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EVENTS & ANNOUNCEMENTS

Dean, Dr Suresh Ramanathan at the International Conference and Exhibition on Information and
Communication Technology organized by CII CONNECT at Chennai on 8th November 2019. The conference
theme was "Technology @ the Heart of India's $5 Trillion Economy". Several, Top Management and Senior
Government Officials attended the conference. Dr Sumantran, Chairman, Celeris Technologies, Mr V Swamy,
Global Head of ION, Tata Consultancy Services, Mr. Reddy Yereddi, Deputy CEO, Ascendas Amaravathy
Development, were the other distinguished panelists.

CII CONNECT - International Conference and Exhibition on Information and 
Communication Technology

Great Lakes Alumni Team won 20-20 Tournament amongst B schools

Our Alumni team won the Fr. McGrath Trophy Memorial in the 20-20 tournament against 5 B-Schools
and Alumni Sriramkumar Vijayan from PGDM 2018 received a trophy for the best bowler of the
tournament.



KARMA YOGA – BEACH CLEANING CAMPAIGN

On 10 November 2019, as a part of Karma Yoga initiative, around 140 students gathered at Mahabalipuram
beach to participate in the cleanliness drive. Great Lakes along with Nitin Wires signed an MoU with
Mamallapuram Town Panchayat to promote cleanliness in the beach. Nylon dustbins and waste bins for
waste segregation were donated for people to dispose-off waste. The event got several local and national
media coverages.

Inaugural of Atal Great Lakes Balachandran Incubation (AGBI) Center featured in The 
Economic Times

Atal Innovation Mission joins hands with Great Lakes business school to launch incubation 
centre

The event is also expected to display ideas from new entrepreneurs, which can be later incubated in Atal 
Great Lakes Balachandran Incubation.
CHENNAI: Business school Great Lakes Institute of Management, near Chennai, has partnered with Atal 
Innovation Mission, the flagship initiative of the Niti Aayog to promote entrepreneurship, to launch the Atal 
Great Lakes Balachandran Incubation (AGBI) Center.

The facility, of over 10,000 sq. feet will be inaugurated on November 18 in the presence of Great Lakes’ 
founder chairman Bala V Balachandaran, former Cognizant Vice-Chairman Lakshmi Narayanan, and R 
Ramanan, CEO, Atal Innovation ..

IN NEWS

http://marketoracle.co.uk/Article66027.html


The result is what one might call strategic herding — a tendency to benchmark and copy from each other, 
and an overall loss of value in the ‘industry,’ if I may call it that. As a consequence, we are seeing a large 
number of colleges and universities both in India and abroad closing shop or migrating to other business 
models. For example, both the University of Illinois at Urbana-Champaign and the University of Wisconsin, 
Madison, have closed their brick-and-mortar business programmes and migrated completely online.

Preoccupation with short-term outcomes
The second big issue is an inordinate focus on short-term outcomes. Like it or not, business schools, 
especially in India, are placement factories. Students evaluate RoI based on the percentage increase in 
salary they earn after graduation relative to what they were earning before, and the fees they pay for it. 
Nothing wrong with that, and I can definitely understand the mindset at a time when fees at most business 
schools run into lakhs of rupees. However, this focus on the immediate outcome ignores a basic fact. Are 
our students prepared for the long game? What happens after they are five years out and the non-linear 
growth of technology causes their skills to become outdated? What happens when they are called to solve 
more abstract problems within the organisation, integrating facts across a range of functional areas and 
incorporating uncertainty? So, the question to ask is whether our business schools treat you like a data 
point in their alumni database. If so, what needs to change?

The MBA is the Ambassador car of yore. Sturdy, reliable, yet any 
improvement to it has been mainly a case of tinkering at the 
margins. For decades, the MBA has been the go-to degree for 
students hoping to sit in the boardroom one day or to earn big 
money as consultants or investment bankers. There are plenty of 
MBAs even today who do exactly that. So why, then, is the business 
education industry sounding the alarm on the future?

I would like to highlight three major issues facing the world of business education. 
These issues are not new, for the most part. They are the result of a classic 
problem that we business school professors teach our students - change blindness. 
That is, we fail to recognise gradual changes in the environment. It's a pity that 
many among us have not taken those lessons to heart and thought about how they 
might apply to our own universe.

The first major issue is the relentless press towards commoditisation. Lack of 
innovation and a rush to capitalise on demand has led to the burgeoning of 
business schools across the country, most of which have nothing new to offer. In a 
crowded market, there is very little differentiation. The curriculum at most 
business schools is very similar, focusing primarily on providing exposure to a wide 
range of functional areas in the first year and then a set of specialisations in the 
second.

BusinessLine on Campus has published Dean, Dr Suresh Ramanathan's
address at MAA on ‘Reimagining business education in a dynamic world’

Click here to read the article online.

https://bloncampus.thehindubusinessline.com/b-school-corner/reimagining-business-education-in-a-dynamic-world/article29932263.ece


The third and final big issue is the lack of resources and support for knowledge creation. Quite frankly, India 
is woefully behind other countries on research. Countries like the US, China, and even Singapore provide 
huge resources for developing research skills and productivity. There is no eco-system in India for 
knowledge creation. Whoever is productive in Indian academia is likely being so based on raw horsepower 
rather than institutional support.

Apart from the availability of institutional resources, there is also another barrier, namely, the absence of 
industry-academia collaboration. A lack of trust permeates this relationship, as companies are loath to 
share data that could be used to generate valuable insights for eventual publication in top-tier academic 
journals. Despite the possibility of NDAs and water-tight confidentiality agreements preventing the naming 
of the company or any background information, there is still enormous reluctance on the part of industry to 
work together with academia. As a result, academicians in India rarely provide useable insights to industry 
and industry rarely finds utility in collaboration.

Four key prescriptions

Let’s break down these issues and attempt to solve for them. I am going to lay out four key prescriptions, 
which are by no means exhaustive.
The problem of strategic herding arises in general because companies choose to co-locate to the same area 
of the strategic terrain, namely the sweet spot where you find a lot of customers willing to pay a good 
enough price for a reasonable bundle of benefits. Implicit in this decision is the focus on scale. B-schools in 
India want to attract as many students as possible, offer a whole range of programmes, and generate large 
revenues. Again, nothing wrong with that at all. However, when the market slows down and hiring gets 
affected, we are left with a large group of students who still need to be placed. We are seeing headwinds 
buffeting the job market, with many companies around the world deferring their recruitment or cutting 
back on numbers.

Added to that is the pressure from online learning platforms and specialised programmes offering 
opportunities for young professionals with 3-5 years of experience to upskill themselves in specific areas at 
a fraction of the cost of most business schools. Their agility coupled with the ability to reach large numbers 
of students poses a significant threat to existing schools that can no longer be ignored.

Embrace customization

What this suggests is that scale cannot be the only imperative. Scope is equally important. Perhaps more 
important, especially at a time of commoditisation. This means the following as my first 
prescription: Business schools need to embrace customisation. There are two key stakeholders in this 
equation: Students and corporate partners. Why must we deliver the same content and follow the same 
pedagogical approach for all students? Why can’t we harness the power of online learning to deliver 
customised content based on student needs and learning rates?

Equally, corporate partners are probably vexed at the plain vanilla curriculum at most schools. Marketing 
Management 1, Marketing Management 2, Financial Management 1, Financial Management 2 ... you get 
the picture. Why can't we collaborate with industry to create customised specialisations and certifications 
that meet specific needs? A challenge in implementing such a change would be the highly regulated nature 
of this market. Rigid guidelines and the impossibility of changing curricula without going through lengthy 
approval processes militate against the need for agility. There is a ray of hope in the draft education policy, 
with autonomy on the horizon, at least for some schools.



Celebrate diversity

A second and related problem is one of input. Take almost any business school in India and look at the 
profile of the students. Over 70 per cent are likely to be engineers. The lack of diversity in the classroom 
breeds sameness in thought and reasoning, and in turn leads to schools catering to the needs of this style 
of thinking. Focusing on the lowest common denominator is likely to leave schools vulnerable as businesses 
shift their recruiting philosophies to embrace diversity of thought and deed.
My second prescription: Business schools need to celebrate diversity. However, that is easier said than 
done. Most public universities churning out graduates in the arts and sciences are governed by extremely 
dated curricula and a pedagogy that is completely ill-suited for the demand of high problem-solving skills. 
Luckily again, there is a ray of hope being offered by private universities that are actively promoting critical 
thinking skills.

Lifelong learning, the goal

The focus on short-term outcomes is a challenge that is difficult to overcome, and understandably so. With 
the average MBA degree in India costing greater than ₹15 lakh, students are justifiably measuring the value 
they get for their money based on placement outcomes. Unfortunately, this breeds a very transactional 
relationship between the school and the student. A school is only as good as the job that a student 
manages to secure there. Nothing else matters.
However, with rapid changes in the workplace, knowledge gained a few years ago at a business school may 
be obsolete or even wrong. A shift in mindset to focusing on the relationship rather than the transaction is 
absolutely vital. Imagine my surprise and joy if IIM Calcutta (my alma mater) would have reached out to me 
and said, “Congratulations, Suresh, on your elevation to the position of Dean of Great Lakes. We offer 
excellent leadership programmes that you could take online at a significant discount as an alumnus, while 
you assume your new role.”

This leads me to my third prescription: Business schools need to focus on lifelong learning. This is, of 
course, not a new idea. Several leading schools around the world are trying to create programmes aimed at 
alumni so they can upskill or reskill themselves at a fraction of the cost they would normally pay. Again, 
partnerships with online learning platforms may have a huge role to play in making this feasible.

Rethink the approach to research

Finally, the gaping hole in India's knowledge creation capabilities is a direct result of the neglect of original 
thinking. As a reviewer of submissions from all over the world to the top journals in marketing, I have often 
been struck by the inability or unwillingness of many researchers from India to create their own theories. 
Instead, most take an existing framework or theory, collect data in India, and then submit the paper with 
the title: XXX theory: The Indian Scenario. Original thinking is not easy to develop. It requires a profound 
ability to integrate multiple theories, often conflicting with one another. Such skills require special training 
and intense workshops.

Unfortunately, apart from a few business schools, there is limited ability even among those who train and 
guide PhD students. What we need is a Train the Trainer programme, where the best talent from around the 
world can help train faculty who could then take on PhD students. Such a programme would bring leading 
academicians around the world, industry partners who may share data or collaborate with faculty, and 
Indian faculty from various business schools together. This may also help overcome the need for heavy 
investments by individual schools.



My final prescription is: Business schools need to use a platform approach to research. This addresses two 
major challenges. First, business school faculty in India are often at a loss when it comes to identifying 
potential collaborators because they do not have a good international network. Second, the opportunity to 
work with some of the finest minds in the world could help overcome the reluctance by industry to share 
information.

In closing, the trusted Ambassador is now a relic of the past. It served its purpose admirably well. It's time 
to herald a new standard in business education.

BLOG

New Face to Facebook

Authored by Sunaina S, PGDM 2021

Click here to read the article online

Throughout time, companies have had either subtle or drastic changes in their logos. A 
company may find a need to change their logo based on various reasons. The change 
may be a result of a merger/ acquisition, a shift in their focus and values, or to reduce 
the complexity of the existing logo. It may also be for visual appeal and to keep up with 
the trends and be a contemporary evolving brand.

One such drastic logo change that has occurred in the recent past is that of the social networking giant, 
Facebook. Facebook started off in 2001 as a single app, today after 15 years, it has a plethora of products 
that help people connect to their friends and family, find communities and grow businesses.

After announcing it’s branding plan back in August, on the 4th of November, Facebook unveiled its new 
corporate logo, which will soon roll out on all of its products. The new logo is just ‘FACEBOOK’ in a 
simple and generic font.

Facebook in its statement, said that this rebranding was done to help users know of their brand 
portfolio. By adding their corporate logo to their other services and platforms such as Messenger, 
Whatsaap, Instagram, Oculus, Workplace, Portal, and Calibra; they want to create a clear distinction 
between the corporate entity and the social networking application. They also want to remind the 
consumer that these apps and technologies have shared infrastructure teams working behind them.
Antonio Lucio, Facebooks’s chief marketing officer, told Bloomberg that they considered changing the 
parent companies name, however, they didn’t want to appear as they were fleeing from the problem. 
He said that rebranding is to help facebook with the goodwill of it’s associated brand like Whatsaap and 
Instagram.

In light of the flak, facebook has been receiving in terms of its security and privacy issues, only time will 
tell whether this move will serve the company’s purpose of distinction between its corporate entity and 
social networking app, or if users would become more cautious of their use of their other services as 
well.

https://www.greatlakes.edu.in/blog/face-to-facebook/


Team Branding & Public Relations (BPR) brings you the latest updates on the Campus, news items on Great Lakes, 
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