asia?

Internationalisation
English competency
Cosmopolitan cities 

Accreditation

19

Increased reputation of programs outside US

International rankings – EIU / FT

Why the higher demand for programs 
in Asia?

After the recent financial crisis
Weaker US economy
Stronger growth in Asia-Pacific

Asia – the new power centre
Rising GDP
Rising international status

20

s g te at o a status
G8 ►G20

Businesses want to get into or expand within Asia
Employers want to hire graduates with Asian training
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Why the higher demand for programs 
in Asia?

For Asian students
More reasons to stay closer to home and the action!
Lower travel costs if study in Asia

For non-Asian Students
Want to learn about doing business in Asia
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Want to experience Asian culture

Strategy for Business Schools
How to get a bigger slice of the enlarged pie?

CO O OA key strategy:  COLLABORATION

Leverage each other’s
Market / Connections
Alumni networks
Program design/management experience and expertise
Regional/Local business knowledge

22

To create a win-win situation for all

Collaboration is nothing new in the business world

Also the future model for business schools
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Advantages
Can leverage on each other’s 

StrengthsStrengths
Connections / Networks

For the Schools
More students/ market share
Opportunity to promote and further enhance branding
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Students 
Get to experience different business schools
Valued by employers 

Advantages

For TeachersFor Teachers
More research collaboration opportunities

For Admin. Staff
Can learn other schools’ best practices
Improve services to students

24
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Challenges

Compliance issues
L l i t tiLegal registration
Approval to award degree

Operational Challenges
Time Difference

Cultural difference
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Cultural difference 
Country
Corporate

Different policies

Different level of experience

Critical Success Elements

Choose the right partners

Compatability

Shared vision / goals

Reputation

At Faculty/School and University levels
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How well do you know your potential partner?

Any conflict of interest?
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Critical Success Elements (II)
A level playing field

Clearly define roles and responsibilities among partnersClearly define roles and responsibilities among partners

Manage each other’s expectations

Set targets and define measures of success

Establish and adhere to timeline and project plan
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Communication
Fix a regular meeting/conference call pattern

Respect

Thank you
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