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The story of Scott and Grant Porter’s 
success in the highly competitive perfor-
mance-boat market provides a wonderful 
example of what can be achieved with hard 
work, quality crafting, competitive spirit, 
and strategic planning.  

The third feature in this edition, “The 
Good Fight,” illustrates the numerous 
competitive activities that Miller students 
engage in. The Miller College goal is to 
promote a healthy competitive spirit in our 
students and provide them with opportuni-
ties to test themselves. With competitions, 
we want them to feel the adrenaline rush, 
appreciate the value, and learn how to use 
it to improve.  

In the Bottomline section, we have 
profiled our new director of the Bureau of 
Business Research, Mike Hicks.  Mike is 
doing a terrific job, and I am so pleased 
that we beat out the competition for his 
services. 

You can also read about the entrepre-
neurship program’s national ranking, the 
success of our faculty in publishing, con-
nect with old friends, and more.

Finally, I can never thank you enough 
for your interest and support.  Your help 
and financial support enables us to provide 
students with real-world, immersive, and 
competitive experiences that will help our 
students differentiate themselves and the 
Miller College.   l

Rod Davis
Interim Dean and Professor of Business 
Information Technology

Miller College of Business

ompetition is just as integral  
a part of our lives as  
individuals as it is to businesses. 
We compete in elementary 

school spelling bees, and in high school, it 
may be debate, the science fair, or sports.  
In college, you may have competed for 
grades, the love of your life, and your first 
professional position.  And now, the com-
petition may be keener in your personal 
and professional life.  

Today, more than ever, collegiate busi-
ness schools are competing for students, 

faculty, and resources, including your 
alumni contributions in terms 

of time, loyalty, and money.  
In this issue of Ball State 

Business, you will see 
the Miller Col-

lege of Business 
competitive spirit 
illustrated in a 
positive way 
on practically 
every page.  

“Marketing 
Style” explores 
Miller students 
participating in 
an immersive 

learning experi-
ence partnering 

with Vera Bradley.  
They competed to 

earn a spot in the class 
and then internally as 

teams to deliver a first-class 
product to the company. 

C
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Briefs

Women 3.0 ranks  
entrepreneurship  
program in top 50

Women 3.0 listed Ball State University’s 
master of business administration (MBA) 
program in entrepreneurship as one of the 
top 50 in the country. 

In the publication’s February/March 
issue, the university’s entrepreneurship 
program was listed alphabetically among 
colleges and universities offering “superior 
business degrees with a strong emphasis in 
entrepreneurship.” 

To receive the ranking, a university 
must have a strong MBA program with a 
degree in entrepreneurship or an entre-
preneurship track with talented faculty. 
Universities and colleges must also have 
a wide variety of relevant electives and 
established entrepreneurship centers/incu-
bators. In addition, the schools had to be 
near strong business-hub cities.

Ball State University will use a $1 million gift to fund scholarships for students studying business. 
The gift is from the estate of Michael Gregory “Greg” Johnston, a 1989 Ball State graduate who died in 2007, and will help fund 

the Michael L. and Jacqueline J. Johnston Family Scholarship Fund. 
The fund was established in 1997 by the Johnstons of Muncie, and their sons, Todd, a Florida resident, and Michael Gregory, who 

was working in Minnesota at the time of his death. Both received degrees from Ball State.
The scholarship will provide financial assistance to entering freshmen or currently enrolled Ball State students in any depart-

ment of the Miller College of Business. Students must have high academic standing, leadership qualities, creativity, and interest in 
achievement in a business field.

“The Johnston family members have always been advocates for education and very involved with Ball State, lending their time 
and talents to help with student and alumni 
programs,” says Rod Davis, interim dean of the 
Miller College of Business. “We are grateful that 
the family decided to honor Greg in this way 
with a scholarship to be awarded to students who 
have the same passion for leadership and creativ-
ity that Greg exemplified.” 

Ball State receives $1 million estate gift

The lives of 10 students will transform this fall.
These incoming freshmen are Miller Scholars, a new program initiated 

through the Miller College of Business. The students were awarded with a 
four-year full tuition scholarship to Ball State University, a stipend for the study 
abroad program, and a laptop.

Applications were distributed to 51 top-notch students. About two dozen 
were invited to the Ball State campus for interviews on Feb. 23. The interview 
process showcased Ball State’s highly ranked academic programs and immersive 
learning opportunities. Current students facilitated in-depth discussions with 
the high school seniors about campus life and services.

Parents attended the Miller Scholars Day to gain a better perspective of  
college life and their student’s upcoming transition.

With the new program beginning in the fall, several of the students will  
be profiled in an upcoming edition of Ball State Business. 

Welcome Miller Scholars!

Miller Scholar applicants participated in a hands-on leadership program during the  
interview process February 23. The students were asked to do several interactive  
events to highlight those who could shine as leaders.
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Ramon Avila coauthored “Sales Manager 
Perceptions of the Benefits of Sales Force 
Automation,” which will be published in 
the Journal of Selling and Major Account 
Management, Vol. 7. Avila is a professor of 
marketing.

Chu-Yuan Cheng and his wife, Alice, estab-
lished a $25,000 fund to provide scholar-
ships to incoming freshmen majoring in 
economics or mathematical economics.

Cheng, a Ball State professor since 1971, 
is the author of more than 30 books on the 
Chinese economy and has published more 
than 100 articles in academic journals. In 
1973, he created a university core course on 
economic and political problems in emerg-
ing nations, and in 1976, he received the Outstanding Research 
Award.

Availability of the Dr. Chu-Yuan and Alice Cheng Merit Endow-
ment Scholarship is dependent upon an award selection process 
established by Ball State and its academic departments.

Also, Cheng recently published: 
• “China’s New Development Plan: Strategy, Agenda, and Pros-

pects” in Asian Affairs: An American Review 
• “Sino-Japanese Economic Relations: Interdependence and 

Conflict” in China and Japan at Odds: Deciphering the Perpetual 
Conflict

• “U.S.-China Trade Relations: Interdependence and Mutual 
Benefit” in The World Journal.

He was interviewed in January three times by Free Asia Radio on 
China’s new labor law and how it will raise the cost of production 
in China, on the causes and effects of China’s inflation, and on the 
safety of Chinese products and its impact on exports. Also in Janu-
ary, he was interviewed by the Voice of America on China’s control 
of the overheating economy. Cheng is a professor of economics.

Cecil Bohanon’s paper, “Prudence, Passion, 
and Persuasion in Moby Dick,” was  
published in Laizzez Faire, the refereed 
publication of the Department of Economics 
at Universidad San Francisco Marroquin in 
Guatemala City, Guatemala. The paper can 
be read at http://fce.ufm.edu/Publicaciones/
LaissezFaire/. 

In fall 2007, The Digital Policy Institute 
released a report which Bohanon coau-

thored (along with Dom Caristi, Alan Richardson, Barry Umansky, 
and Robert Yadon) titled “Retransmission Consent, Must Carry, and 
the Public: Current Economic and Regulatory Realities of Multichan-
nel Video Providers.” Bohanon is a professor of economics.

faculty updates
Phil Coelho and Jim 
McClure’s paper, “The 
Market for Lemmas: 
Evidence that Com-
plex Models Rarely 
Operate in Our World” 
was published in the 
January issue of Econ 
Journal Watch. The 
paper is available at 
www.econjournalwatch.org/pdf/CoelhoMcClure 
EconomicsInPracticeJanuary2008.pdf

Coelho and McClure also published “Ethics Education 
in Marketing: Are Stakeholders’ Interests Overshadowing 
Shareholders?” in the Journal for Advancement of Marketing 
Education. Both are professors of economics.

Rathin Rathinasamy’s paper, 
“Stock Purchases by Real Estate 
Investment Trusts (REIts): 
Stockholder Returns and Un-
derperformance, Free Cash Flow 
Capital Restructuring Motives,” 
was accepted for publication 
in the Corporate Ownership & 
Control journal. Rathinasamy is 
an associate professor of finance 

at Ball State and the associate editor and U.S. regional 
editor for International Journal of Behavioral Accounting & 
Finance. 

Sushil K. Sharma was appointed 
editor-in-chief of the International 
Journal of E-Adoption (IJEA) and 
coauthored “Privacy-preserving 
1-n-p Negotiation Protocol,” 
proceedings of the 41st Hawaii 
International Conference on 
System Sciences-2008. Sharma 
is a professor in the information 
systems department.

Gwendolen White was appointed 
to the Foundation for Applied 
Research Committee, Institute 
of Management Accountants. 
White is an associate professor  
of accounting.
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Feature

iImagine being three-fourths of the way 
through the semester and working hard on 
the final project. When you arrive at class 
you learn the due date must move up one 
full week.

Time to sweat? Maybe a little.
Time to panic? Not for the 15 students 

who enrolled in an immersive learning 
program through the Miller College of 
Business. For them, it was just another day 
at the office.

These students spent the fall 2007 se-
mester living and learning the curriculum 
in the core courses Principles of Marketing 
and Managing Behavior in Organizations. 
With guidance from Rod Davis, interim 
dean and professor, and Jennifer Bott, 
assistant professor of management, the stu-
dents worked as consultants for Vera Brad-

ley, a Fort Wayne, Indiana-based company 
internationally known for its distinctive, 
quilted luggage, handbags, and accessories, 
to create grand-opening plans for three of 
the company’s new signature stores.

As they had all semester, the students 
accepted the change in plans, adapted to 
their new deadline, and “worked their tails 
off,” according to one student, to have 
their presentations polished and ready to 
meet with the company’s cofounder, Patri-
cia Miller, and public relations executive, 
Melissa Cordial. One group even reserved 
a room at Bracken Library each night until 
it completed the project.

“The presentations were professional, 
using technology for which Ball State is 
renowned,” Cordial says. “The feedback 
we received was impressive, and we have 

marketing style
By Sue Spence

StudentS gain handS-on experience working with national retailer
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Sara Hooks, a Ball State  
student involved in an  
immersive learning program 
with Vera Bradley, browses 
through products at a  
Carmel, Indiana, store.
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plans to implement some of the students’ 
ideas into our retail store events.”

Davis and Bott used a $24,450 univer-
sity one-year Discovery Grant to pilot the 
program during the 2007-08 academic year. 
“We told the students this was experimental 
and fluid―but that’s real life,” Davis says. “You 
have a schedule, but then your boss tells you 
your project is no longer due next week―it’s 
due this week.” 

For junior marketing major Nicole 
Schultz, coping with the constantly changing 
schedule was just one more way the experi-
ence helped prepare her and her fellow stu-
dents for the business world outside college. 
“In the real world, there is no syllabus to tell 
you what happens day to day,” she says. 

ADVeNTuReS IN BuSINeSS
From the beginning, Davis and Bott 

worked hard to have the program closely 
mirror the business world. 

 “Ball State approached 
us to see if there was a 
need for an interactive 
program where students 
could be involved in 
helping our company in 
the business realm,” said 
Cordial, of Vera Bradley.  
“Knowing about the amaz-
ing success of Ball State’s 
entrepreneurship program 
and the Miller College of 
Business, we jumped at 
the chance to have a fresh 
perspective from outside 
Vera Bradley.”

Students had to apply to 
participate in the program. 
Students’ responsiveness to e-mail requests 
for information and their ability to turn in 
required material by a deadline helped deter-
mine whether they got a spot in the class. 

Once in the class, the students formed 
three teams. each team had only one mem-
ber from a particular major such as finance, 
accounting, or human resources. Students 
said this structure enhanced their learning 
opportunities. 

“Being able to work with students from 
different majors allowed us to see how all 
departments are important to the success of a 

Clockwise from top: Jennifer Bott, assistant 
professor of management, discusses the Ball 

State immersive learning program with Vera 
Bradley officials. Ball State student Shannon 

Terrell speaks to Vera Bradley representatives 
in Oak Brook, Illinois, concerning grand open-
ing plans she helped create for the company’s 

new stores. Justin Sieb, a junior majoring 
in finance and accounting, speaks to Vera 

Bradely representatives. He noted that the 
immersive learning experience allowed class-
room “concepts in action right in front of us.” 

Patricia Miller, Vera Bradley cofounder, and 
Rod Davis, interim dean of the Miller College 

of Business, react to a student’s presentation.

“The feedback we received was impressive, and we have plans to  
         implement some of the students’ ideas into our retail store events.” 

 —Melissa Cordial of Vera Bradley
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company,” Schultz says.
“In any business career, people will have 

to work in a group at some point,” says 
Justin Sieb, a junior majoring in finance and 
accounting. “This type of team experience 
will not only help us in our future business 
careers but also in our future encounters with 
other people in the world.”

Briana Stone, a junior majoring in ac-
counting, agrees. “each person brought 

something very different to the team. Some 
of us were very nervous about public speak-
ing, and some team members loved to get up 
and talk. The ones who loved to talk gave 
the rest of us confidence because we all had 
to speak during the final presentation.”

The students visited Vera Bradley’s head-
quarters twice and met with representatives 

This page, from top to bottom: Heather 
Baumgartner, Ball State student, speaks 
to Vera Bradley representatives in Oak 
Brook, Illinois. Patricia Miller, Vera Bradley 
cofounder, converses with Ball State  
students following their presentation on 
her company. Vera Bradley products.

in human resources, operations, brand stan-
dards, public relations, and quality control to 
learn how the individual areas contributed 
to the company’s overall success. They also 
traveled to the Carmel, Indiana, store, and 
they visited the Oak Brook, Illinois, store 
after their presentations. 

“Any time we interacted with anyone 
from the company, we used that opportunity 
to teach some of the management curricu-
lum,” Bott says. “Vera Bradley has an orga-
nizational culture that reflects the vision of 
the cofounders, and it is focused on the little 
things they do to make people feel valued.” 
She noted that a few of the company’s perks 
include an on-site fitness center with a per-
sonal trainer, yoga classes, and on-site chef.

The group’s visit to the Vera Bradley dis-
tribution center made the retail distribution 
process come alive for Sieb. “We were able 
to read the chapters and then go out and see 
the concepts in action right in front of us,” 
Sieb says. “It’s amazing that something so 
complicated can happen that fast.”

Schultz says: “This experience allowed us 
to see how all the concepts we are taught 
actually apply to a company. The concepts 
were no longer concepts….we made them 
realities.”

PAThWAY TOWARD SuCCeSS
Typically, the marketing principles classes 

are taught as lectures with 50 to 60 students. 
every business major must take both courses. 
As Bott and Davis adapted the curriculum 
for the immersive learning program, they 
made sure that the students covered the 
required topics. They included lectures on 
some material. Students learned some of the 
information while they worked on their proj-
ects. Interactions with Vera Bradley provided 
the rest.

“These students were immersed in a 
corporate culture, a retail environment, 
and event-strategy planning all at the same 
time,” Cordial says. “how well prepared 
these students will be for the future!”

During the semester, students completed 
project assignments as well as covered cer-
tain sections in their textbooks. They did a 
research paper about Vera Bradley, developed 
a market analysis of their assigned city, and 
created a list of store opening-event recom-
mendations. The final project: a 30-min-
ute presentation to company officials at a 
Chicago-area hotel. 

During the spring 2008 semester, 
students enrolled in Principles of 
Marketing and Managing Behav-
ior in Organizations worked direct-
ly with the Indianapolis Indians. 
They developed plans for the team 
to highlight its baseball heritage 
and history throughout Victory 
Field in downtown Indianapolis.

Another Big  
opportunity
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“We gave them a budget and asked them 
to drive people into the stores for the open-
ing event as well as entice consumers to 
return to shop at a later date,” says Cordial, 
who visited students on campus during the 
semester. “This class was full of energy and 
exploding with ideas.”

The students planned entertainment, 
food, and promotions for the three stores 
in Natick, Massachusetts; Germantown, 
Tennessee; and Bayshore, Wisconsin. They 
partnered with local charities and the Vera 
Bradley Foundation for Breast Cancer.

They also took—and passed—the same 
tests, midterms, and final exams as students 
enrolled in the traditional class. 

“It was a lot easier for me to retain the 
information,” Sieb says. 

Schultz agrees. “We did not just memorize 
information for an exam. We applied it.”

Sandi Fuller, a junior majoring in ac-
counting, says the experience gave her the 
confidence to seize a last-minute opportunity 
for an accounting internship during the 
spring 2008 semester. “Because of this  
class experience, I realized how important 
this additional internship would be to  
my career.” 

“Students come to class and expect to be 
told what to think, memorize it, and then 
take an exam and tell us what we told them,” 
Bott says.

hands-on learning experiences with 
organizations such as Vera Bradley can help 
change students’ expectations. 

“With immersive learning, we’re still 
teaching them what they need to know, but 
they have to work harder to get it, and it  
will likely stay with them longer.”

The students agree. 
“Many times people graduate, get a job, 

and don’t know what to do or how to inter-
act,” Stone says. “They don’t know what is 
expected of them in their new job, because 
their only experience has been sitting in 
class listening to a professor lecture. With 
more real-world experiences during college, 
our actual experiences will be better once  
we graduate.”   l

Sue Spence is a freelance writer for higher-educa-
tion and heath-care publications and Web sites. 
She lives in Carmel, Indiana.  

immersive leArning At BAll stAte
Immersive learning programs must meet the following criteria:
•	carry	academic	credit
•	engage	participants	in	an	active	learning	process	that	is	student-driven	but	 
 guided by a faculty mentor
•	produce	a	tangible	outcome	or	product	such	as	a	business	plan,	policy 
 recommendation, book, play, or DVD
•	involve	at	least	one	team	of	students,	often	working	on	a	project	that	is 
 interdisciplinary in nature
•	include	community	partners	and	create	an	impact	on	the	larger	community 
  as well as on the student participants
•	focus	on	student	learning	outcomes
•	help	students	define	a	career	path	or	make	connections	to	a	profession	or	 
 industry.

Top: Rod Davis, Miller College  
of Business interim dean, and 

Jennifer Bott, assistant profes-
sor (right), socialize with Vera 

Bradley cofounder Patricia 
Miller. Bottom: Purses on  

display at the Vera Bradley 
store in Oak Brook, Illinois. 

     “In the real world, there is no syllabus  
                          to tell you what happens day to day.” 

—Nicole Schultz, junior marketing major

mmersive leArning Arning A At BAt BA All All A stAtAt teAteA
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Alumni dialogue with students 
Successful alumni professionals connected  

with Ball State students in March sharing  
their business experiences and expertise.

The annual Dialogue Days brought to  
campus alumni from Indianapolis and as far  
away as Georgia. These alumni represent  
diverse professions and industries from sales 
executives to entrepreneurs, managers, and  
chief executive officers, and industries as  
diverse as manufacturing and finance.  

The alumni volunteers spoke to classes  
about how to make good business decisions,  
problems in managing people and how they  
are solved, workplace expectations, how to  
succeed, professional skills, particular indus-
tries and professions, and lessons learned.  
More than 70 alumni returned to campus  
and spoke with 134 classes over a two-day 
period. 

Dialogue Days is an initiative of the Miller 
College of Business Alumni Board.

Alumnus named chief counsel for Senate  
Jeffrey Papa has been named the chief legal counsel for the Indiana Senate. 
The Ball State University alumnus is responsible for the management of a 47-person Re-

publican staff providing constituent services, fiscal analysis, and media relations. Other duties 
include recruiting, hiring, and managing Republican caucus personnel; developing personnel 
policies, salaries, and benefits for Senate employees; and establishing office policies and proce-
dures for operation of the Senate. 

Papa also serves as chief general counsel, directing legal work pertaining to the Office of 
President Pro Tempore and the Senate Republican majority caucus. He is a key advisor and 
representative for caucus leaders and members on policy, intergovernmental, and partisan mat-
ters.

He has previously served as a legislative assistant, communications specialist, assistant fiscal 
analyst, and intern director for Senate Republicans. He is currently a senior associate with 
Barnes & Thornburg law firm, where he has been practicing since 2001. 

In addition to earning his law degree from the Indiana University School of Law, he has a bachelor’s degree in economics 
from Rose-Hulman Institute of Technology and a master’s degree in business economics in 1999 from Ball State. 

Jeffrey Papa

Chapter earns national merit award 
The student chapter of the Society for Human Resource Manage-

ment (SHRM) was honored with a national Merit Award, given by 
the national association to honor members for involvement in the 
community as well as professional and student development.

Jennifer Bott, assistant professor of management, is the director  
of the human resource management program at Ball State. She is  
the chapter’s faculty advisor.

SHRM student chapter members 2006-2007

Briefs
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 n Formula’s plant manager 
Pat Laux is at the helm of a 
34-foot-long Performance 
Cruiser in the waters of 
Bimini, Bahamas.
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With adrenaline pumping, Scott Porter revs 
the powerful engine, and his 38-foot speed-
boat exceeds 70 mph as it slices through 
the water. The finish line is ahead in the 
distance, and he’s pushing the engine to the 
limit, trying to make it there in time.

This is what Porter spent four years at Ball 
State University preparing for? Actually, yes. 

Ball State didn’t offer a seminar in speed-
boat racing when Porter was a student in the 
1970s, any more than it does today. But his 
days piloting muscular Formula speedboats 
were not just racing. “It was a pretty good 
blend of marketing and product develop-
ment,” he explains.

That’s because Formula speedboats are the 
products of his family’s company, Thunder-
bird Products, based in the northeast Indiana 
community of Decatur. Porter, now 55, knew 
he would be working for the family busi-
ness when he came to Muncie, Indiana, as 
a general business administration major in 
1971—in fact, he already was active with 
Thunderbird.

The truth is, with a spot in his dad’s 
company already reserved, Porter wasn’t as 
eager about heading off to college as many 
high school graduates are. “I’ll have to admit 
that I was not all that thrilled about taking 
the time away,” he says. But that reluctance 
quickly diminished as he became involved in 
his schoolwork, and he soon was as engrossed 

in his business studies as anyone else. “I 
think it was a tremendous experience, and 
Ball State was a good size for me.”

DecaDes in Boating
Thunderbird Products, which does 

business as Formula Boats, had its start in 
Miami, Florida, in the mid-1950s, producing 
tri-hull boats. Not long thereafter, in 1958, 
Porter’s father, Victor, launched a Decatur 
boat company called Duo Inc. and started 
building fiberglass runabouts. And in 1962, 
Florida-based Formula got its start, unveil-
ing a V-hull design that quickly made a big 
splash in the offshore racing circuit.

The 1960s and ’70s were a time of signifi-
cant restructuring and consolidation in the 
boating business. By the mid-’60s, Thun-
derbird and Formula were under common 
ownership, and Vic Porter sold his Duo Inc. 
to Starcraft Corporation when it was just 
eight years old. He started another Decatur 
boat company, Signa Corporation, in 1970, 
making tri-hull boats. Three years later, it 
was acquired by the same company that 
already owned Thunderbird/Formula. Vic 
was named president, and the headquarters 
was established in Indiana. The dust finally 
settled in 1976, when Vic purchased Signa 
and Thunderbird/Formula. He phased out 
the Signa brand three years later, in favor of 
the more widely known Formula.
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a Ball state business education helped alumni power  
family’s business  n  By steve Kaelble
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 n  Scott Porter, (left) president of Formula Boats, and his brother, Grant, executive vice president, 
stand in one of the company’s 310 Sun Sport boats.

“I started working around my dad’s busi-
ness when I was fairly young,” Scott Porter 
recalls. “I worked some during high school, 
and when I was attending Ball State, I 
worked summers. I also did a little market-
ing work for the company from campus my 
senior year.”

Porter graduated in 1975, just a year 
before his family acquired the company 
for good. That solidified his future in the 
speedboat business. “My role shifted out of 
marketing and became more manufacturing 
and management,” he says. “I had a stint in 
manufacturing here in Indiana and was the 
general manager of the facility.”

In 1981, he made the move to the com-
pany’s operation in Miami, where he served 
as general manager. “That put me a little 
closer to the opportunity to use our products 
in bigger waters,” he says.

That’s where the racing came in. “It was 
offshore racing in different venues,” he 
recalls. Through about 1986, Porter piloted 
Formula boats of different varieties, from 
30-footers to a 40-foot catamaran he guided 
along with another racer. He did a fair 
amount of traveling and even raced in world 
championships. Among other accomplish-
ments, he raced the company’s 302 SR-1 

boats are used? As it turns out, open water 
is not the most important consideration in 
boat building, Porter says. “The most im-
portant ingredient for building the product 
is the team,” he says, and northern Indiana 
has a ready pool of employees bringing a 
strong work ethic and plenty of experience 
in crafting recreational products. What’s 
more, Porter says, “from a distribution point 
of view, we’re within a one-day delivery of 
products to about 70 percent of the market.”

The company has grown significantly, and 
in 2002, it sold its 10,000th boat. “We’re not 
a mass production business, but we produce 
a fair number of boats”—about 800 a year, 
Porter says. The company employs about 
570 people.

took on more executive duties, it didn’t 
make sense for him to remain in the racing 
captain’s seat.

Boats without water
Porter was soon destined for a different 

captain’s seat. “I became president in 1988,” 
he says. About the same time, the company 
built a new 345,000-square-foot facility in 
Decatur and consolidated its operations 
there. “It makes it easier to grow with one 
culture here,” Porter points out. Several 
years ago, Thunderbird added another 
143,500 square feet of space in Decatur, and 
in 2006, it built 85,000 more.

Why consolidate in a location so far from 
the ocean, where many of the company’s 

“Secret Formula” in B-Class, setting a new 
Union Internationale Motonautique world 
speed record in the process of winning the 
Southeast Divisional Championship. “Our 
company also did a good bit of racing in the 
late 1990s and won several world champion-
ships,” he says, noting that he no longer was 
at the helm of the racing team by that point.

“It was a lot of fun,” he says of the speed-
boat racing. It served as a powerful market-
ing vehicle and provided a good opportunity 
to test different technologies in a real-world 
racing setting. But, Porter adds, “there’s a 
certain element of danger to it,” and as he 

scott Porter sees merit  
in the way Ball state’s  
Business Program has 

evolveD. among the selling 
Points he sees as valuaBle 

is the strong focus on  
real-worlD exPerience.  

“i Don’t thinK we haD the 
same tyPe of exPeriential 

learning that the  
college has toDay.”
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Its products continue to win competitions 
as well as industry honors such as the Power-
boat magazine Boat of the Year award. They 
range from 24-foot boats with price tags of 
about $65,000 to 45-footers worth $900,000.

Like a lot of companies, Thunderbird/ 
Formula has seen sales slow in recent months 
as the economy has cooled. “We’re really a 
recreational business with products pur-

Scott’s brother, Grant, a 1977 Ball State 
business graduate. Also involved is Scott’s 
wife, Shelley, and a few of his siblings’ 
children.

After his own Ball State studies, Grant 
worked as a project manager in Thunder-
bird’s development area and within a  
couple of years was product-development 
manager. He gradually assumed manufactur-

Powering into Ball state
Though Scott was at first not all that  

keen on leaving Decatur to go to college, 
he says he found a well-rounded experience 
that has helped him significantly as his  
career has evolved. “It was around the end  
of when they called the major general busi-
ness administration,” he says. Though  
there’s a lot of demand for specialized learn-
ing these days, he’s glad that his business 
education was a broad one. “I learned a lot 
about various aspects of business. It prepared 
me tremendously well for the work I do 
today in my position.”

In fact, after graduation he pursued  
additional education, getting a start on a 
master of business administration at Ball 
State. As it happened, though, that’s when 
the company was undergoing significant 
transition into a family-owned operation, 
and he decided to turn his attention back  
to Thunderbird.

Like his brother, Grant attended Ball 
State with an eye toward returning to  
Decatur and a career at Thunderbird  
Products. “It’s a very good program as  
far as the specifics of running a business,  
and it was a great experience for someone 
coming from a town of only 9,000 people,” 
he says. Being exposed to students from  
larger cities and even other countries is 
helpful for an aspiring business leader  
from a small town. “Our business reaches  
out throughout the country and even  
internationally.”

Scott sees a lot of merit in the way  
Ball State’s business program has evolved. 
Among today’s selling points he sees as 
valuable is the strong focus on real-world 
experience. “I don’t think that we had  
the same type of experiential learning  
that the college has today,” he says, but  
he enjoyed the opportunities that were 
there for exploring the business world away 
from campus. “I was a member of Delta 
Sigma Pi, and one of the great activities  
we had was going to visit businesses for  
tours and learning how they operate. It  
was a great opportunity to broaden my 
knowledge.” Grant, too, spent spare time 
with the business fraternity, and served as 
the chapter president.

More recently, Scott has renewed his 
connections to the campus, serving on the 
Miller College of Business’ executive advi-
sory board. “It’s been a great experience to 
stay plugged in.”   l

Steve Kaelble is a freelance writer living in 
Indianapolis. 

chased with discretionary dollars,” he points 
out, adding that sales have been slower for a 
while now. “We’re typically a leading indica-
tor for a slowdown in the economy.”

Yet the company moves ahead with plenty 
of Porters in important positions. “My father 
is still chairman, and the company is still 
owned by my family,” he says. Five of Vic 
Porter’s six children are involved. Family 
members with roles in the company include 

ing responsibilities and became executive 
vice president. Married and the father of 
three children and three stepchildren, he 
says his youngest son is currently embarking 
on a boat career of his own.

In their free time, all of the Porters like 
to—you guessed it—head out onto the 
water. “When we’re not here, we like to boat 
on Lake Michigan, and we travel quite a bit 
in the summer to participate in events.” 

 n  above: A Formula 
Boats employee works on 
half of a fiberglass coupe 
top of a 45-foot yacht.the 
company manufactures 
approximately 800 boats 
a year and employs 570 
people. Below: A 45-foot 
yacht moves down the pro-
duction line to a test tank 
filled with water. the boat 
will be lowered into the tank 
and secured with straps. 
the engine, generator, air 
conditioner, and more will 
be tested to ensure they 
are working properly.
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Rubric

Econ students reach regional finals
David Barker, William Hutson, and James Mink competed against 14  

collegiate teams in the Federal Reserve Challenge Competiton in Chicago. 
Ball State’s team won a spot in the final four, beating out teams from Grinnell 
College, Indiana University-Bloomington, and the University of Wisconsin-
Oshkosh in the opening round.

As one of the top four university teams in the regional finals, they com-
peted against teams from Northwestern University, the University of Chi-
cago, and the University of Michigan-Dearborn. This is the second year that 
Ball State students have competed in the Fed Challenge. The competition 
gives economics students the chance to put their skills to the test in front of 
Federal Reserve, private sector, and academic economists.

From left to right: Econ students David Barker, William Hutson, and James Mink at  
the regional finals of the Fed Challenge in Chicago. 

Three students honored in  
statewide business competition

Two teams of information systems operations management students 
placed first and third during a statewide competition of student projects  
at the 2007 Indiana Emergency Management/Homeland Security  
Conference in Indianapolis.

Zac Adkins placed first with his Business Fellows project, “Robust  
Networking for Emergency Preparedness: Minimizing the Need for  
Disaster Recovery at BAA Indianapolis, LLC.”

Kyle Hayden and Lindsay MacLeod received a third place for their 
immersive learning project, “Business Continuity and Network Security; 
Mitigating Threats at Delaware County Information Services Govern-
ment and Public Safety Systems.”

BUZZ
Biz  

stuDEnt

Student earns first  
in sales competition 

H.H. Gregg Center for Professional 
Selling awarded Jon Weaver first place 
in the annual Regional Sales Competi-
tion. Weaver competed against other 
Ball State University students as well as 
students from Indiana University, Purdue 
University, and University of Louisville. 
The event showcased 54 business people 
representing 48 companies including Eli 
Lilly, Marathon Petroleum, Federated 
Insurance, Sullivan-Schein, and White 
Lodging.

Student receives state, 
local recognition 

Matt Bare, an entrepreneurship major, 
placed third in the Venture Idol Competi-
tion in Indianapolis in November. Com-
petitors showcased their innovative ideas 
before a live audience of the region’s lead-
ing venture capitalists and entrepreneurs. 
Of the 47 entrants, 15 were selected to 
pitch their ideas. Bare presented his busi-
ness idea, an online novelty store.

In November, Bare also won the local 
Empowering Entrepreneurship competi-
tion hosted by the Innovation Connector 
in Muncie.

Academic fraternity  
extends winning streak 

Ball State University’s insurance, 
risk management, and actuarial science 
academic fraternity earned three na-
tional awards at the Gamma Iota Sigma 
International Leadership Conference in 
Washington, D.C. 

Student representatives from the 
Miller College of Business’ Phi Chapter of 
Gamma Iota Sigma attended the confer-
ence, accepting the chapter management, 
membership development, and public 
relations awards. 

Formed in 1982, the Phi Chapter has 
repeatedly won national awards. The 
chapter’s current faculty mentors are 
Steve Avila and Dana Kerr, professors in 
the finance and insurance department.

Student 
Awards
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Fraternity members earn scholarships
Three Gamma Iota Sigma members have been awarded scholarships.
Katie Coleman and Jenna Robertson, both risk management and insurance majors, have been selected 

as Anita Benedetti Student Involvement Program Scholarship recipients. The awarded paid for them to 
attend the annual Risk Management and Insurance Society Conference in San Diego, California, April 
27 to May 1. The award paid for all expenses to attend the conference plus a stipend.

Coleman also was named a John T. Lockton Memorial Scholarship recipient and Spencer Scholar. 
The award was for $5,000.

Ann Klatt was awarded the Angus Robinson Jr. Memorial Scholarship.
Gamma Iota Sigma is a collegiate risk management, insurance, and actuarial science fraternity. Stu-

dents participate in industry events, regional and national conferences, and public service activities. 
Kaitlin Lewis, a business major, was awarded the Beta Gamma Sigma Scholarship during the frater-

nity’s annual banquet. Beta Gamma Sigma rewards accomplishments among students of business and 
administration as well as encourages integrity in business operations.

Student earns 
$11,000 in  
business plan 
competitions

Senior entrepreneurship major Matt Bare has 
earned two first prize awards for an Internet-
based business plan. One was presented in an 
elevator, the other in a limo while traveling 
around the Indianapolis Motor Speedway.

Bare competed against 11 teams for a prize of 
$10,000, a fast lap around the track, a traveling 
trophy, and a quart of milk during the Nascent 
500 Business Challenge. The challenge is 
hosted by Ball State’s Entrepreneurship Center. 
Teams of undergraduate students from across the 
country apply to participate in the competition. 
The top 12 are chosen to compete. Rounding 
out the top four finishers at the Nascent 500 
were teams from the University of Manitoba, 
University of Houston, and Illinois Institute of 
Technology.

Bare also presented a first place business pitch 
in an elevator as part of the Indiana Economic 
Development Corporation’s annual Collegiate 
Entrepreneurship Bootcamp. He won $1,000.

His business plan centers on his Web site, 
www.pooyou.com. Bare’s site allows customers to 
go online and send a message with worm “poo.” 
The product is safe, odorless, and biodegradable 
and comes with a packet of seeds for recipients 
to bury—along with their bad behavior. 

Ball state student Matt Bare 
explains his internet-based busi-
ness to David Amick, executive 
director of Premiere Capital Cor-
poration, during the nascent 500 
business plan competition March 
28. His presentation—given in 
500 seconds while zipping around 
the indianapolis Motor speedway 
in a limo—netted him first prize 
and $10,000 for his company.



Brian will put his graduation on the line when he presents his 
business plan to real business leaders for his senior cap-
stone course. If the evaluators don’t find his plan feasible, he 
won’t graduate. 

This type of innovation and risk continues to earn wide  
acclaim for Ball State’s entrepreneurship program, including 
its impressive standing among U.S. News & World Report’s 
top 10 undergraduate entrepreneurship programs in the  
nation for almost a decade. 

Learn how we create 
unique, transformative  

experiences for our students 
at www.bsu.edu

EXPERIENCE+SUCCESS

Read more about Brian and his progress 
on his blog at www.bsu.edu/reallife.

“Developing my business plan is one    

  of the largest and most challenging  

  projects I’ve worked on—I’m learning  

  business with application. Now I  

  understand why our alumni say, 

—BRIaN GEISElhaRt, a senior  
    entrepreneurship major

     ‘Who needs  
          a resume when    
         you have a 
     business plan?’”

®



           Students learn real-world  
     lessons from going head-to- 
                    head with their peers in  
               business competitions.  

Feature

By Steve Kaelble
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aactive learning is a hallmark of Ball State  
University in majors, colleges, and departments all across campus. 
But is it really possible for business students to graduate with solid 
experience in a facet of the professional world that’s among the 
most important, yet least tangible  —the rigors of real-life competi-
tion?

Indeed it is.
Miller College of Business students are pitting their knowl-

edge and classroom skills against business students from across 
the country in competitions that involve virtually every field of 
business study. In the process, they’re building confidence, honing 
teamwork skills, experiencing competitive situations—and even 
having fun.

“A major part of what you need to learn in business school is 
how to compete,” says Rod Davis, the college’s interim dean. “It’s 
hard to teach them how it feels and how they’re going to react 
under pressure. Anytime we can provide students with the op-
portunity to feel that heightened sense of adrenaline—it’s a major 
part of what you feel in business.”

Marketing students have entered sales competitions.
“We’re actually simulating what they’ll be doing, making calls 

on businesses,” says Ramon Avila, the George and Frances Ball 
distinguished professor of marketing and the founding director 
of the H.H. Gregg Center for Professional Selling. He says sales 
competitions are a logical extension of what students are learning 
in the classroom.

“We are training students with communication skills, how to 
ask questions, how to be good listeners, how to understand buyer 
behavior,” he says. Sales competitions give the students the chance 
to take those skills and test them against those of other business 
students. “We have fared well in these, including placing second at 
Indiana University, where we beat all the Big Ten schools.”
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Students in information systems also can apply their classroom 
knowledge in a variety of competitions, most of which require 
them to develop plans to help businesses or organizations design 
networks and solve complex problems. For example, Ball State 
students have twice been selected to participate in the Interna-
tional Business Informatics Challenge in Dublin, Ireland. 

“In 2006, we won first place for a collaborative project based on 
designing a new network for the Indianapolis airport,” says associ-
ate professor Fred Kitchens. The same subject also took first place 
in an Indiana Homeland Security competition.

Ball State economics students can choose to take part in the 
Fed Challenge sponsored by the Federal Reserve, the competition 
measures their ability to blend knowledge of economics and mon-
etary policy with teamwork and presentation skills, according to 
Courtenay Stone, professor of economics. Student teams prepare 
20-minute presentations that might resemble a mock meeting 
of the Federal Open Market Committee or perhaps a business 
briefing or TV business program. The teams then compete against 
students from other universities, giving their presentations and 
then defending them in 10-minute question-and-answer sessions.

The Business Strategy Game—part of the Miller College of 
Business’ marketing simulation course—groups students into 
“companies” which compete head-to-head, both within the class 
and against teams at other universities, says Russell Wahlers, mar-
keting associate professor. “Each company’s management team is 
required to craft and execute a competitive business strategy that 
results in a respected brand image, keeps their company in con-
tention for global market leadership, and produces good financial 
performance.”

Last fall, 667 student teams from 49 colleges took part in the 
Business Strategy Game. “We’ve been using the Business Strategy 
Game at Ball State for four years, and each semester, we typi-
cally have one or two of our student teams recognized as a Top 50 
Performer,” Wahlers says.

applied Knowledge
Student business competitions are about more than rote appli-

cation of technical skills. For example, the competitions in which 
information systems students participate require them not only 
to demonstrate detailed technical knowledge but also take into 
account budgets and the impact that projects might have on profit 
margins, Kitchens says.

Likewise, says Wahlers, the students playing the Business 
Strategy Game don’t face clearly defined problems, but rather 
“a very unstructured, somewhat vague, ambiguous, and frustrat-
ing decision-making environment that closely resembles the real 



world.” What’s more, the exercise “forces our marketing students 
to effectively integrate concepts from both finance/accounting 
and production/operations management into their understanding 
of applied business decision making.”

Accounting students participating in an Indiana CPA Society 
competition are given a variety of problems to solve that require 
detailed research, analysis, and planning. “They send out case 
data, and students have about 10 days to develop a solution to 
the case and write up the case,” says accounting professor James 
Schmutte. 

Students might be making a board presentation regarding how 
to account for stock options or perhaps devising a succession plan 
for an accounting firm—including determining how to value the 
practice and suggesting alternative ways to structure the practice. 
“It’s not just a set of steps of things to do,” Schmutte says. “It’s 
hard work and what the real world is like.”

The lessons that come from student competitions are many, ac-
cording to 2007 graduate Shaun Wilson, who studied information 
systems and business law. Among Wilson’s competitive experi-
ences were a modernization project for STAR Financial Bank 
and a multidisciplinary improvement project for Steak n Shake. 
Success meant mixing a lot of book knowledge with creativity 
and teamwork, but among the Granger, Indiana, resident’s biggest 
lessons: “Put forth your best effort and take pride in yourself, and 
when your work speaks for itself, others will respect your talents 
and welcome you as a team member.”

Intangible Benefits
The Fed Challenge, says Stone, an economics professor, requires 

in-depth knowledge about monetary policy and Fed actions. But 
there’s a lot more to be gained from participating. A major lesson, 
he says, is teamwork. Another is confidence with “the ability to 
make business presentations to a group of outside individuals.”

— Ramon avila, milleR college  
      of business pRofessoR of maRketing

‘‘                        We are training students with communication  
             skills, how to ask questions, how to be good  
                   listeners, how to understand buyer behavior.”The Student Perspective

Competitions are a great way to experience the real world in 
a somewhat more forgiving setting, says senior Cory Weicht of 
Fremont, Indiana, who has participated in the Business Strategy 
Game. “The game gives you a sense of how to really operate a 
business, without having to face the actual consequences of what 
would really happen. This simulation game made us use skills 
that are necessary for everyday life, the biggest being attention to 
detail. If the group would forget to do one simple thing, the whole 
situation would be ruined for that decision we made.”

David Barker, a senior business economics major from Muncie, 
Indiana, says the Fed Challenge has been a great taste of the pres-
sures of the business world. It has boosted his Ball State education, 
he says, “not just in the sense that I have gained a more complete 
understanding about economics but also because the competition 
itself is an accurate simulation of real-life pressures to be competi-
tive and perform well under stressful conditions.”

Not to mention, it’s fun and exciting, Barker says. The sec-
ond year Ball State took part in the Fed Challenge, the team 
progressed to the final four within the Chicago district–beating 
rival Indiana University and setting up competition against such 
formidable foes as Northwestern University and the University 
of Chicago. “Several members of the crowd were rooting us on,” 
Barker says, “and we were approached and congratulated by a 
team leader from a top university we had defeated. It was a real 
David and Goliath story, and everyone knew it.”

Kitchens agrees that confidence is a significant by-product of 
the information systems competitions. What could boost confi-
dence better than the knowledge that the team’s project is good 
enough for real-world use? “A lot of the projects will end up being 
implemented,” he says. “They also get lines on their resume show-
ing active involvement in their field. That helps them get a job, 
and that’s what I’m here for.”

Along the same lines, Avila notes that the judges in student 
business competitions often come from the business community, 
which makes for great networking opportunities. At one sales 
competition hosted in Muncie, for example, “we had 40 differ-
ent business people there—these are people who can hire out 
students.” And, he adds, those doing the hiring know the value 
of these kinds of competitions. “Recruiters are telling me that our 
students are six to 18 months ahead of other students.”

And like any collegiate competition, the ones involving busi-
ness students are great for school spirit and pride. “It’s kind of 
like a sporting event,” says Avila, “and you get to represent your 
school. It’s a chance for our students to be out there competing 
with the best, and they do quite well. Competitions are good for 
us, too, because it gets the Ball State name out there.”   l

Steve Kaelble is a freelance business writer from Indianapolis.
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Ball State seniors Cory 
Weicht (right) and David 
Barker compete through  

programs at Miller  
College of Business.
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Bottomline

M
Economic Advisory

ichael Hicks is full of ideas. 
With experience from 

previous positions at Marshall 
University in West Virginia 

and University of Tennessee, Hicks joined 
the Ball State Bureau of Business Research 
in August 2007 as director of the bureau and 
associate professor of economics. 

The bureau, part of the Miller College of 
Business, already executes all the standard 
operations you would expect from an orga-
nization of its kind, including publishing 
the American Journal of Business, a 
peer-reviewed scholarly journal. But 
Hicks plans to take it up a notch.

Podcasting, blogs, dynamic 
data services, and business 
social networks are the types 
of additions Hicks hopes to 
make to the Indiana Busi-
ness Bulletin (IBB). These 
changes to IBB, the bureau’s 
data and forecast Web site, 
will allow voters and policy-
makers to more easily digest 
the information. IBB provides 
analysis and data on economic, 
business, and demographic trends 
in Indiana and a weekly commen-
tary, which can also be read in half a 
dozen newspapers around the state.

“I can’t tell small-business owners what 
is best for them,” he says. He can, however, 
provide information so they can make 
informed decisions on investments. “We tell 
them where the economy is going, trends in 
demographics like population and income, 
and then they find the opportunities.”

Ray Montagno, associate dean of the busi-
ness college, says local business leaders have 
expressed their appreciation for the data and 
forecasts Hicks is providing. “They are really 
impressed with contributions that he has 
made.”

Hicks says business owners help him out, 
too. Through a series of roundtable discus-
sions, in Muncie as well as Indianapolis, 
Hicks is able to gather information on 
upcoming issues in addition to sharing the 
bureau’s latest forecast. This helps the bu-
reau set priorities and draws its attention to 
issues that might not even be on its radar.

reemerge.” Hicks adds, “One day in the fu-
ture, we will be looking at tax reform again.”

Hicks has been praised for his positive 
outlook on the state’s economy and specifi-
cally Hancock County’s economy at a recent 
presentation to an economic development 
group. 

“His perspective on the national and local 
economy was very insightful,” said Den-
nis Maloy, executive director of Hancock 
Economic Development Council. “Hancock 
County is poised for substantial growth 

during the next few years. Regardless of 
the national mood, business invest-

ment in our county continues at a 
brisk pace.” 

Another area that Hicks is ea-
ger to advance is the impact the 
bureau has on students. When 
high school students think 
about their college options, he 
wants them to consider work-
ing in the Bureau of Business 
Research.

With the production of the 
American Journal of Business, stu-

dents assist with editing; solicit and 
place advertising; correspond with 

sponsors, contributors, and subscribers; 
and perform general research. 
“I want the bureau to be the place where 

students in high school want to work—
the place where the best students want to 
be,” Hicks explains. Whether students are 
studying economics, journalism, new media, 
or any other discipline, Hicks hopes they 
will realize the breadth of opportunities the 
bureau can offer.   l

by Cynthia Vaughn

Cynthia Vaughn is a freelance writer and owner  
of Creative Vibes Marketing. She lives in New 
Castle, Indiana.

Hicks has contributed his expertise 
through a series of reports analyzing the 
various Indiana tax reform proposals and the 
consequences on the state economy. He is 
especially excited about this project, since 
his passion is helping shape local and state 
policy. 

Indiana policymakers turn to the bureau 
for feedback. “They need help with public 
policies that keep coming up every few years. 
There are certain problems that continue to 
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Connections

2000-2008
Ed Armantrout, BS business administration, 
2001, has been promoted to retail center man-
ager at Old National Bank Yorktown Banking 
Center. Armantrout is a Yorktown, Indiana 
resident.

Faruk Arsian, MBA operations and technol-
ogy management, 2001, has been promoted to 
associate director of AT&T in El Paso, Texas. 
Arsian is an El Paso resident.

Tom Heck, MS accounting, 2007, is the vice 
president for operations/treasurer for the Ball 
State University Foundation. In 2007, he was 
presented with the Chartered Financial Analyst 
award. Heck is a Muncie, Indiana, resident.

Darcy Keith, BS insurance, 
2003, has been promoted 
to business analyst at State 
Auto Insurance. An article 
Darcy had written concern-
ing how to regain self con-
fidence as a public speaker 

was published in the November issue of The 
Toastmaster magazine. The magazine reaches 
225,000 members of Toastmasters located in 90 
countries. Keith is a Fishers, Indiana, resident.

Katie Parkins, BS management, 2001, has 
moved her business from Wachovia Securities 
to Raymond James and Associates, Carmel. 
Parkins is a Noblesville, Indiana, resident.

Tyler A. White, BS accounting, 2005, has 
been awarded Rookie of the Year during the 
Western-Southern Financial Group sales 
campaign. He is a sales representative at their 
Fort Wayne location. White is a Fort Wayne, 
Indiana, resident.

1990-1999
Chris Hanks, BS management, 1997, is a 
project portfolio manager for Quest Informa-
tion Systems. He is a member of the Project 
Management Institute Central Indiana 
Chapter board of directors. He organized a per-
manent remote site for the meetings to be set 
at the Ball State University Alumni Center, 
beginning in February 2008. Hanks is a Fishers, 

Indiana, resident.

Paul Lips, BS accounting, 
1990, has been promoted to 
EVP Operations and Finance 
from SVP Operations as AD-
ESA’s ownership transitioned 
from being publicly traded 

to privately held. ADESA is the second largest 
automotive auction chain with 58 locations 
across the United States, Canada, and Mexico. 
Prior to the move, he held several positions 
with ADESA in Carmel, including controller, 
CFO, and vice president of investor relations. 
Lips is a Noblesville, Indiana, resident.

Karen Mangia, BA interna-
tional business, 1997, has 
been promoted to senior 
manager for Cisco Systems. 
In her new role, Mangia is 
leading the Partner Experi-
ence Initiative and the 

strategy, planning, and portfolio management 
for this global, broad-based team.

Dennis McClure, BS international business, 
1993, is a customs compliance specialist for 
Rolls-Royce Corporation in Indianapolis.  
McClure is a Speedway, Indiana, resident.

Sandra Himelick Morris, BS accounting,  
1992, has been promoted to finance manager 
at Richmond Power & Light in Richmond.  
Morris is a Cambridge City, Indiana, resident.

Brad Polk, BS finance, 1991, 
has been elected to the Mun-
cie City Council District 4. 
He began his term January 
1. Brad is a loan officer at 
Industrial Center Federal 
Credit Union, Muncie. Polk 

is a Muncie, Indiana, resident.

1980-1989
Clement Dikoko, MBA 
finance, 1987, is the senior 
business process analyst for 
finance for Shell Inter-
national Exploration and 
Production in the Nether-
lands. He maintains a house 

in Snellville, Georgia. His work is a combina-
tion of finance, accounting, and information 
technology using ERP SAP. Dikoko oversees 
numerous operating units around the world in-
cluding the United States, Europe, Russia, the 
Middle East, Malaysia, and Nigeria. Dikoko is 
a Hague, Netherlands, resident.

1970-1979
Mary Hylton Cook, BS mar-
keting, 1974, is the owner 
of Mary Cook LLC, an 
organizational development 
consulting firm in India-
napolis. She currently serves 
on the Miller College of 

Business Information Systems and Operations 
Management Advisory Board. Cook  
is an Indianapolis resident.

Jeffery Passage, BS ac-
counting, 1978, is the chief 
accountant for United Home 
Life Insurance Company, an 
affiliate of the Indiana Farm 
Bureau Insurance. During 
the 1998-1999 school year, 

he and his wife hosted a high school foreign 
exchange student who will earn her master’s 
degree through Ball State University’s Depart-
ment of Journalism this December. Passage is  
a Noblesville, Indiana, resident.

Donna Reed, BS business, 1974, has retired 
from the Internal Revenue Service after 32 
years of service. She began working for  
Computer Sciences Corporation in January. 
Reed is an Alexandria, Virgina, resident.

1960-1969
Thomas L. Farris, BS general business and  
social studies, 1967, has been elected presi-
dent of the Ball State University Alumni  
Association for 2008. Thomas and his wife, 
Linda, (also a 1967 Ball State graduate)  
live in Muncie, Indiana, where they own a  
marketing, advertising, and public relations 
consulting firm.

Richard Heckman, BS  
business education, 1969,  
has retired after more than 
31 years in education, with 
2 ½ years served in public 
school and 29 years as a  
community and technical 

college administrator in Indiana, Michigan, 
and North Carolina. The last six years of his 
career, Heckman was the president of Ran-
dolph Community College in Asheboro, North  
Carolina. Heckman is a Park Township,  
Michigan, resident.   l
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Share your news with us!
Your classmates want to hear from 
you. Please update us at:  
www.bsu.edu/business/contactus  
or send your news to: 

Ball State University 
Miller College of Business
Whitinger Business Building 100
Muncie, IN 47306

Deadline to have your Connection 
run the fall edition of Ball State  
Business is Friday, July 18, 2008. 

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



Whitinger Business Building 
Room 100
Muncie, IN 47306
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Ball State University

Ball State President Jo Ann 
M. Gora (top, left) with Award 
of Distinction recipient Renae 

Proctor Conley, and Interim 
Dean Rod Davis (bottom, left) 

with Hall of Fame recipient Carl 
R. George and Alumni Board 
President Dave Heeter at the 

2007 Alumni Awards.

Hall of fame award 
The nominee is a Ball State University graduate, holds a position of distinction  
in business, government, or academe, and demonstrates exceptional success in  
his or her field. The nominee is recognized as a civic leader as exemplified by  
volunteer efforts and as a supporter of Ball State University.

award of distinction 
The nominee is a graduate of Miller College of Business and holds a position of  
distinction in business, government, or academe, and demonstrates outstanding success 
in his or her field. The nominee also demonstrates loyalty to, support of, and leader-
ship on behalf of the Miller College of Business, and is a recognized civic leader.

award of acHievement 
The nominee is a graduate of the Miller College of Business and is in a position of 
responsibility, demonstrates success in his or her career, and demonstrates support  
of the Miller College of Business and Ball State University.

about the awards

Ball State President Jo Ann 
M. Gora (top, left) with Award 
of Distinction recipient Renae 

Dean Rod Davis (bottom, left) 
with Hall of Fame recipient Carl 

friday, october 10, 2008 at 5:30 p.m.  

in the Ball state University alumni center

Keynote speaker/Hall of fame award winner: 

tom ertel, partner for ernst & Young,  

Bs accounting, 1977

the gala will honor outstanding  

business alumni.

awards are being presented for  

the miller college of Business Hall of fame,  

the award of distinction,  

and the award of achievement. 

for more information,  

contact tammy estep at 765-285-8311  

or e-mail her at testep@bsu.edu. 

Join us for the fifth annual  

Miller College of Business  

Alumni Awards Dinner
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