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his issue of Ball State Business
is about moving forward, 
giving back, making connec-
tions, and celebrating the

excellence achieved by the Miller
College of Business and our alumni.

I wish each of you had been able to
celebrate with us at the second annual
Alumni Awards Dinner in September.
The Miller College of Business Alumni
Board, led by Dave Heeter, ’83, honored
nine individuals who have excelled in
their chosen careers. You can read about
this year’s inductee to the college’s Hall
of Fame, as well as the other worthy
honorees, in this issue. Next year’s event

is scheduled for September 8,
2006—the Friday night before

the Ball State University
versus Indiana

University football
game. Please mark

your calendar, and
plan to attend!

One example
of how the Miller
College is mov-
ing forward is
witnessed in our
international

business program,
featured on page 6.

Four years ago we
began talking about

creating an international
business major that would

be responsive to the needs of
employers who were hiring students

Advancing, giving, 
connecting, celebrating

to work in other cultures. We think
we’ve created a winner with our new
curriculum. Faculty members Doug
Naffziger and the late Erdogan Kumcu
deserve much of the credit for this
revitalized major.  

AACSB, our accrediting organiza-
tion, expects us to teach a more
integrated curriculum than most busi-
ness schools have done in the past.
Learn about how Cecil Bohanon—
the faculty champion for this
college-wide project—and others
have developed an innovative core
curriculum experience that is helping
students make connections and
preparing them for expanded opportu-
nities in the business world.   

Many of our alumni “give back” to
their communities. In this issue, we’re
featuring several who have created
unique ways to share their time, tal-
ents, and treasure with others. I think
you’ll be inspired!  

As always, we hope you enjoy this
issue of Ball State Business and would
appreciate your feedback. You can
share your “good news” or update 
your contact information at
business@bsu.edu, or contact me
directly at lrichardson@bsu.edu. We
appreciate all you do to make the
Miller College of Business a rising star
in the business school world! �

Lynne Richardson

Dean and Professor of Marketing

Miller College of Business

T
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Briefs

Entrepreneurship program earns 
top five national ranking 

For the third consecutive year, U.S. News & World Report has ranked Ball State
University’s entrepreneurship program among the top five in the country. 

The 2006 Best Colleges issue of the news magazine ranks the university’s undergradu-
ate entrepreneurship program fifth in the nation, behind Babson College, University of
Pennsylvania, University of Southern California, and Massachusetts Institute of
Technology. Ball State is the only public university in the top five.

Lynne Richardson, dean of the Miller College of Business, says the entrepreneurship
ranking is a clear signal the program is highly respected and valued by peers on a

national level. The rankings are a result of a survey of deans and senior faculty at
undergraduate business programs accredited by AACSB, the premier accrediting
body for business schools.

“We are delighted that business educators around the country continue to rec-
ognize the uniqueness and quality of our entrepreneurship program,” Richardson
says. “It is a tribute to the entire entrepreneurship team in the Miller College of
Business.”

Larry Cox says the ranking affirms his decision to join the university as director 
of the Midwest Entrepreneurial Education Center. “The entrepreneurship team is
thrilled that our program has once again been ranked among the top five,” he says.

“This recognition challenges us to continue building on an already successful founda-
tion with new and innovative initiatives that will keep Ball State in this elite group.”
Ball State President Jo Ann M. Gora notes that the entrepreneurship ranking is a

testament to the university’s ability to play a key role in Indiana economic develop-
ment. “Our entrepreneurship graduates are bringing a much-needed dynamic to the
state’s economy,” she says. “And working through our Building Better Communities ini-
tiative, faculty and current students are helping communities develop an
entrepreneurial climate and small businesses overcome the challenges that impede
startup and growth.”

The rankings may be found online at www.usnews.com.

Goldsby joins distinguished professor ranks
Miller College of Business Marketing and Management

Professor Michael Goldsby has been named the Stoops
Distinguished Professor of Entrepreneurship, becoming one of
18 select Ball State faculty members who are recognized for
extraordinary commitment and success in teaching and schol-
arly activities.

Goldsby, a member of the business faculty since 2001,
teaches and writes in the areas of entrepreneurship and busi-
ness ethics. His current research interests include the ethics
and social responsibilities of startups and established organiza-
tions, the enhancement of creativity and innovation in the
entrepreneurial process, the evolution of business ventures and entrepreneurial roles,
and the personal development of entrepreneurs in body, mind, and spirit for maximum
performance and satisfaction.
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Business alumnus presides over
NASDAQ opening bell

Ball State business alumnus John Schnatter, founder and chairman of
Papa John’s International, Inc., presided over the ringing of the opening
bell July 13 at NASDAQ’s stock market site in New York in celebration of
the opening of the pizza chain’s 3,000th restaurant.

Schnatter, who graduated from Ball State in 1984 with a bachelor’s
degree in business administration, regularly credits the university for pro-
viding him with a foundation for business success. He was inducted into
the Miller College of Business Hall of Fame in 2004. Headquartered in
Louisville, Kentucky, Papa John’s is the world’s third largest pizza company.

Miller College of Business 2005 faculty award winners

Outstanding Teaching Award 
Manoj Athavale

Finance and Insurance

Outstanding Research Award 
Jim McClure
Economics

Outstanding Service Award
Steve Avila

Finance and Insurance

An Extraordinary Year Award
Sushil Sharma

Information Systems and
Operations Management

OAsIS provides interdisciplinary forum for cyber 
security research and education

As part of its expanding, leading-edge role in cyber security research and education, the Miller College of Business
is developing the Center for Organizational Assurance and Information Security (OAsIS). 

The center will provide critical information assurance research opportunities to faculty, quality systems security
education to students, and essential information technology security solutions to local, regional, and national com-
munities. It also will become a clearinghouse of information for organizations that wish to participate in or receive
counsel regarding organizational assurance and information security.

According to Department of Information Systems and Operations Management Chair Tom Harris, OAsIS is being
created to provide a dedicated environment to encourage the development of expertise in both the theoretical and
applied aspects of organizational assurance and information systems security. “This is an area of increasing importance in
governmental, military, and commercial arenas,” says Harris. “The goal of OAsIS is to provide information assurance
solutions that will keep our information systems secure from today’s impending threats.”

Housed in the Miller College of Business, OAsIS will be an interdisciplinary effort that will draw from the knowl-
edge, expertise, and skills of those in a number of Ball State departments and colleges. The center also will work
collaboratively with other academic institutions, as well as industrial and government organizations.

Papa John’s Founder and Chairman John Schnatter, left, and
Nigel Travis, president and CEO of Papa John’s International, Inc.
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Briefs

Faculty earn tenure and promotions

Several faculty members in the Miller College of Business were among
those approved for tenure and promotions for 2005–2006 by the Ball State
University Board of Trustees.

Faculty receiving tenure: Catherine Chen, information systems and opera-
tions management; and Sheila Smith, information systems and operations
management.

Faculty promoted to full professor: Rathin Rathinasamy, finance and
insurance.

Faculty promoted to associate professor: Manoj Athavale, finance and
insurance; Fred Kitchens, information systems and operations management;
and Mark Myring, accounting.

New faculty members join college
The Miller College of Business recently welcomed three new tenure track

faculty members: Larry Cox, marketing and management; Doug Johnson,
marketing and management; and Lili Xie, economics.  

Cox leads entrepreneurship team
Ball State has tapped an expert on the dynamics of high-growth firms to direct its nationally

recognized entrepreneurship center. 
Following a national search, Larry Cox, the former director of the Weinert Center for

Entrepreneurship at the University of Wisconsin-Madison, was selected to join the Miller College
of Business as director of the Midwest Entrepreneurial Education Center. He also serves on the

faculty of Ball State’s highly ranked undergraduate and graduate academic programs.
“Larry’s dynamic style and strong academic background, coupled with his experiences

at the country’s leading entrepreneurship foundation, make him an ideal choice to lead
the college’s entrepreneurship center,” says Lynne Richardson, dean of the Miller College
of Business. “His leadership will raise the visibility of the center, which is a valuable
resource for Indiana’s small businesses and lead to greater opportunities for students to
gain vital practical experience by helping companies overcome challenges and become
more competitive.”

During his time at Wisconsin’s Weinert Center—ranked in the top 50 nationally for
2004 by EntrePoint.com and Entrepreneur magazine—Cox was instrumental in starting
several innovative programs. His personal research interests include the dynamics of
high-growth firms, the impact of entrepreneurship education, and the cognitive processes
of entrepreneurs.

A University of Nebraska graduate, Cox started his own industrial product sales com-
pany before returning to the University of Nebraska to earn a master’s degree in management
information systems in 1990 and a doctorate in strategic management in 1995. He also served as
the director of the Nebraska Business Development Center, consulting with hundreds of aspiring
entrepreneurs. From 1999 to 2003, he was the director of research at the Ewing Marion
Kauffman Foundation in Kansas City, Missouri, which works with partners to encourage entre-
preneurship and education.

“I believe I can complement the strong team Ball State has in place and bring new ideas 
that will help build upon the university’s outstanding record of achievement in the world of
entrepreneurship,” Cox says. “My goal is to encourage student achievement and stimulate
entrepreneurial activity that will benefit Indiana.”

Two faculty members retire
Two long-time faculty members recently retired

from the Miller College of Business. 
James Hoban served the Department of Finance

and Insurance and Ball State University’s business
college for 29 years, compiling a distinguished record
of research, teaching, and service. He was integral in
the growth and improvement of the college that led
to AACSB accreditation, published more than 20 
refereed journal articles and two textbooks, and influ-
enced countless students through his teaching,
advising, and curriculum development.

Henry (Hank) Vanderleest taught marketing and
related business courses at Ball State for 38 years and
helped carve the college’s niche in the area of inter-
national marketing. Among his extensive research
subjects are international distribution channels, cross-
cultural consumer/organizational behavior, and export
organizations. His publications include more than 50
refereed journal articles and conference proceedings. 
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Accounting graduate student
receives national award

Rebekah Rosenfield, a graduate assistant in the Department of
Accounting in the Miller College of Business, has won the $10,000
Golden Key 2005 Ford Motor Company Business and Leadership award.

The prestigious award honors business majors for academic achieve-
ment, leadership achievement, and involvement in extracurricular
activities and Golden Key, an international academic honor society.

Rosenfield, who earned a degree in accounting from Ball State last
spring and who is working toward a master’s in accounting, is using a
portion of the award to fund her continuing education. “Receiving this honor makes all
the time and effort I have invested in my education worthwhile,” she says. “Being honored
for my past achievements gives me even more drive to succeed.”

Students intern for U.S. senator
Last summer two Ball State business students completed

internships with Richard G. Lugar, United States Senator
for Indiana. Accounting major Robert Duncan, pictured at
left with Senator Lugar, and Ben Tietz, an international
business and Spanish major, divided their time between the
senator’s office and the Senate Foreign Relations
Committee. Their responsibilities included handling con-
stituent requests for information on current issues,
researching and drafting legislation, participating in staff
briefings, and guiding tours of the Capitol. 

Tietz, who was president of the Ball State University
Student Government Association for 2004–2005, says it
was an “incredible experience” to assist and attend hearings
on North Korea’s nuclear program, the AIDS crisis in
Africa, and current events in Iraq. Duncan, who plans to go

into public accounting and has political aspirations, recalls numerous internship highlights,
including attending the President’s Dinner in June, having lunch with Ball State
University’s lobbyist Steve Fisher, and “just being in DC for all the exciting events of this
summer, not the least of which was the resignation of Justice Sandra Day O’Connor.”

Miller students manage funds    
Miller College of Business students have the opportunity to manage $250,000 in Ball

State University Foundation funds as part of a student managed investment fund. Manoj
Athavale, associate professor of finance and insurance, and Mark Myring, associate profes-
sor of accounting, created the proposal for the fund, which was approved by the investment
committee of the foundation in June.    

Buzz
BIZ

STUDENT
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Feature

International business is enjoying 

a renaissance at Ball State, 

and the new degree is providing students 

with life-changing experiences 

while preparing them for 

a world of business opportunities.

without
Business

Borders

by Mary G. Barr
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“I am a changed person.”
Business reports at the Miller College of Business do not

usually begin this way—unless, of course, you happen to be
reading the senior field report of an international business
major.

Such personal interjections are not uncommon, and are
even welcomed, in final papers by Ball State students visit-
ing businesses in locations the world over—from France and
Germany to Turkey and Japan. Students record observations
about their host country’s approach to business, including
differences in marketing, government rules, and consumer
preferences. More often than not, the students also note the
differences that occur within their own outlooks, thanks to
the international experience.

This may not be a typical college final paper, but then
the Ball State student who seeks an international business
degree is not a typical business student either. “I feel our
international business students are a little more adventurous
and a little less intimidated than other business students,”
says Douglas Naffziger, director of global business programs
at the Miller College of Business, who with a team of col-
leagues has retooled the program to better attract and meet
the needs of Ball State business students.

International business is experiencing a renaissance at Ball
State. Relaunched as a major in 2001, the program’s inaugu-
ral graduating class just received diplomas this past spring.

The quest 
During its first incarnation in the 1980s, international

business was considered a cumbersome curriculum; difficult
to complete in four years. Enrollment dwindled in the early
1990s. Despite a push for international components in busi-
ness schools by AACSB, the national accrediting body for
business schools, the program became a minor in 1992. 

“Losing our international business major set us back 15
years,” says Ray Montagno, who became involved in teach-
ing international business around that time by taking over a
class for a departing professor. Currently the associate dean
for research and outreach at the Miller College of Business,
Montagno says, “We had faculty teaching classes, but we
didn’t have a coherent model for ourselves.”

Numbers continued
to wane. Students who
wanted the minor
were still majoring in business—and completing a business
major and an international business minor, as well as a sig-
nificant number of foreign language credits, proved to be a
challenge. “Interest was just a trickle because it became even
more difficult for a student to accomplish it all in four
years,” says Naffziger. “Students voted with their feet.”

Throughout this period, what remained consistent and
healthy within the walls of the Whitinger Building was the
Global Business Program (GBP) group. The volunteer com-
mittee of about a dozen diligent business faculty members,
including Montagno and Naffziger, kept the value of inter-
national business alive in the college. 

This group also acquired grant funding for student travels
abroad and networked with various higher education con-
sortia around the globe for partnership opportunities. As
GBP continued to advocate international business educa-
tion, members also wrestled with how to get students—and
faculty—engaged. Ultimately, they ripped a page from gen-
eral business 101 and sought to create something their
customers wanted.

“We finally decided the best way to meet our students’
needs was to reformulate a better program from scratch,”
explains Naffziger. “We weren’t going to generate much
interest unless we had a great academic program.”

Naffziger, Montagno, and the late Erdogan Kumcu, who
was a professor of marketing and a native of Turkey, were
instrumental in resuscitating the degree. They researched
what the competition offered in international business,
looking particularly at Mid-American Conference (MAC)
schools. They then created a business plan for the repackag-
ing of the international business major, asking: What could
be customized for our students? The answer included creat-
ing an individualized and manageable degree, which also
included two relevant aspects that would give it muscle—a
foreign language competency requirement and field work.

The new major was unveiled in 2001 and was first listed
in the course catalog in 2002. Enrollment, which has been
building every year, now numbers about 30 students. “We
problem solved. We made it both more workable and palat-

“Every day that I was in 

an international business class
I was learning about something 

that I actually cared about.”

—Nicole Spears



able, but we didn’t water it down,” says Naffziger. “Our graduates
are coming out with a solid understanding of international business
and are stronger students than they were before.”

A ticket to the world
The new international business program reemerged at an apt

time. Global business was becoming more important to more types
of companies, and Ball State was positioning itself as a leader in
study abroad opportunities. In 2001, the university ranked seventh
in the nation for the largest number of students who participated in
study-abroad programs.  

“We really believe in experiential education at Ball State, and
this degree fits in well here,” says Naffziger, who also notes that
international trade agreements have created more worldwide busi-
ness opportunities. “Experts say the Internet and the globalization
of business are the two biggest influences on business today.” 

Business majors who are bilingual are finding they are increas-
ing their marketability, and the Miller College of Business is
moving toward more global experiences for all of its students. At
their annual retreat for administrators last May, the college set a
goal to substantially increase the number of students to have
international experiences. 

“We want students to recognize that business is embedded in cul-
ture,” says Montagno. “In your own country, you just don’t notice it.”

Naffziger tells his students that they don’t need to go to work for
Fortune 500 companies to be involved in international business.
“We have a lot of companies in Indianapolis and Muncie that are
doing $20 million to $30 million worth of global business a year,”
he explains. 

Indeed, Indiana makes a contribution in the world arena. As one
of the nation’s top 15 exporting states in the country, Indiana also
hosts more than 750,000 jobs related to international trade. “So if a
business student is thinking, ‘I plan to go back to Fort Wayne and
get a job in a small company, so I never have to worry about global
business,’ that’s not true any more,” says Naffziger. “Globalization in
the business world has become as much a reality for small firms as
big firms.”

According to a survey of chief financial officers, 56 percent said
international experience is “somewhat necessary” for accounting
and finance professionals. One in five says it is “very necessary.” 

“Honestly, if a student has aspirations of being anywhere in
upper-level management in a mid- to large-sized firm, he or she will
need to have international experience,” says Naffziger. “You aren’t
going to find a CEO today in a major company who has not been
abroad. You’re not going to find an effective CEO who has never
been out of the United States.”

The passengers 
Most students who are attracted to Ball State’s revitalized inter-

national business program already have had a taste of travel
through family or school trips abroad, and exposure to foreign lan-
guages in high school helps, too. “I hear students say, ‘I went to
England on a senior trip,’” says Naffziger. “Or they say, ‘My high
school band put together a trip, and I found I really enjoyed it.’”

May 2005 international business graduate Nicole Spears spent
the summer in France before beginning work for Hellmann
Worldwide Logistics in Columbus, Ohio in October. She is delight-
ed with the opportunity to apply her degree as an import specialist
for the family-owned German-based company, which specializes in
freight transportation and import, export, and customs brokerage
and has offices in more than 140 countries.

“Every day that I was in an international business class I was
learning about something that I actually cared about,” says Spears,
who in addition to her dual major, added a minor in business mar-
keting. “I have a heart for nations and cultures; therefore, every day
was interesting and fun.”

The program also has a small number of foreign-born students.
“These students come to us already knowing languages and the
world,” says Naffziger. “They know they want to be in business, but
they’ve got that edge because they have already seen countries that
other students may not have.”

He says all his students take their studies seriously and have
given their futures a lot of thought. “These students are not intimi-
dated by learning a foreign language or living abroad.”

Immersion in another culture has a meaningful impact on a stu-
dent’s viewpoint as well. “It reinforces that you are doing the right
kind of thing in education,” says Nafzigger, who hears so much about
the life-altering impact of travel on young minds that he is research-
ing the effects of exposure to different cultures on students. “We need
to see that other parts of the world are not threatening; they are excit-
ing. And in the business world, it offers tremendous opportunity.” 

The next journey
With the program still in its infancy, Naffziger says he is realistic

about the growth of the major. “We don’t envision that we are
going to have 200 graduates a year in this program,” he says, noting
that it is possible to customize the program with 30 to 40 students.

Plans for evolving the program include building more internships
and reaching out to sponsoring companies. Naffziger says, “We’d
like to expand relationships to work with local businesses in help-
ing them develop their international business potential by advising
and consulting on their international business planning.”

The journey continues at the Miller College of Business with
transformations in teaching approaches, students, and the faculty.
“As I meet some fantastic people abroad, I have come to realize
that they are just as hungry for knowledge of other places as I am,”
says Naffziger. “And I realize I not only have a lot to learn 
from them, I have a lot to give them. It’s a wonderful 
reciprocal relationship.”  �

Mary Barr is a freelance writer 

based in Indianapolis.
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In March 2005, colleagues from 
the Miller College of Business and
Istanbul University met in Turkey,
clockwise from lower right: Istanbul
University Dean Mehmet Tekbas,
Dean Lynne Richardson, Ray
Montagno, Orhan Goker, Kemal
Kurtulus, and Erdal Balaban.



Passport: Douglas Naffziger, Director of Global Business Programs 

Before joining Ball State University in 1990, Douglas Naffziger had never
done any education work internationally. In his first year at the university, Ray

Montagno approached the professor of management to take seven business stu-
dents on a five-week trip to Turkey, a country with a long history of educational

partnerships with Ball State.
“That first trip really lit his fire,” observes Montagno, “Doug has a great way of inter-

acting with students.”
Three years later when Naffziger took another student group overseas, he began connecting

the dots. “Not only did that trip really whet my appetite for international experiences, but I came
back with a feeling of opportunity,” he recalls of the two-week tour with 14 students in Chichester,

England. “I came to a realization that global business affects students’ futures in an important way.”
Nafzigger brought those thoughts back to the Global Business Program group at Ball State. With his col-

league the late Erdogan Kumcu, he traveled to Mexico a couple times to establish a relationship with the University of Juarez. Although
that didn’t materialize, the efforts put into motion other collaborative partnerships with universities around the globe. 
In fall 2002, Naffziger was director of Ball State’s London Centre, the popular semester-long program in which 45 Ball State students

of different majors live and take classes together in London. Courses are taught by the director as well as British faculty. Educational day
trips also are a part of the London Centre, a program that has been a unique learning opportunity at Ball State since 1971. 

Since his London Centre experience, Naffziger also has traveled to Portugal, Spain, France, Germany, and Sweden. “I’m working my
way across the continent,” he says. With a wife and four children—one of whom participated in London Centre last year—Naffziger is
challenged to balance schedules, travel opportunities, and timing, but he says it is well worth it. Next spring semester, he will reprise his
role as director of the London Centre. 
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Does your company have an international business component? Are you interested in assisting with intern-
ships or student research? Contact Doug Naffziger, director of global business programs, at dnaffzig@bsu.edu.

Itinerary for International Business Students 

Ball State international business majors begin their emphasis as jun-
iors with the Introduction to International Business course. Senior
courses include world-view versions of economics, finance, marketing,
management, and a capstone seminar of case studies. 

During their freshman and sophomore years, students take core busi-
ness classes and prerequisites and fulfill foreign-language requirements for
the major. They also are required to take two additional courses in global
studies outside the college, and, to better prepare them for their field study,
they are encouraged to match these courses with their language emphasis.

For example, a student taking Japanese may take a Japanese history or
Japanese culture class as well. 

The international business major also includes an experiential requirement: a
field study abroad or a domestic internship with an international component. This

usually is completed in the summer between junior and senior academic years.
Students prepare for their international travel through a series of meetings and

assignments, in which they receive basics of the language, culture, history, business
climate, and weather. Each must complete customized research and activities, exam-

ining companies in the country of interest that do business in Indiana or that have
production facilities in the state. The student identifies differences in business practices

and how products are modified and marketed differently. The research and observations
conducted at Ball State and abroad are summarized in a final reaction paper.
Among the international business classmates there exists a noteworthy fellowship, as

well as a passion for travel and different cultures. “We bounced experiences and stories
off one another in the classroom,” says recent graduate Nicole Spears. “We had students

who were from all over the world or who had traveled all over the world. But even those who
had not yet been out of this country shared the same desire.”
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Feature

BIG
THIN

With the launch of a comprehensive and innovative core curriculum experience, faculty in Ball
State's Miller College of Business are helping students make connections that will expand their
understanding of business and, ultimately, their opportunities. 

The integrated approach teaches students to use critical-thinking and problem-solving skills that
extend beyond specific disciplines and prepare them for the rigors and realities of today’s business
world.

For years, curriculum questions debated by business schools have carried persistent themes: How
much education should be practical versus theoretical? How much should be specialized rather
than broad based? How do business students learn professionalism and the realities of the world?

“An integrated curriculum is the newest manifestation of the persistent value of a broad, liberal,
and interconnected course of study in collegiate business education,” explains Ball State econom-
ics professor Cecil E. Bohanon. The objective, he says, is to produce more knowledgeable and mar-
ketable business school graduates.

CREATING CONNECTIONS
Since 2004, Bohanon has headed a task force of faculty representatives of the college’s curricu-

lum committee. The committee was charged with exploring ways to encourage articulation and
collaboration among faculty and students in the college's core curriculum courses, including
studies in accounting, business law, information systems, business communications, economics,
operations management, finance, behavioral management, and marketing.

The impetus for incorporating an integrative core curriculum experience was the 2000 AACSB
accreditation report, which mandated that the college and other business schools enhance the

Making curriculum  
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connections between courses of study. Miller College of Business Dean Lynne Richardson says the
efforts of the curriculum committee over the last few years have recognized that the “silo approach
to teaching does not produce the results needed.” She adds, “We want our students to understand
the relationships between the functional areas of business to demonstrate how decisions made in
one area affect multiple operations.”

The vehicle selected by the college for accomplishing these objectives is a tried and true
method dating back to the early 20th century: a common case or vignette to demonstrate how
connections may be made and information shared between functional areas of a company. To find
an appropriate company case study, the seven-person curriculum committee task force spent
months reviewing business literature and searching for a multifaceted operation that would pro-
vide students with a broader understanding of the interrelationships between business disciplines.
More than 100 cases were reviewed. By summer 2004, six finalists were selected. 

According to task force member and Miller College of Business Associate Dean Rod Davis,
“Our approach was to design an effort targeted at the needs of our local audience—our students—
and the providers, our instructors.”

MAKING THE CASE
In fall 2004, the task force selected a case study of an entrepreneurial craft-brewing firm

known as Big Sky Brewing Company (BSBC), which was developed by Jeffrey Shay, a professor
at the University of Montana. The Missoula, Montana-based firm, established in the late 1990s
by three entrepreneurs, is one of the fastest-growing specialty beer manufacturers and distribu-
tors in the western United States. It has garnered high marks for its innovative business opera-

 connections leads to

by Mark Massé
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tions, expansion, and com-
munity relations.

“We chose the BSBC
case because it provided by
far the best content among
the cases we reviewed for
the multidisciplinary
process required of our core
curriculum integration proj-
ect,” says Davis. “However
we believe the use of a
small craft brewing compa-
ny also gives us a golden
opportunity to deal with
the timely and significant
issues of corporate social responsibility and ethics.” 

Davis and others also praise the accessibility and involvement
of the company’s officials, notably co-founder Bjorn Nabozney,
who visited with business students and faculty in May 2005.  

“It was gratifying to come to Ball State and witness the pro-
gressive attitude of the Miller College of Business,” says
Nabozney. “I’m very impressed with how they have taken on
this task of integration. It should put them at the forefront
among business schools across the country.” 

Bohanon’s ECON 201 was one of three core curriculum cours-
es chosen for a pilot study during the 2004–2005 academic year.
He used the BSBC case study in a class discussion about elastici-
ty of demand in defining a product and its market potential. In
the BSBC example, the young firm—which had gross revenues
of some $6 million in 2004—has strong brand name recognition,
especially with its flagship product, but the marketplace is fluid
because of the entry of new competitors.

As the case is implemented across the core curriculum this
academic year, more than 30 faculty members are incorporating
aspects of the company’s operations into their courses. As stu-
dents move through their core classes, they will continue to hear
about the BSBC case, while applying discipline-based principles
from such interrelated areas as accounting, economics, finance,
management, and marketing. Another company case study will
be chosen to implement in a similar manner for 2006–2007.

EXPANDING OPPORTUNITIES
Stefan (Steve) Anderson, a successful Muncie business leader

and founding member of the Miller College of Business
Executive Advisory Board, wholeheartedly endorses the use of
the BSBC case. “Today’s business problems are multifunctional

and multidimensional,” he
says. “This integrative
learning process will accel-
erate our students’ growth
and potential for success. It
also will stretch the faculty,
promoting greater efficien-
cy, growth, and synergy.”

During the 2004–2005
academic year faculty mem-
bers from all five of the col-
lege’s departments were
engaged in open forums to
examine integrative teach-
ing practices. Catherine

Chen, an assistant professor in the college’s Department of
Information Systems and Operations Management and a member
of the core curriculum task force, believes that using the BSBC
case will encourage faculty to continue their dialogue and collab-
oration. “We are studying ways to better articulate and integrate
course contents,” she says.

The implementation of the integration model will require
assessment to determine the effectiveness of using the BSBC case
across the core curriculum. Davis notes that the college is target-
ing its senior-level strategic management course to provide a cap-
stone experience. It will require students to demonstrate that
they not only understand connections between business courses,
but that they also are able to transform this knowledge into
informed judgment and effective business practices.

While some business schools are promoting integrative learn-
ing in one course, and others are organizing curriculum into func-
tional course models or selected team teaching assignments, Ball
State’s approach is more inclusive and comprehensive. By focus-
ing on the entire curriculum and representing several disciplines,
it provides business students with just the right balance of spe-
cialized and broad-based skills and knowledge, while imparting
the significance of establishing connections between disciplines.

Anderson believes the Miller model will result in expanded
horizons for the college and its graduates. “The process will accel-
erate Miller College of Business students’ success in their
careers,” he says. “The wider the spectrum of knowledge about
how business functions relate to one another, the more effective
decision making is in the complex world of business.”  ●

Mark Massé is an associate professor in the Department of Journalism at
Ball State University.

This year more than 30 faculty members in the Miller College of Business 
are incorporating aspects of a common case study into their 

courses as part of the college’s innovative integrated curriculum approach.
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Feature

Nonprofit Motives

Start a company and make big money. It’s a key

component of the American Dream and a goal of

many in business school. But for some Miller

College of Business graduates, there’s a motive

more compelling than profits: helping others.

That’s what prompted a group that includes several

Ball State business alumni to build an orphanage

in Nepal. It’s also what inspired a marketing gradu-

ate to venture into “cause marketing,” selling

wares to benefit worthy missions. And it was that

sense of altruism that sparked the creativity of a

business alumnus who helped launch a unique

Indianapolis store that turns profits over to charity.

Making a Difference Near and Far
When Jeff Papa was studying business at Ball State in

the 1990s, a three-month internship took him to Korea.

“I’d done a lot of foreign travel, but that was my first expe-

rience in Asia,” he recalls. The internship taught him

some useful Asian business etiquette, he says, but it also

turned out to be the first step down a path of service to

some of Asia’s least fortunate. (continued on page 14)

Miller College of Business alumni 
see big returns in helping others by Steve Kaelble

Steve Kaelble is a freelance writer in Indianapolis.
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Marketing a 

Scouts in California and contracting with the state of California to pre-
pare a report relating to HIV/AIDS. Later she moved to Tucson and
took an advertising and marketing position with a company that oper-
ates three small family-fun parks, where she continues to work today.

“But I needed a little bit of a creative outlet,” Hofer says, explaining
how she began making sculpted silver jewelry and glass-filled sun catch-
ers. Her plan was to sell the items online and donate a portion of each
sale to a charitable organization.

Hofer began designing items with specific charities in mind. “Each
item is paired with a different not-for-profit partner,” she says. For exam-
ple, the American Heart Association receives proceeds from the sale of
heart-shaped sun catchers. The Humane Society of Southern Arizona
benefits every time Hofer sells a sun catcher shaped like a paw. And
sales of her Braille rings assist the Southern Arizona Association for the
Visually Impaired. 

Called A Nice World, Hofer’s online business operates at a profit, but,
she points out that it exists in large part to benefit its nonprofit partners.
“I write them a check quarterly for 10 percent of the sale of their items,”
she explains.

The concept is known as cause marketing, a strategy that links sales of
a product with fundraising for a charity, project, or cause. Though A
Nice World began as a hobby, Hofer’s Ball State marketing background
helped her turn it into a thriving business. “I’m able to trust my deci-
sions and take well-calculated risks,” she says noting that her business
degrees not only gave her confidence, but also the skills to consult with
not-for-profit organizations about cause marketing. “They have helped
give me credibility to give that advice.” 

From her days as a Ball State undergraduate, Jill
Hofer knew her career would involve marketing,
although she couldn’t anticipate the directions it would
take her. “I knew I’d be doing marketing in some
capacity,” says Hofer, who earned a marketing degree
from Ball State University in 1991 and, a year later, an
MBA from Kent State. 

Like Jeff Papa, she was drawn to community and
nonprofit missions, taking marketing jobs with the Girl

(continued from page 13)
By day, Papa—who supplemented his 1999 master’s in business economics with a law

degree—is an immigration attorney with the Indianapolis firm of Barnes & Thornburg.
In his spare time, he’s board president of Youth Enhancement and Training Initiative,
Inc. (YETI), a nonprofit organization that is building an orphanage in Nepal and whose
10-person board includes four additional Ball Staters: Zach Stock, an economics gradu-
ate; Steve Wolff, who studied political science; legal administration graduate Jim Owen;
and Allison Buckner, who majored in telecommunications.

His interest in Asia sparked in part by his Ball State internship, Papa traveled to
Nepal five years ago on a “volunteer tourism” mission. A Nepali nonprofit, the Rural
Community Development Program (RCDP), arranged for him to spend about a month
teaching English in a village there.

“In 2003, I got to thinking about starting a project like that,” he says. “We got several
friends together, and we incorporated a not-for-profit [organization] in September of
2003 and started raising some money.” The goal was to build an orphanage in Nepal,
one of the world’s most impoverished countries. 

What has evolved is a partnership between Indiana-based YETI and the organization
in Nepal, the RCDP. YETI raises funds in the United States, and RCDP is in charge of

“Nice World”

Near and Far

Nonprofit Motives

Making a difference

www.aNiceWorld.com
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planning and running the orphanage. “Working with RCDP made sense because they
were already established, and I knew these guys always did right by me,” Papa says.

Another reason the partnership works well is the fact that dollars raised in America
go a long way in Nepal. “RCDP went to different orphanages and came back with a
cost estimate that was incredibly cheap,” he says, noting that YETI expects the 40-
child orphanage to cost about $30,000 to build and about $11,000 to $12,000 a year
to operate.

“The orphanage opened in February with 10 children,” says Papa. Ten more arrived
in the fall, and another 20 are due to move in next year. The facility employs one resi-
dent teacher-caretaker, plus a widow who lives nearby. “She was unemployed and was
unable to get a job,” explains Papa, noting that when a woman in Nepal loses her hus-
band, her options are very limited.

In addition to making a home for as many as 40 orphans, the YETI project is making
a difference for other residents of the village of Chitwan, as well. The group recently
donated part of its property to enable the Nepali government to build a school that will
serve the orphans and villagers alike. In addition, once YETI reaches its goal in Nepal,
the board plans to use a minimum of 10 to 15 percent of its funds to support disadvan-
taged children in Indiana.

enhance our mission as far as giving back to the community,” explains
Ault, who admits that the connection between a hospital foundation and a
store that specializes in unique home furnishings, accessories, and gifts is
not an obvious one.

Indeed, Twentyfive, which brings to Indiana unusual décor and trends
from the coasts and other forward-thinking locations, is nothing like a hos-
pital gift shop. “It’s a lifestyle store,” Ault says. “It’s very New York, very
San Francisco. There’s not a place in town that has the look that we have.” 

There also aren’t many opportunities to shop for these types of items
while simultaneously supporting charitable causes. Among the missions
Twentyfive supports are breast-cancer awareness, cardiac critical care, vari-
ous child-life programs, initiatives that provide needy children with back-
packs and school supplies, and the Indiana Poison Center.

The home store was established as a for-profit limited-liability corpora-
tion, rather than a nonprofit, in order to compete with other home-fur-
nishings retailers on a level playing field, Ault explains. “We didn’t want to
have the upper hand. We wanted to be fair competitively,” he says. “The
only difference is that we have a philanthropic mission.” 

After graduating from Ball State, Ault spent several years in traditional
retailing, working as a buyer for L.S. Ayres and Lazarus. His initial link to
Methodist was formed when he had surgery there in the early 1990s and
then met a hospital executive at a party. That connection led to consulting
work and eventually the offer of a full-time job, which suited Ault’s desire
to be part of an enterprise with a mission beyond profitability.

His marketing education has clearly served him well, but he believes one
of the most important things he took away from his college years was the
inspiration of Boyd Kuieck, who taught marketing. “That man just ener-
gized me, and my fellow Ball State graduates say he motivated them to be
their best,” Ault says. “He was like a lower-key Donald Trump, always
teaching us to think ‘outside the box’ before that was a popular term.”

Twentyfive—a trend-setting home store on the north
side of Indianapolis—guarantees much more than a styl-
ish shopping experience. Its name, in fact, reflects a
promise to direct 25 percent of its net proceeds back to
the community via health-care education, research, and
community-outreach programs.

Recently named “Best New Home Store” by
Indianapolis Monthly magazine, Twentyfive’s mission to
serve the needs of worthy nonprofits organizations is in
part the brainchild of Mike Ault, a Ball State business
alumnus. Ault, who graduated in 1986 with a degree in
marketing and a specialty in advertising, is director of
retail operations for the Methodist Health Foundation, a
nonprofit associated with Methodist Hospital in
Indianapolis. He directs the hospital flower and gift
shops as well as Twentyfive, the foundation’s for-profit
offshoot that opened last year. 

“We wanted to branch into the community to

Shopping forGood Causes

YETI board members, clockwise from upper left: 
Jeff Papa, Jim Owen, Zach Stock, and Allison Buckner.

www.bccn.boone.in.us/yeti

www.25home.com
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Dennis D. Oklak
Chairman and CEO

Duke Realty Corporation
Indianapolis, Indiana 

BS Accounting, 1977

Eighteen years after Denny Oklak was
hired by Duke Realty Corporation as an
accountant, he was named CEO of the
Indianapolis-based commercial real estate
giant.

Oklak began his career in public
accounting after graduating from Ball
State. He later joined Duke—one of the
largest commercial real estate companies in
the United States—to assist in forming an
in-house tax department. Over the years,
he served the company in various leader-
ship roles, including COO and president.
He was named CEO in 2004.

Among Oklak’s cornerstone achieve-
ments at Duke are his involvement in the
initial public offering of the corporation in
1993 and his work as a member of the tran-
sition team for the $4.7 billion merger of
Duke and Weeks Corporation in 1999.  

A member of the Miller College of
Business Executive Advisory Board and
Ball State’s National Philanthropy
Council, Oklak also serves on the boards of
Central Indiana Corporate Partnership and
the Greater Indianapolis Chamber of
Commerce. He is a member of the Alexis
de Tocqueville Society of the United 
Way of Central Indiana and the American
Institute of Certified Public Accountants. 

Key to Success: “Hard work and commit-
ment to professional integrity.”

Ball State Benefits: “My Ball State educa-
tion prepared me extremely well to step
into the work force and integrate immedi-
ately into my professional career.”

Nearly 300 Miller College of Business alumni and friends gathered September 9

to celebrate excellence at the college’s second annual Alumni Awards Dinner. 

In addition to award winners and their guests, the festive occasion drew alumni,

university dignitaries, and a “who’s who” of business community leaders to the Ball

State University Alumni Center. Students representing a range of business student

organizations also attended with the support of sponsorships, which underwrote the

cost of the tickets.

“This outstanding event recognizes alumni who have experienced exceptional

success in their chosen fields, celebrates the progress of the Miller College, and

provides a wonderful opportunity for alumni to connect with the university,” says

Dave Heeter, president of the Miller College of Business Alumni board, which initi-

ated the awards dinner. “The collection of successful alumni was very impressive.”

Eight outstanding business alumni and an extraordinary friend of the college and

university were honored following a reception and dinner. Past award winners in

attendance, including two Hall of Fame recipients, also were recognized. The

evening concluded with a keynote address by 2005 Hall of Fame recipient Dennis

Oklak, chairman and CEO of Indianapolis-based commercial real estate giant Duke

Realty Corporation.  

Awards

Miller College of Business

Celebrates Excellence

Hall of Fame

Hall of Fame recipient Denny Oklak
and Ball State University President

Jo Ann M. Gora

Dean Lynne Richardson, Distinguished Partner 
Steve Anderson, and Alumni Board President Dave Heeter
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Eric J. Foss
COO, Pepsi Bottling Group

Somers, New York
BS, Marketing, 1980

Eric Foss was named COO of the Pepsi
Bottling Group (PBG) in September. The
Ball State business alumnus oversees the
company’s United States and Canadian
businesses, worldwide manufacturing opera-
tions and information technology and cor-
porate strategy. 

Foss joined Pepsi-Cola Company in 1982
after working with ACNielsen. In 1990 he
was named vice president, retail strategy for
Pepsi-Cola North America. He served as
general manager of the company’s Great
West Business Unit before becoming gener-
al manager of Pepsi-Cola’s Central Europe
Business. In 1999 he returned to the
United States as senior vice president, U.S.
sales and field marketing for PBG. A year
later he was appointed executive vice presi-
dent and general manager of PBG North
America and the following year was named
its president.

In addition to serving on the Miller
College of Business Executive Advisory
Board and the university’s National
Philanthropy Council, Foss is a member of
the board of directors of United Dominion
Realty Trust. He volunteers with the
Ridgefield Boys and Girls Club and Special
Olympics, and he coaches three girls’ bas-
ketball teams.

Key to Success: “Passion for life, support
from family and friends, and unending
commitment to excellence.”

Ball State Benefits: “Ball State provided
me with the opportunity to learn and grow
as a person. In addition to developing team
work, goal-setting, and problem-solving
skills, I also learned the importance of peo-
ple skills.”  

Randall E. Pond
Senior Vice President Operations

Cisco Systems, Inc.
San Jose, California

BS, Accounting & Economics, 1977

In 2003, Randy Pond was named senior
vice president of operations at Cisco
Systems, Inc., the leading supplier of net-
working equipment and network manage-
ment for the Internet.

Among the accomplishments that led to
his current position was his work as a mem-
ber of a team that reengineered and imple-
mented the Cisco Supply Chain Strategy,
which has won numerous awards. In addi-
tion, he co-led the ERP implementation
project at Cisco in 1994–1995.

After graduating from Ball State, Pond
began working for Arthur Anderson, where
he was a senior auditor. Before joining
Cisco in 1993, he held senior-level posi-
tions with a number of companies, includ-
ing DAVID Systems, Inc.; Versatec, Inc., a
Xerox subsidiary; and Crescendo
Communications.  

Pond serves as the president of the board
of directors of the Children’s Discovery
Museum in San Jose. He is a member of
the Knights of Columbus and a Habitat for
Humanity volunteer. 

Key to Success: “A strong work ethic that
I developed from my family, and my
appetite for taking some risks with my
career.”

Ball State Benefits: “My experiences at
Ball State were greatly enhanced by the
size of the classes and the relationships I
developed with my teachers and my peers.”

Awards of Distinction

Scott D. Porter
President

Thunderbird Products Corporation 
Decatur, Indiana

BS, General Business Administration,
1975

For 17 years Scott Porter has served as
president of Thunderbird Products
Corporation, which manufactures fiberglass
performance boats under the brand name
FORMULA. 

Porter joined Thunderbird Products after
graduation from Ball State and worked his
way from marketing services manager to
executive vice president before taking the
company’s helm in 1988. Following a 65
percent sales drop due to the 1990 reces-
sion and effects of the luxury tax, Porter
restructured the company, bringing it to its
current level of success with $165 million
in annual sales.

A member of the Miller College of
Business Executive Advisory Board, Porter
also is an honorary member of Beta
Gamma Sigma, an honor society serving
AACSB-accredited business programs. In
addition, he is a member of the World
Presidents Organization and the board of
Marine University. 

Porter’s committments to volunteer work
includes Operation Classroom, a West
African United Methodist educational and
medical mission; Homes of Hope, provid-
ing homes for the impoverished in Tijuana,
Mexico; and Food for the Hungry, for
which he helped create a holistic agricul-
tural education curriculum. 

Key to Success: “Vision, perseverance,
and practicing servant leadership.”

Ball State Benefits: “My involvement
with Delta Sigma Pi—especially coordinat-
ing professional speakers and tours—was a
significant experience.”
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Dana J. Berghorn
Senior Vice President of Sales
Cadbury Schweppes Americas

Beverages
Plano, Texas

BS, Political Science & History, 1977

Before being named senior vice president
of sales for Cadbury Schweppes Americas
Beverages (CSAB), Dana Berghorn was
responsible for the development and
staffing of the company’s first national
account, increasing its sales team and driv-
ing company growth from 1996 to 2003. 

The Ball State alumnus, who also earned
a management studies degree from
Columbia University, began his career as
district sales manager for the Carnation
Company. He held increasingly responsible
management positions with the Pepsi-Cola
and Dr Pepper companies before joining
CSAB as senior vice president in 1997. 

Honored as Wal-Mart’s “Vendor of the
Year” in 1999, Berghorn is a member of the
Miller College of Business Executive
Advisory Board and the United Way
Leadership Circle. He has volunteered with
the Cub Scout Leadership Team and the
United Way. 

Key to Success: “Focus and commitment
toward delivering growth and developing
business, brands, and people. Our character
and commitment to find solutions paves
the way for continuous improvement and
success in the business world.” 

Ball State Benefits: “Ball State University
expanded my horizons and helped me grow
and gain confidence in my abilities.”

Suzette M. (Scheib) Brown-Miller
Educational and Leadership 

Development Consultant
Brown Associates

Indianapolis, Indiana
BS, Business Education, 1972

Since launching her independent con-
sulting business in 1993, Suzette Brown-
Miller has been assisting organizations to
develop strong leaders, solve problems, and
plan for the future. Her business is housed
in an historic building, located at the for-
mer Fort Benjamin Harrison, which she
purchased and renovated.

Brown-Miller, who earned a master’s
degree from Butler University, began her
career as a business education teacher in
the Indianapolis Public Schools. Later, she
was the program coordinator of Stanley K.
Lacy Leadership Alumni for the
Indianapolis Chamber of Commerce.

Brown-Miller’s many professional affili-
ations include membership in the Assoc-
iation for Psychological Type and the
Indiana Staff Development Council. She is
past president of the Miller College of
Business Alumni Board and has been an
active volunteer for numerous organiza-
tions, including Big Sisters Foundation and
Junior League of Indianapolis. In 1995, she
was honored by the Big Sisters of Central
Indiana with the Pauline K. Selby Award,
and in 1998, the Big Sisters Foundation
instituted the Suzette Brown Award.   

Key to Success: “Throughout my child-
hood my mother always said, ‘You can be
anything you want to be.’ and ‘When there
is a will, there is a way.’—and I believed
her.” 

Ball State Benefits: “Becoming a member
of Alpha Phi International Fraternity
introduced me to life-long friends and gave
me the opportunity to develop through
various leadership roles.”

Donald D. Dumoulin
Vice President and General Manager,

Diabetes Care
Roche Diagnostics

Indianapolis, Indiana
BS, Marketing, 1982

As vice president and general manager,
diabetes care, at Roche Diagnostics, Don
Dumoulin has successfully launched more
than a dozen consumer products and built a
leadership team that has grown revenue
and profits, while delighting customers and
outperforming the competition.

After graduating from Ball State,
Dumoulin began his career with Procter &
Gamble. He later held positions with H. B.
Maynard and SmithKline Beecham before
moving to his current position with Roche
Diagnostics in 1997.

Dumoulin is a board member of
Disetronic Medical Systems, the Diabetes
Care Coalition, and United Way of
Central Indiana. He is past chairman of
the American Diabetes Association
Industry Advisory Council. A Ball State
Alumni Association Benny Award winner,
he also has been a member of the Alumni
Council and was one of 75 young alumni
honored during Ball State’s 75th anniver-
sary celebration.   

Key to Success: “My Midwest upbringing,
a loving family, and my Ball State experi-
ence.”

Ball State Benefits: “Involvement in
Sigma Chi fraternity and campus activi-
ties—including Cardinal Corps and
Homecoming steering committee, working
at the alumni office, and forming many
university friendships were significant
aspects of my Ball State experience.”

Awards of Achievement
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Terrance A. Smith
President and Owner,

Terrance A. Smith Distributing, Inc.
Anderson, Indiana

BS, Finance, 1976

Since 1980, Terry Smith has owned and
led Terrance A. Smith Distributing, an
Anheuser-Busch and beer imports distribu-
tor that serves 700 accounts in six counties.

The company, founded in 1949, has
seen enormous growth under Smith’s lead-
ership in the last 25 years. The staff has
quadrupled, growing from 15 to 61
employees, and annual distribution num-
bers have increased from 500,000 to more
than 2.1 million cases.

A member of the Miller College of
Business Executive Advisory Board, Smith
also is a World President’s Organization
officer and serves on the Anderson
Country Club Board of Directors. He is a
member of the Cardinal Executive
Organization and the Rotary Club. In
addition, Smith has been recognized with
the Anheuser-Busch 50-Year Company
Service award.

Key to Success: “The application of busi-
ness ethics, planning, and execution, as
well as my sense of personal responsibility
and accountability.” 

Ball State Benefits: “I discovered a lot
about my own leadership style in four years
of fraternity life at Ball State. I learned not
only how to be a leader, but also how to
work with others, even though we might
disagree; what real friendship is; and how
important commitment to the common
good is.”  

Stefan S. Anderson
Chairman Emeritus

First Merchants Corporation
Muncie, Indiana

Stefan (Steve) Anderson is a longtime
advocate for the Miller College of Business,
as well as a tireless supporter of Ball State
University and the Muncie community.

In April, Anderson retired as chairman
of First Merchants Corporation, a $3.1 bil-
lion company, which operates 10 banks in
Indiana and Ohio. He served as the com-
pany’s CEO for 20 years. With a banking
career that spanned more than 40 years, he
has served on the board of directors of
numerous companies, including the Federal
Reserve Bank of Chicago.

A dedicated volunteer and philanthro-
pist, Anderson helped organize the
Community Foundation of Muncie and
Delaware County and served as its presi-
dent. He also was the first chairman of the
Community Alliance to Promote
Education in Delaware County. He is
chairman of the board of trustees of
Minnetrista Cultural Center and a trustee
of the new Indiana State Museum and sev-
eral foundations. He also serves on the
executive committee of Delaware County’s
Vision 2006 economic development initia-
tive and the advisory board of Muncie’s
Innovation Connector, a new business
incubator.

Anderson’s extensive support of Ball
State includes the national chairmanship
of its successful 1990s capital campaign. He
also was a founder of the Business
Forecasting Roundtable and served as its
original chairman. Named to the Miller
College of Business Hall of Fame in 1995,
he is immediate past chairman of the col-
lege’s executive advisory board and is a
popular speaker in business classes.      

Anderson, who earned a BA degree from
Harvard University and an MBA from the
University of Chicago, was awarded an
honorary doctorate from Ball State
University in 1993. 

Distinguished Partner Sponsors

GOLD

BRONZE

SILVER
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Two years with Argent and another two
years in a similar position with Capstar
Partners led Miller to Morgan Stanley in
1993. In 2002, at the invitation of Dean 
Lynne Richardson, he joined the Miller 
College of Business Executive Advisory
board. 

Over the years, Richardson has seen
first-hand Miller’s dedication. “Lyle is
committed to the Miller College of
Business,” she says. “He is eager to do
what he can to help us create an environ-
ment that will provide our students with
the very best learning opportunities.” 

Because Miller doesn’t have much free
time, he is careful about how he allocates
it. “Serving on the board seemed like an

excellent opportunity to share my views
with undergraduates,” he says. By relating
his own experiences he hopes to guide
today’s Ball State business students and to
encourage them to find balance in their
lives.

“I worked to pay for school, and I spent
a lot of time working on my course work,”
he explains, noting that he wishes he had

been more active on campus. “I think
it’s important to get work experi-

ence and internship experience,
but I wouldn’t sacrifice the

opportunity to be involved
on campus or in the com-
munity.” 

Miller also reminds
undergraduates that in
business, results are
what count. “One of
the great strengths of
America is that we
reward merit,” he says.

“If you come from
money, that’s a nice

edge, and it opens doors.
But what gets you ahead is

results, good ideas, and
ambition.” 

Although early on he might
have felt intimidated working with

those from Ivy League backgrounds, it 
didn’t take long for Miller to realize that
his own education and ambition were the
keys to success. 

“You need to be prepared to put in some
good hard work, but anything is possible
with the right attitude and ambition,” he
says. “People focus on what you are doing.
It’s all about confidence and drive.” ●

Carmen Siering is a freelance writer based in
Muncie.

Bottomline

Manhattan via Muncie
s comfortable in Beijing as he
was at Ball State and equally
at home in Manhattan or

Muncie, Lyle Miller, the new chair of
the Miller College of Business
Executive Advisory Board, is the epito-
me of the hometown boy who made it
in the big city.

The 1983 business graduate—now a
managing director in the investment
banking division at Morgan
Stanley in New York City—has
achieved a level of success he
never anticipated as a stu-
dent at Ball State. “I never
imagined I would live in
New York,” Miller says.
“I had a very different
plan for my life.” 

As a high school
student in Muncie,
Miller worked week-
ends and summers at
family-owned Miller
Tire and envisioned that
he would one day take
over the business. But soon
after graduation Miller and
his wife, Jerrie, also a Ball State
graduate, found themselves in St.
Louis, where Miller earned his MBA
from Washington University. When an
internship with Argent Group, Ltd.
turned into a full-time position, the
Millers moved to New York City.

Other than a stint in Beijing from
1996 to 1998, Lyle and Jerrie, along with
children Hannah and Sam, have called
New York home ever since. “I was really
drawn to investment banking and the
deal-driven atmosphere,” Miller says.
“And I found New York a fascinating
and relatively safe place to live.”  

A



Theatre. He recently completed his MBA at
Nyack College in New York City and is an
adjunct faculty member at the college. Kelsey
recently married Tara Sanders Kelsey of Lake
Worth, Florida.

Todd Messick, BS Business, 1966; MA
Business,1968, owns and operates Hardwood
Concepts, handcrafted furniture and designs in
Brown County, Indiana. He retired from Delphi
Automotive in 2001 after 30 years in engineer-
ing management.  

Rob Nance, minor in Business, 1989, is the
publisher of AccountingWEB, Inc., a news and
information Web site and news wire service for
accountants. Nance lives in Columbus, Ohio. 

John Redwanski, BS Insurance, 1992, received
his doctorate of pharmacy from Purdue
University. He is a drug information specialist
and assistant professor at Hampton University
School of Pharmacy. Redwanski and his wife,
Merrie, live in Williamsburg, Virginia. 

Mikael Sambor, BS Marketing, 1992, was pro-
moted to director of global accounts-systems
integration for Panduit, a communications prod-
ucts manufacturer based in Tinley Park, Illinois.
Sambor and his wife, Sherri, have two sons.

Joe Schroeder, BS Accounting, 2003; MS
Accounting, 2004, passed the CPA exam in
November 2004. He is employed by Ernst &
Young in Indianapolis. 

Tony Smith, BS Accounting, 1968, has opened
a capital markets accounting and auditing cen-
ter in Sao Paolo, Brazil, for Ernst & Young. In
this position, he oversees SEC foreign private
issuers in Brazil, Argentina, Chile, and Peru. 

Michael Sorrells, BS Finance, 1984, accepted the
newly created position of market president for First
Financial Bank’s southeastern Indiana markets. 

Christy Steele, MBA, 2003, has been named
president and chief executive officer of the
Greater Bloomington Chamber of Commerce
in Indiana. 

Carie Brennan Tagorda, BS Marketing, 1998,
is a project manager in the training and devel-
opment department for Parkland Health and
Hospital Systems in Dallas, TX. She is pursuing
a master’s degree in instructional technology
from the University of North Texas.

Tom Underwood, MBA, 1996, is a senior con-
sultant, finance and administration at Zurich
Financial Services in Schaumburg, Illinois. 

Curt D. Van Emon, BS Marketing, 1984, is
the mortgage division branch manager of OPES
Advisors in Palo Alto, California.
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Your classmates want 

to hear from you. Share

your news with us at 

www.bsu.edu/
business/contactus

or send an update to 

Ball State University, 

Miller College of Business, 

WB 100, 

Muncie, IN 47306

Connections

Name

Address

City/State/ZIP

E-mail

Degree/Major/Year

Employer

Position/Title

Here’s my news for Ball State Business. (Use separate sheet if necessary.)

Support the Miller College of Business at www.bsu.edu/giving.

Wes Adams, BS Management, 2001, is a net-
work design engineer for Caterpillar, Inc. in
Peoria, Illinois. 

Paul Barlow, BS Marketing, 1988, is a wealth
management advisor for Fifth Third Bank in
Southfield, Michigan. 

Jim Beckley, AA Business Administration,
1980, accepted a position as an associate claim
manager with American Agricultural Insurance
Company in Schaumburg, Illinois.

Stephen Deitsch, BS Accounting, 1993, was
promoted to European finance director and
controller of Zimmer GmbH in Winterhur,
Switzerland. 

Deborah Heeter, BS Marketing, 1983, is the
director of development for the Miller College
of Business at Ball State University. 

Patrick “Petie” Jackson, BS General
Management, 2002, is a pharmaceutical sales
representative for Eli Lilly in Chicago. 

Michael Keasling, BS Finance, 1977, is the
vice president of leasing at CIT in Chicago. 

Doug Keipper, BS Marketing, 1984, has
earned the Certified Anti-Money Laundering
Specialist credential. Keipper is one of only
800 certified specialists in the world. He works
for The Peachtree Bank, the only community
bank in Georgia with a certified anti-money
laundering specialist. 

Patrick Kelsey, BS Entrepreneurship, 1994, is
the managing director of The Irish Repertory

Kate Endress receives NCAA honor 

Former Ball State business and
basketball star Kate Endress has
been named Indiana’s NCAA
Woman of the Year.

The Miller College of Business
alumna joins a group of 51 win-
ners from 49 states, plus Puerto
Rico and Washington, DC, from
which 10 final candidates will be

chosen for the 15th annual NCAA
Woman of the Year award. The award
recognizes outstanding female student-
athletes who have excelled in academics,
athletics, and community leadership. The
national winner will be announced at the
NCAA’s annual awards dinner October
29 in Indianapolis.

Endress is the first Ball State women’s
basketball player and one of only five stu-
dent-athletes in the university’s history to
be honored as Indiana’s NCAA Woman
of the Year.
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Excellence

This fall, U.S. News & World Report ranked the undergraduate entrepre-

neurship program in the Miller College of Business fifth in the nation.

This is the third consecutive year our program, known as the “ultimate

entrepreneurial experience,” has earned a top five national ranking. Ball

State is the only public university among the elite top five. 

Larry Cox—who was named the director of the Midwest Entrepreneurial

Education Center in July—provides outstanding leadership for our strong

entrepreneurship team, which, along with our highly ranked academic pro-

gram, has built a reputation for excellence in the world of entrepreneurship.

See pages 2 and 4 for more details.

in Entrepreneurship
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