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a new name for husiness

hat an exciting time we’ve had dur-
ing the past couple of weeks in the
Miller College of Business—that’s
right, we have a new name! In early
September, the Ball State University Board
of Trustees approved acceptance of a nearly
$17.2 million gift that would rename the
college. The gift was bestowed from the
estate of Wally Miller, an alumnus and
former instructor in our college. For the
last 20 years of his life, Mr. Miller was the
CEO and COO of Miller’s Merry Manor
Corporation, now known as Miller’s Health
System. This organization operates 31 nurs-
ing homes and three assisted living centers
across Indiana. Our next issue of Ball State
Business will allow you to get to know the
man behind the gift. What an incredible
legacy for him to leave us—our job is to
make sure he made a wise investment.
As you can see, our signage
needs to be updated—actu-
ally the new letters to
add “Miller” above the
“College of Business”
are ordered. Pictured
with me are Stefan
Anderson, chair-
man of the board
of First Merchants
Corporation and
chair of the Miller
College of Business
Executive Advisory
Board and Suzy
Killen (right), the
director of development
for our college. Steve
and Suzy are terrific advo-
cates for us, and I want you to
become familiar with them.
In this issue we feature

our Professional Selling program, led by

Ramon Avila, this year’s Outstanding
Faculty Award winner at Ball State. Learn
more about how this program has evolved
to prepare graduates to “hit the ground run-
ning” as they enter sales forces all over our
country. We also share Jean Ann and Joe
Harcourt’s story of their family business.
After this sister and brother each earned
business degrees at Ball State, they had to
apply their education quickly when their
father died unexpectedly. Read how they’ve
risen to that challenge.

A cooperative effort between the Miller
College of Business, its Alumni Board, and
the Ball State Career Center, the Advanced
Professionalism Certificate enters its second
year. This unique program gives students an
extracurricular opportunity to learn practi-
cal tips to help them become successful in
business. If you have ideas for seminar top-
ics vital to a graduate’s success, please let
me know.

As always, know that you are important
to us. Your support, with your time, ideas,
and financial resources, is critical to our
success. Our annual fund effort this year
focuses on classroom updates of paint, car-
pet, and furniture. While we’ve remodeled
most of the public spaces in the Whitinger
Building (including the student lounge
and largest classroom this summer), we
still have much to do. Even your small gift,
combined with small gifts of others, adds
up. We hope many of you will think about
becoming a first-time donor to the Miller
College of Business Annual Fund this
year. You can help make a difference. I am
thankful to have the opportunity to serve as

dean and look forward to hearing from you

(Irichardson@bsu.edu or 765-285-8192). m

Lynne Richardson
Dean and Professor of Marketing
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briefs

husinesswear

What are the best-dressed alumni
wearing this fall? A new line of specially
designed College of Business apparel.
Choose from a variety of high-quality
denim shirts and golf shirts—perfect
for casual Fridays, football games, and
showing your alumni support anytime.
Order online at www.bsu.edu/cob/shirts.

new accounting

faculty member
The College of Business added a new
tenure-track faculty member this fall.

Beverly Rowe joined the Department
of Accounting from Colorado State
University at Fort Collins. Rowe has
published articles in such journals as
Issues in Accounting Education, Jowrnal
of Accounting Education, and Oil,

Gas & Energy Quarterly. Her areas of
research and specialty include decision
making in electronic environments,
knowledge management, and perfor-
mance measurement.

Rowe is a CPA. Prior to joining the
academic ranks, she held several corpo-
rate accounting positions. She received
her M.B.A. from Purdue University
and earned her Ph.D. from Texas
A&M University.
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director of

development named
In June the College of Business wel-
comed a new director of development.
Suzanne B. Killen, CFRE, is an
experienced university development
officer, joining Ball State from Butler
University’s College of Education.
She has also held positions with the
Indiana University Foundation and
the University of North Texas. Killen
is a leader in volunteer management,
corporate giving, and comprehensive
university fund raising.

“The College of Business is at an
exciting stage of growth,” says Killen.
“I've been impressed with the vision
and am looking forward to being a part
of the team that is going to make this
vision a reality for Ball State business
students.”

college hosts

cpa pre-test

For the third time the College of
Business was home to a pre-testing
event to assess the new CPA exam-
ination, and Ball State was the
only university in the state to
participate. In early August the
Department of Accounting hosted
representatives from the American
Institute of Certified Public
Accountants who administered the
new computer-based test to more
than 200 participants. The first
time the department sponsored the
event was last August with 60 test-
takers, and the second event was
double in size—one of the largest in
the nation. The latest trial was the
most highly attended on record.

“Department Chairperson Jim
Schmutte and his staff did such
an outstanding job in promoting,
recruiting for, and organizing the
first pre-test event, we were delight-
ed when they invited us back for
a second, third, and now a fourth
event scheduled for October,” says
Joanne Lindstrom, pre-test techni-
cal manager.

“Ball State holds the record for
the highest number of appoint-
ments out of about 75 schools that
have participated in our pre-testing
over the past year and a half,” says
Lindstrom. “Ball State also holds
the record by far for the highest
number of CPA-track profession-
als—individuals who have finished
their education and now are sit-
ting for the CPA exam. This is an
important contribution because it
is this pool of pre-test participants
that most closely resembles our
actual pool of CPA exam test-tak-
ers, an important variable in our
pre-test data analysis, and a not-so-
easy group to access in pre-testing.”



entrepreneurship
news

The entrepreneurship program
at Ball State continues to be ranked
among the nation’s best. The under-
graduate program was recently named
fifth in the country by U.S. News and
World Report making it the only pub-
lic institution in the top five. Also,
Entrepreneur magazine lists Ball State’s
Donald E Kuratko as the top director
of a college entrepreneurship program.
Kuratko founded the program in 1983.

Thanks to a $1 million federal edu-
cation grant, the College
of Business is establishing the
new Entrepreneurship Dynamics
Laboratory, which will benefit both
the business community and students
by creating partnerships. Businesses
may apply to receive free services such
as the pre-incubator program that
assesses the quality of a business pro-
posal; expert student team consulting
assistance; and business plan review
teams.

new certificate
graduates

The new certificate program,
Business Essentials for Professionals,
has graduated its first four participants.
The certificate was designed specifi-
cally for working professionals with
degrees in nonbusiness areas who
desire business knowledge. Courses are
taught by College of Business profes-
sors on campus, in Fishers, Indiana, or
via interactive broadcasts at various
access sites.

For more information, visit
www.bsu.edu/cob/newcert.

college award winners

The College of Business instituted a new awards program honoring the

excellence of its faculty. This year’s winners are:

Duncan

Outstanding Teaching Award 2003

Jim Duncan (Accounting)—Duncan has been with the
Department of Accounting for seven years and has consistently
been regarded by students as one of the best teachers in the
college. He has won the Delta Sigma Pi Professor of the Year
Award for the last three years.

Outstanding Research Award 2003

Mark Myring (Accounting)—In the last several years, Myring
has produced a remarkable amount of peer reviewed research.
This past year he has had seven refereed journal articles
accepted for publication.

Outstanding Service Award 2003

Howard Hammer (Finance and Insurance)—Hammer has
provided an exemplary service to both the college and the
university. This past year he served as the acting department
chairperson during the fall semester. He continues to serve on
numerous college and university committees and is well known
for his thoughtful consideration and even handedness.

An Extraordinary Year 2003

Ramon Avila (Marketing and Management)—Avila was hon-
ored with the university’s Outstanding Faculty Award for 2003.
He has made extensive contributions to his department and
college through his exemplary teaching, research, and service.
His student team received a number of awards at the national
sales competition, and he is instrumental in bringing a nation-
al sales conference to Ball State this fall. (Read more about
Avila and the Professional Selling Program on page 5.)

An Extraordinary Year 2003

Sushil Sharma (Information Systems and Operations
Management)—Sharma has made a significant impact since
his arrival in the College of Business three years ago. In addi-
tion to being a prolific publisher, he has made significant
contributions to curriculum design of the ISOM department.
He, along with other faculty, is spearheading the college effort
to integrate SAP in our curriculum. Sharma’s article “Securing
Information Infrastructure from Information Warfare” has
been selected as one of Emerald Management Review’s top 50
articles of last year.
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above: Sales Team
Today (left to right) Scott
Inks, Ramon Avila and
Joe Chapman.

right: Sales lab.
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t's the first day of the personal selling class in 1976 at Ball State

University. Professor Rodney Davis takes his place in front of the
room, which is unusually wide but not deep with just three rows of
desks. The classroom space is awkward, but not unlike many of the
makeshift classrooms in the old Naval armory where business classes
are conducted. The setting is straight out of central casting for a mili-

tary base, not a growing business school.

Sales education has been a part of the marketing curriculum at
Ball State since 1965—awhen the College of Business opened. But in
some ways this day is the dawning of the professional selling program,
because a junior student who sits in the back row would be intro-
duced to selling on this fall morning. And in a few short years, he
will return to campus and build a selling program that will be among

only nine such programs in the nation.
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lessons in

Those odd classrooms live on only in
the vivid memories of alumni from that
time. And today Ball State is recognized
nationally for its quality Professional
Selling Institute with a modern suite
of facilities in the Whitinger Business
Building, four sales courses, three dedi-
cated faculty members, an award-winning
student sales team, and a unique sales lab
accessible 24/7. And most importantly,
there are the numerous success stories of
its graduates.

Rodney Davis now is associate dean of
the college. His former student, Ramon
A. Avila, is the George and Frances Ball
Distinguished Professor of marketing
and director of the selling program. He
shaped a program from a single class to a
center of excellence.

ou can find a sales management
class at a vast majority of busi-

ness schools. But Ball State split out the
principles of professional selling from the
standard management perspective, a move
Ramon Avila says demonstrated some
foresight by early College of Business
administrators, and an action most other
business schools have yet to do.

“Most other colleges teach a sales
management class and spend only one
week talking about selling within that
one class,” says Avila. “When Jim Lowry
first taught sales in 1971 at Ball State, he
felt if you are going to do any justice to
selling and sales management you need to
separate the classes into two. And so he
did.”

Another pivotal character in the
early growth of the selling program was
Professor Maurie Claubaugh. In the late
1970s, he introduced role playing—a
teaching method in which students “act
out” different selling scenarios. The
exchanges were videotaped and played

i

selhng

The nationally

acclaimed Professional

Selling Institute

By Mary G. Barr
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below: top, Dustin Talbot ‘01, Eli
Lilly and Company and bottom, John
Marcum ‘86, Merrill Lynch.

back in class for a group critique. Role
playing and videotaping—now standard
techniques in corporate sales training
programs—were additional components
differentiating Ball State’s sales program
from the start, and they still are.

“I returned when the Whitinger
Business Building opened in 1979 as a
young instructor—but [ was just teach-
ing Principles in Marketing back then,”
recalls Avila. Replacing the recycled mili-
tary buildings, the newly built business
facility had what was called consumer
behavior labs equipped with one-way
mirrors, a master control room, and
video-recording capabilities—but the
real purpose was for something else. “You
weren’t going to get a sales lab approved
for construction back then,” explains
Avila. “But Jim Lowry knew these three
consumer behavior labs he opened would
someday be sales labs.”

Avila returned to campus once again
in 1984—this time carrying his Ph.D.
from Virginia Tech University and
sales experience working for Burroughs
Corporation. Joe Chapman joined the
faculty in 1986 and established the
Selling and Sales Management Club.
Avila and Chapman were both fraternity
brothers and business majors as under-
graduates at Ball State.

Upon Avila’s arrival, he was presented
with a challenge by the brand new dean.
Avila recalls Dean Neil Palomba asking
department chairmen to strategize oppor-
tunities within the College of Business to
become centers of excellence for the col-
lege, the university, and beyond—unique
approaches to teaching or research that
could achieve recognition and set the
college apart.

“I just walked in the door that day,

and I began investigating the potential
of sales as a center of excellence and
determining what that meant,”
remembers Avila. “It was very out
there.”

By employing his sales acumen,
including the classic sales principles of
listening instead of talking and identify-
ing and fulfilling business needs, Avila
set out to create a center of excellence
in the uncommon and unexplored niche
of sales. He traveled to the University of
Utah and Baylor University to research
the idea. “I could only find a couple
schools with sales programs. Literally just
two of them in the country!” he recalls.

He listened, learned, and filled a
need. In just a few years, Avila created
a national leadership position in sales
education at Ball State. “We may be one
of only two or three schools in the nation
that are teaching classes in introduction
to sales, professional sales management,
advanced sales, and sales technology.” In
1996 the Professional Selling Institute
was officially recognized by the university.
The institute conducts research on sales
and offers hands-on training to both stu-
dents and members of outside companies.

[t isn’t just Avila’s business approach
to building curriculum that allowed
the program to succeed. Avila possesses
skilled leadership as an educator. John
Marcum was one of Avila’s early students
who graduated in 1986 and now is vice
president and senior financial advisor at
Merrill Lynch in Indianapolis. “I remem-
ber Dr. Avila’s constant references to
current events,” says Marcum. “Dr. Avila
would catch a news headline, take that
situation, and evaluate it in the class-
room. He was building that bridge from
the classroom to the actual environment

7 Ball State business - Fall 2003

“Many corporations aren’t even aware
universities offer a selling program

because it is so unusua

—Scott Inks
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that we’d be in. I can’t think of anybody
who did that better than Dr. Avila.”

More recently, Dustin Talbot says
Avila guided him to a career he didn’t
consider before setting foot in his class-
room. Talbot explains he enrolled in
the selling class because he knew some
friends who were taking it. “Early on
in the course, Dr. Avila asked the class
who didn’t think a sales career was for
them. I raised my hand. Dr. Avila said,

‘I appreciate you taking my course, and
let me know how you feel a month from
now,” Talbot recalls. “A month later, I
signed up for every sales course Ball State
offered.”

Like Marcum, Talbot indeed found his
calling in sales. Since his graduation from
Ball State just two years ago, Munster-
based Talbot has been a top performer
with Eli Lilly and Company, and has
been on the advancement fast track. He
has been promoted to senior sales rep-
resentative within just two years, a feat
which normally requires three or four
years of experience.

he Ball State advantage is clear.
Selling is only covered in a small

way at most business schools in the coun-
try, even top schools.

“You can’t take a selling course at the
Krannert Business School. If you went
to Florida State or UCLA, you couldn’t
take selling. You could take sales manage-
ment, but not a course dedicated to sell-
ing,” says Avila. Ball State now has four
courses that focus on the art of selling.

In Introduction to Professional
Selling, students learn how to prospect
and approach customers. They learn
presentation tactics and how to handle
resistance as well as the important skills
of how to close the sale and follow up.

Ball State students learn motivation,
leadership, and performance evaluation
in the Sales Management course. The
Sales Technology Applications class is
new and explores computer and com-
munication technologies as they apply to
selling including forecasting tools.

In the Advanced Professional Selling
class, each student is paired with a “sales
coach” from a major company, such

as the Indianapolis Colts, Federated
Insurance, and Pfizer. For their midterm,
students make a pitch to their coach
who plays the role of buyer. “This is
very unique,” says Avila. “I don’t know
if anyone else in the country does this.”
Coaches volunteer their free time to
mentor and practice with students.

This unique curriculum results in
graduates with a high value making them
more marketable for corporate jobs. “A
majority of marketing majors are going
to start in sales before getting into man-
agement. If you prove yourself in sales,
you can move quickly into a marketing,
advertising, or research position if you
desire,” says Avila.

“Many corporations aren’t even
aware universities offer a selling program
because it is so unusual,” says Scott Inks,
professor of sales technology. “Once they
know we offer it, corporations perceive
it as a strong and useful skill that can be
readily applied.”

Hershey Foods has long recognized
Ball State’s edge. For the past 25 years,
Dean Schleppi has been recruiting
regional sales representatives for Hershey.
“I rate Ball State as the best recruiting
campus in the state of Indiana,” says
Schleppi. “I've recruited at other uni-
versities since the 1970s—some of them
have improved, some haven’t changed.
Ball State has consistently been the best
from the start.”

Schleppi says job candidates from Ball
State’s selling program exhibit a great
work ethic. “They come prepared, and
they are professional.”

“I was surprised to learn from some
of my coworkers that not a lot of uni-
versities offer this type of program,” says
Gwen Berry, one of Schleppi’s recruits
who graduated in 1998. “What we do in
training at Hershey—Ilike the videotaped
practice sessions—I’ve already done at
Ball State.”

In addition to the expanded sales
courses, the program has built a reputa-
tion on practical experiences and expo-
sure. Julie Nahvi, a 1996 graduate, is
director of marketing at BitWise Solutions
in Carmel. Nahvi says the videotaping of
practice sales calls make students stretch
beyond their comfort zones. “It’s one

below: Julie Nahvi ‘96, BitWise Solutions.

“He was building
that bridge from
the classroom

to the actual

environment that
we'd be in. | can’t
think of anybody
who did that better
than Dr. Avila.”

—John Marcum
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above: left, Gwen Berry ‘98, and recruit-
er Dean Schleppi, Hershey Foods.
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thing to sit down and be videotaped, but
to have it broadcast to 20 peers and have
them critique you is something else. It
may make you uncomfortable at times as a
student, but it makes you a better profes-
sional in the long run.”

Nahvi also benefited from sales “ride-
alongs” with real sales reps whose districts
pass through Muncie. “As a student in
Advanced Professional Selling, not only
did I see the work of a corporate profes-
sional firsthand, each student would
come back to the class and do a presen-
tation so I got a glimpse of 15 different
industries.”

Students also connect with indus-
try at the Sales Job Fair—the country’s
largest event of its kind in a collegiate
setting. Last year Ball State had intro-
duced more than 300 students of any
major to 52 top name employers such as
Edward Jones, State Farm Insurance, and
Enterprise Rent-a-Car. This year the col-
lege is expecting even more at the annual
January event.

“One of the reasons I got my job with
Hershey was the Sales Job Fair. I met
Dean Schleppi at the fair in my sopho-
more year,” says Berry who is a regional
customer sales executive. She also inter-
viewed Schleppi for a project in her Sales
Management course. “It definitely made
it a lot easier when I interviewed for a
job. I already knew him,” says Berry. “It’s
an amazing advantage to be networking
with top corporations so early in your col-
lege career.”

As a young alumnus, Dustin Talbot
enjoys coming back to speak to sales
classes. Talbot is one of many sales pro-
fessionals who participate in a classroom
speaker series. “It’s been one of the most
rewarding experiences I’ve had at Ball
State—to come back,” says Talbot. “To
look at a class of 32 and say, ‘I was in
your position two years ago’ is a way for
me to give back. My advice to students
includes asking questions and constantly
striving to improve your sales technique.”

he profession of selling can be dated

back to ancient Greece. But in the
past century, the field of sales hasn’t
been without misperceptions. Part of the

philosophy extolled through Ball State’s
program is that the lifeline in business is
the sales function.

“I think professional selling is prob-
ably the most important component of
what influences business, but yet we don’t
tend to think of it in that way,” says John
Marcum.

“Unless they know someone in profes-
sional selling, students don’t typically
think about a career in sales or they may
not have a clear idea what a career in
sales is like,” says Nahvi. “Students may
think of cold-call telemarketers or think
they’ll be traveling all the time and living
out of a hotel, which for most sales posi-
tions is not accurate.”

Marcum says he has witnessed the new
movement in sales philosophy. “When 1
entered the professional workforce [in the
late 1980s], the concept of professional
selling was just starting to take hold—
there was sort of an old school/new
school,” he explains. “Old school was
you hammered away on the product until
someone decided to finally buy it from
you. The new approach is based on com-
munication and learning what the clients’
needs are. It is a consulting approach
rather than a hard-sell approach. Hard
sell doesn’t effectively work in the long
term anyway.”

Nahvi appreciates the entrepreneurial
aspect of her job. She decides who her
customers are and to whom she targets.
“Selling gives you a lot of responsibility
and self-control. Whether you succeed or
fail, it’s really up to you.” And there are
the very lucrative financial rewards.

“Professional selling gives you oppor-
tunities to earn whatever you are worth.
If you work hard, at the end of the
day you are making more money,” says
Marcum. “There is a positive correlation
between your work effort and compensa-
tion in professional selling.”

II 2 002 was a big year for the
Professional Selling Institute
because we expanded our faculty with
Scott Inks—he is the first to teach sales
technology,” reports Avila. “We also

established the University Sales Center
Alliance last year, an organization for sales



centers around the country,” says Avila
who has even more ideas for the program.

“We want to be a top contender in
the national collegiate sales competitions.
We want to be recognized for having the
finest sales conferences in the Midwest,”
he says.

Plans also include expanding corpo-
rate partnerships and finding additional
funding to digitize the sales labs and
underwrite travel expenses for the student

to the benefits of professional selling until
they happen upon a sales course in their
junior year, Avila is working to establish
an outreach program to high school stu-
dents—as well as college freshmen and
sophomores—to elevate awareness of the
selling profession as a solid and rewarding
career.

“We have pretty decent enrollment
already and that’s from word of mouth,”
says Scott Inks. “I think we can attribute

sales team. the good word from our own alumni who

Because many students aren’t exposed  get the great jobs.” H

A

Fil

Top Student Sales Team

The Ball State University student sales team won four top awards—more
than any other school—at the 2003 National Collegiate Sales Competition. 1
Twenty-seven schools were invited to participate at the Atlanta event last
spring. The team from Ball State took home third place honors for overall
team. Other awards were first place in product category and second place in
service category both to Shannon Weiss; and third place in product category
to Joel Coffey. Back row, left to right: Avila, Megan Malayter, Shannon Weiss,
Inks. Front row, left to right: Sean O’Hara, Joel Coffey.

Ramon A. Avilg,

George and Frances Ball Distinguished Professor

Ramon A. Avila received his B.A. and M.B.A. from Ball State University
and received his Ph.D. from Virginia Tech University. After working in sales at
Burroughs Corporation, he returned to Ball State to begin his teaching career.
His primary research is in personal selling and sales management. His many
honors include:

e The Leavey Award in 2002 for innovation in the classroom with his
Advanced Professional Selling class

e Mu Kappa Tau Outstanding Contributor to the Sales Profession in 1999.
Avila is only the third recipient of the award

e Ball State’s Outstanding Faculty Award

e Ball State’s Outstanding Service Award

® Ball State’s Outstanding Junior Faculty Award

e The College’s Outstanding Professor of the Year

® The Dean’s Teaching Award for every year since its inception in 1987
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The Professional

Edge

The finer points to success with

the Advanced Professionalism Certificate

By Susan Holloway



ould a choice as seemingly

innocuous as which table

fork to use at lunch prove to
be the proverbial “fork in the road” in a new
Ball State graduate’s career path?

It just might, says College of Business
Dean Lynne Richardson, who explains
that if indecision about which table uten-
sil to use prevents an individual from
being confident and focused during a
business lunch, it could tip the delicate
balance that determines success or failure.

“But it’s not just about forks and
knives,” Richardson says. “It’s really a ques-
tion of how well you do under pressure.
Do you know what to do in social settings?
Do you know how to run a meeting, how
to dress, how to interview, how to network?
Those are the soft skills that are not taught in
the classroom and are so very important in busi-
ness success.”

And those are the skills that Ball State College
of Business majors now are acquiring as part of the
college’s new Advanced Professionalism Certificate
program.

Launched in the fall of 2002 under the triple
sponsorship of the College of Business, its alumni
council, and the Ball State University Career Center,
the professionalism certificate program is designed
to enhance the curriculum for Ball State business
majors. The program helps students hone the social
skills and polished professionalism that will help them
make effective career plans, interview successfully,
transition smoothly into the workplace, and, ulti-
mately, reach professional goals.

“The purpose is to create opportunities for our stu-
dents to gain the skills that, combined with what they
learn in the classroom, will make them more competi-
tive in the marketplace,” says Richardson.

Determining how Ball State College of Business

graduates stack up against graduates from other area
universities was the primary goal of the College of
Business Alumni Board when it conducted a series
of focus groups during the 1998-1999 academic year,
led by then board president Craig Dunn, president of
Liberty Financial Group.

Jim Ittenbach is president of Strategic Marketing
and Research of Indianapolis and at the time was
vice president of the alumni board. He donated his
company and staff resources to conduct focus groups
with three groups: college recruiters who had recent
experience interviewing and hiring graduates from
Ball State and other universities; employment offi-
cials at companies that had recently hired graduates
with business related college degrees; and representa-
tives of College of Business faculty.

The results of the study indicated that Ball
State graduates were well prepared in their majors.
However, when compared to graduates from other
universities, some Ball State graduates seemed to
project less sophistication, social skills, and “real
world” experiences that may help ensure success in
the workplace.

“In a nutshell, they found that human resource
directors believed our students have terrific skill sets
and a wonderful work ethic, but some lacked that
savvy professionalism,” summarizes Richardson.

Acting on the findings, the alumni board dis-
cussed with College of Business administrators
what could be done immediately to better prepare
future graduates. “We wanted to take our strengths
and make them stronger as well as look at ways to
improve any weaknesses—polish our product a bit,”
says Dunn.

The Ball State Career Center soon became part
of the solution, recognizing that among its com-
prehensive services were existing programs that
addressed key skill sets. The College of Business
worked with Career Center Associate Director
Sheila Spisak and Nicole Feldhues, assistant director,
who acts as liaison to the College of Business.
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At the etiquette dinner, participants learn
more than just which fork to use.

“If two job candidates have equal backgrounds and

preparation, one’s professionalism could make the difference.”
—Nicole Feldhues, Career Center assistant director

n September 2002, 134 Ball State

students attended the kickoff for the
Advanced Professionalism Certificate:
Real World Survival Skills, at which
Craig Dunn was the keynote speaker.

“We were wowed by the initial
response,” reports Richardson.

“I didn’t expect the students to
get involved this quickly,” says Janice
Replogle, director of undergraduate pro-
grams for the College of Business. “It
leads us to believe we are meeting a need.
The faculty has been supportive; they see
the programs enhance classroom learn-
ing.”

For the 2002-2003 academic year of
the Advanced Professionalism Certificate
program, 23 students earned certification,
a significant number. “Those students
really had to work hard to get all the pro-
grams completed in one year to qualify
for the certificate,” notes Spisak.

A number of other events offered in
the certification — including job fairs,
career information days, and professional
etiquette dinners—had been offered pre-
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viously by the Career Center and were
deemed appropriate for the certification.

The job search seminar, which the
Career Center has been offering for nine
years, became the cornerstone of the
professionalism certificate and the one
program that is required of all certificate
participants.

“It’s a great way to encourage students
who might not have been taking advan-
tage of what we already offered at the
Career Center to do so and get credit in
the process,” says Feldhues, who notes
that the professionalism certificate part-
nership has resulted in an increase in par-
ticipation in many of the Career Center’s
existing programs.

n addition, the professional etiquette

dinner was moved to a new location
to accommodate the increased number of
participants, as well as more involvement
by College of Business alumni, faculty,
and university administration.

“We learned this year that many stu-

dents didn’t go to just two programs, but
to multiple events each semester,” reports

Richardson. “Lots of students are doing
more than the minimum, so that’s a good
signal. Students recognize that this is
something they need, but then once they
attend their first program, they also realize
that it’s enjoyable too.”

Evaluations of the programming
revealed different student motivations for
enrolling in the certification. Many stu-
dents said they were pursuing the profes-
sionalism certificate to give themselves a
competitive edge, enhance their resumes,
and make themselves more professional
and marketable. Others saw the program
as an opportunity to get more involved in
something outside the classroom.

“The students may have different
motivations for attending program events,
but they all take away something that’s
going to help them in their professional
development,” says Spisak.

Senior human resources major Jennifer
Sisley says the Advanced Professionalism
Certificate program gives her added
incentive to attend events that she
already considers valuable. “It’s a win-
win situation,” she explains. “It’s a way



of gaining recognition for my efforts. My
participation in the program demon-
strates to peers, professors, and prospec-
tive employers that I have initiative and
enthusiasm for my field of study.”

Student feedback also proves helpful
in improving the sequence for the certifi-
cate programs. “This year each program is
geared more toward an appropriate time
during a student’s college education,” says
Replogle. “Sophomores are more inter-
ested in discussion of majors and career
exploration, while juniors should be
focused more on resume writing. Seniors
are interested in the mock interviews and
transition to work programs.”

enefits of the program abound

and extend to Ball State as a
whole. “It’s certainly good for students,
but it’s also good for the university to be
represented well in the marketplace,” says
Feldhues.

Because all students can benefit
from many of the topics explored in the
Advanced Professionalism Certificate
program, Richardson says that in the
future the program may serve as a model
for other colleges at Ball State to develop
similar programs.

Still another advantage of the
Advanced Professionalism Certificate is
having College of Business alumni com-
ing back and sharing their expertise with
current students. “It’s a great opportu-
nity for us to reconnect with alumni by
involving them in a meaningful way,”
notes Richardson.

But, she says, the first priority of the
program continues to be the students.
“We want our students to be as good or
better than any they’re competing with.
And we want them to have the confi-
dence, because in my experience, it’s not
so much that students don’t have the
knowledge, it’s that they don’t have the
confidence to exhibit the knowledge.” B

Susan Holloway is a communications
manager with the Ball State University
Office of University Communications.

What is the Advanced
Professionalism
Certificate?

Ball State students who enroll in the optional pro-

gram have the opportunity to attend a variety of events and

seminars on topics ranging from dining etiquette to developing

a portfolio, choosing a mentor to communicating professionally,

teamwork to stress management. Each student must participate in

a total of 10 programs—a minimum of two each semester—to be

eligible for certification, which is received at graduation.

Dean Lynne Richardson says the certificate provides students a

unique opportunity. “The certification is intended to distinguish Ball

State College of Business graduates from those of other institutions of

higher education,” she says. “Although many schools require one-hour

courses or seminars that address professionalism, we’re not aware of other

schools that offer this kind of certification. It’s a great talking point on

a resume. And it tells potential employers that the student had enough

initiative to realize the need for more expertise and to spend the time and
make the commitment to acquire that expertise.”

Last Year’s Program

In its first year, the Advanced Professionalism Certificate offered pro-
gramming divided into two major components. A series titled “Focus on your
Future” featured College of Business alumni and other business professionals
who spoke to students about topics under the umbrella theme, “Putting the ‘I’
back in Ethics.”

The second component comprised Career Center seminars and events,
including two new programs developed especially for the certification pro-
gram—"“Internship Means Opportunity” and a practice interview day. Both

were spearheaded by Career Center Associate Director Sheila Spisak, who
guides internship-development and transition-to-work efforts.

This Year’s Program

This year’s Advanced Professionalism Certificate program
theme—“A Culture of Change”—encompasses speakers on large-scale
topics such as environmentalism, globalization, and technology, as well
\ as seminars that focus on the personal culture of change. Other pro-
grams touch on international business—and the importance of appre-
1 ciating customs, cultures, and different ways of doing business—in

addition to understanding office relationships and hierarchy.

| Alumni Involvement
4 Alumni involvement in the Advanced Professionalism
Certificate program is rewarding and does not require a lot

a time. “Alumni commitment is just a few hours back
on campus for a single event,” says Craig Dunn. To

volunteer for upcoming programming, please reach
us through www.bsu.edu/business/contactus.
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Brother-sisver veam
keeps‘ schools stocked

By Steve Kaelble
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hink back to grade-school days.

Anyone who started school

in the 1960s or later stands a
good chance of remembering the pen-
cil machine, a metallic-looking box
that would dispense pencils when fed
small change. Some may recall a similar
machine that issued writing tablets.

Behind those memories is a success-
ful company in tiny Milroy, in southern
Rush County, Indiana. Leading Harcourt
Industries is a brother and sister team—Joe
and Jean Ann Harcourt—both products
of the Ball State University College of
Business, like their father before them.

Though Joe and Jean Ann Harcourt
studied business in college, their business
education really began long before they
set foot on the Ball State campus in the
late 1960s and early *70s. They started
right out of elementary school, working
at the company founded as a partner-
ship between their grandfather, Calla V.
“Pick” Harcourt, and their father, Conrad
C. Harcourt. “We started working after
school and on Saturdays at about 12
years old,” Jean Ann recalls.

The family business back then was
known as Harcourt Outlines Co., founded
in 1956 and named after its main function:
printing outline maps on carbon master
units to be used on duplicating machines.
As a supplement, the company sold
school-name pencils.

That sideline quickly grew in impor-
tance as the demand for printed master
units declined. In 1958, Pick Harcourt
invented a pencil-vending machine, which
the company began producing so that
schools could borrow them free of charge to
sell Harcourt pencils. It was a crucial devel-
opment that pointed the company in a
direction it follows to this day. “That’s how
it all got started,” Joe says.

In 1959, Pick Harcourt unveiled his
machines that dispensed pens and writing
tablets. For most of its first decade in the
paper business, Harcourt Qutlines bought
tablets from other manufacturers and
printed school names and mascots on the
covers using a secondhand press in a dirt-
floor chicken house. By 1967 the company
decided to start making its own tablets, so it

left: Tean Ann and JToe Harcourt with an updated version

of their 5randy[aﬂter's‘ invention, a pencil vending machine.
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bought equipment and moved production
from the chicken house to a new building.

Not long after, Joe Harcourt enrolled
at Ball State. “I always figured I'd be in
the family business,” he says. “I knew I was
going to be a salesman. My goal was to
move to California and get the company
going there.” Indeed, Joe’s early sales efforts
gave Harcourt a strong presence in the
important educational market of California.

Jean Ann, on the other hand, had dif-
ferent plans. “I was going to go into real
estate, and I thought that I might eventu-
ally end up in the family business,” she
says. And though she went to work for
Harcourt upon her graduation in 1975,
that was supposed to be just a temporary
gig. “Dad had talked me into helping him
for the summer because his secretary, who
is still with the company, was on mater-
nity leave,” she explains.

But the story took a sharp turn at the
end of the summer. Conrad Harcourt,
who had bought Pick’s share of the
company while the kids were studying
at Ball State, died suddenly of a massive
coronary. His widow, Norma, became sole
owner of Harcourt Qutlines, but Joe and
Jean Ann were to become key players in
the family business.

“When Dad died, Jean was 22 and I
was 24,” Joe says. “We made a decision
that she would run the inside, and I would
run the outside sales and marketing.” Jean
Ann recalls that the “inside-outside” split
was exactly that—while she held down the
fort and ran the manufacturing operation
in Milroy, Joe was nearly always on the
road somewhere, lining up schools to sell
Harcourt paper and writing products.

To this day, marketing Harcourt
products remains an in-person endeavor,
marked by direct calls made at schools.
It’s not Joe making all those calls these
days, however—“We have 10 salespeople
who live around the country,” he says.
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Still, as the company has grown, so
has the role of direct mail for reach-
ing customers. And Harcourt now has
a telemarketing department, mostly
for inbound calls from customers. The
company’s products now can be found
in some 17,000 schools across the coun-
try and at all levels, but predominantly
elementary schools.

While their company is not the only
player in the business, Joe and Jean Ann
see themselves as the Wal-Mart of the
industry, the only competitor operat-
ing on a truly national basis. “We have
regionalized competition,” Joe says, refer-
ring to vendors operating in certain mar-
kets. Interestingly, many of those compa-
nies are not manufacturers, but buy some
of the products they sell from Harcourt.

To solidify its market share, the
Milroy firm is buying up some of these
regional players. Harcourt acquired one
regional competitor in 2001, and anoth-
er in 2002. Their company is especially
strong in the Midwest, Southeast, and
along the West Coast. “In the school
business, California and Texas are our
top states in the country because of their
enrollment,” says Jean Ann.

In many ways, Harcourt is a textbook
Indiana company, making improvements
to products and processes as necessary but
conservative at heart, refusing to ditch
the tried-and-true just because it’s not
new-and-different. The pencil machines
it produces today are not all that differ-
ent from the ones first created by Pick
Harcourt nearly five decades ago.

They’re incredibly durable, Jean Ann
boasts. “Some of the vending machines
are over 30 years old,” she says. As always,
they're still constructed of sturdy ply-
wood—that metallic finish is only spray-
paint deep. They’ve withstood generations
of hurried young scholars grabbing writing
utensils on the fly, and years of mischie-
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Thn its early years, Harcourt Outlines
Aid imprinting on a secondhanrd press
in a dirt-floor chicken coop (above).
The Harcourt heritage is rich in Ball
state alumni. From left to right....
Terry showalter (Tean Ann's hwusband),
Tean Ann, Mary ttarcourt (Foe's wite),
Toe and his son Vince Harcourt (a

fresaman this fall at Ball state).

1956 1960
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vous students trying to break in.

What has changed somewhat is the
lineup of items to be vended. Standard
painted and foil-wrapped wood pencils
today are joined by mechanical pencils as
well as gel pens, ballpoint pens, and eras-
ers. Notebook options include homework
organizers, printed with 52 weeks of dated
assignment pages plus school-specific
rules. The company makes its own pencils
and paper products, and buys other items
from other manufacturers.

Another newer push is the “back-to-
school pack.” It’s a customized package
of the exact school supplies each teacher
wants students to have. Schools can mar-
ket them as a fund raiser or simply as a
service for busy families.

Harcourt’s mark on the little town of
Milroy has expanded through the years,
with the addition of new buildings and
facilities, including a daycare center serving
employees and others in the community. A
decade ago, the company roster passed 80
full-time and 20 part-time employees, and
annual sales hit $10 million.

Nine years ago the family completed
the transfer of ownership from Norma
Harcourt to Joe, who serves as vice presi-
dent, and Jean Ann, who carries the title
of president. Five years ago, sister com-
panies Harcourt Outlines and Harcourt
Pencil Company joined to form Harcourt
Industries Inc., which now employs 100
full-time throughout the year and another
32 in the summer to prepare for the com-
ing school year.

As established as Harcourt has become

PENCILS

in the school supply business, there’s also
plenty of room to grow, says Jean Ann.
The company’s client list may number
17,000, but its roster of prime prospects
includes some 36,000 schools.

Though they learned much in the fam-
ily business, Joe and Jean Ann Harcourt
also took home valuable lessons from their
Ball State years. The university was a nat-
ural choice for them: Not only was their
father a product of the College of Business,
but it was relatively close to home.

“It was a very positive experience at
Ball State,” says Joe. For one thing, he says,
“it was the right size”—small enough to
nurture new students unaccustomed to the
collegiate environment, yet large enough to
provide a variety of opportunities.

Jean Ann offers praise for the univer-
sity’s old Carmichael Project, which was
designed to ease students into university
life with extra support services. She also
was among the first to take advantage of
the university’s popular London Centre.
And both Harcourts say they made
friendships on campus that have lasted
into the present.

Like many students, they found their
work ethic honed by the balance of studies
and outside employment. Jean Ann earned
extra income at United Parcel Service,
while Joe says, “I worked at Sears, putting
the legs on washers and dryers.”

Both have passed their work ethic
along to their own children. Each has two
teens who have spent time performing
various tasks at Harcourt, including sand-
ing new vending machines and assem-

1972

bling back-to-school packs, and Joe has
two younger kids as well, at home waiting
for tasks in the family business. Joe’s old-
est is following in the family footsteps to
Ball State this fall.

The Harcourts remain impressed by
the kind of learning promoted at the
College of Business. Jean Ann says Ball
State seems to be trying hard to bridge
what at some institutions is a wide gap
between academia and reality.

An example is the Professional Selling
Advisory Board, in which Joe actively
participates. He has been pleased to find
how much value the college places on
the lessons he and other businesses have
shared from experiences in the real world.
He says, “The college is very interested
in our opinions. We share with them the
reality of how things really work in the
business world.” In turn, the business
faculty—and the students—benefit from
connecting with real success stories. B
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Steve Kaelble of Indianapolis is editor of
Indiana Business Magazine.
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nominate outstanding

business alumni

The College of Business Alumni Board requests your assistance in nominating
qualified candidates for its awards categories.

College of Business  The nominee should meet the following criteria:
Award of Achievement * Isan alumnus of Ball State University College of Business
e Is in a position of responsibility and demonstrating success in early stage of career
(within 15 years of graduation)
¢ Has a demonstrated history of success within the College of Business and/or academe

Co“ege of Business  The nominee should meet the following criteria:
Award of Distinction * Is an alumnus of Ball State University or its College of Business
¢ Holds a position of distinction in business, government, or academe
¢ Demonstrates outstanding success in his or her field
¢ Demonstrates loyalty to, support of, and leadership on behalf of the College of Business
¢ Is a recognized civic leader

Co||ege of Business  The nominee should meet the following criteria:

Distinguished Partner Award ® Isarecognized civic leader as exemplified by volunteer efforts
¢ Is a recognized significant supporter of Ball State University College of Business

i The nominee should meet the following criteria:
College of Business g
Hall of Fame Award ° Is an alumnus of Ball State University

(Coll f Business's m
College of Business’s most ® Demonstrates outstanding success in his/her field
prestigious award)

¢ s arecognized civic leader

Is a recognized, loyal supporter of Ball State
¢ Holds a position of distinction in business, government, or academe

Based on the above criteria, I would like to nominate the following person for the College of Business

0 Award of Achievement 0 Award of Distinction 0 Distinguished Partner 0 Hall of Fame
Name Graduation Year(s)
Address

City, State, ZIP

Present Position

Present Employer Phone ( )

Briefly describe the nominee’s activities, achievements, or contributions which you believe qualify this individual for the award. You may attach an
additional page if needed:

Submitted by Phone ( ) Date
Address
City, State, ZIP

Award nominations deadline is January 15, 2004. Send this form, along with any supporting materials (resume, press clippings etc.), to: College of
Business Alumni Awards, Ball State University Alumni Association, Ball State University, Muncie, IN 47306. If you have questions, contact the
BSUAA by phone (765) 285-1080; FAX: (765) 285-1414; or e-mail: alumnil@bsu.edu. Thank you.
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roster

College of Business

Faculty Roster

Lynne Richardson, Dean

Rod Davis, Associate Dean,
Instruction and Operations

Ray Montagno, Associate Dean,
Research and Outreach

Inga Hill, Assistant to the Dean

for Graduate Programs

James Schmutte, Chairperson,
Accounting

Brien Smith, Chairperson,
Marketing and Management

Howard Hammer, Chairperson,
Finance and Insurance

Marilyn Flowers, Chairperson,

Economics

Tom Harris, Chairperson,
Information Systems and Operations
Management

Faculty

Nazim Ahmed, Information Systems and

Operations Management

Melody Alexander, Information Systems and
Operations Management

Sheryl Alley, Accounting

Manoj Athavale, Finance and Insurance
Ramon Avila, Marketing and Management
Stephen Avila, Finance and Insurance
Thomas Baird, Marketing and Management
Michael Baur, Finance and Insurance

Omar Benkato, Finance and Insurance

Cecil Bohanon, Economics

Shaheen Borna, Marketing and Management

Betty Brown, Information Systems and
Operations Management

Joseph Brown, Marketing and Management
Ann Caslan, Finance and Insurance

Marilyn Chalupa, Information Systems and
Operations Management

Joseph Chapman, Marketing and Management

Catherine Chen, Information Systems and
Operations Management

Chu-Yuan Cheng, Economics

Philip Coelho, Economics

Richard Culp, Accounting

Clarence Deitsch, Economics

James Duncan, Accounting

John Fitzgerald, Finance and Insurance
Michael Goldsby, Marketing and Management
Jeffrey Green, Economics

Ronald Groeber, Finance and Insurance
James Hoban, Finance and Insurance

Jeffrey Hornsby, Marketing and Management
John Horowitz, Economics

Phillip Howard, Finance and Insurance
Scott Inks, Marketing and Management
Stanley Keil, Economics

Fred Kitchens, Information Systems and
Operations Management

Karl Knapp, Information Systems and
Operations Management

Erdogan Kumcu, Marketing and Management
Donald Kuratko, Marketing and Management
Linda Larson, Accounting

John Ledbetter, Accounting

Tung Liu, Economics

James Lowry, Marketing and Management

Fall 2003

Krishna Mantripragada, Finance and Insurance
James McClure, Economics

Jason Melton, Information Systems and
Operations Management

William Moser, Marketing and Management

George Mundrake, Information Systems and
Operations Management

Mark Myring, Accounting

Douglas Naffziger, Marketing and Management
Marc Pendel, Marketing and Management
Rathin Rathinasamy, Finance and Insurance

Woody Richardson, Marketing and
Management

Beverly Rowe, Accounting
Gary Santoni, Economics

Sushil Sharma, Information Systems and
Operations Management

Vicki Shipley, Accounting
Melkote Shivaswamy, Accounting
Rebecca Shortridge, Accounting
Robert Shupp, Economics

Sheila Smith, Information Systems and
Operations Management

Lee Spector, Economics
Cliff Stone, Economics
Srinivasan Sundaram, Finance and Insurance

Allen Truell, Information Systems and
Operations Management

Enar Tunc, Information Systems and
Operations Management

Robert Underwood, Information Systems and
Operations Management

Lucinda Van Alst, Accounting
Norman Van Cott, Economics

Henry Vanderleest, Marketing and
Management

John Vann, Marketing and Management
Russell Wahlers, Marketing and Management

James Walters, Information Systems and
Operations Management

Gwendolen White, Accounting

Joel Whitesel, Information Systems and
Operations Management

W. T. Wrege, Accounting
Devon Yoho, Economics
Abera Zegeye, Economics

Jensen Zhao, Information Systems and
Operations Management

Terry Zivney, Finance and Insurance
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head of his time.” “Wise beyond
his years.” Throughout his whole
ife, Jim Stratman’s maturity and
sophistication have led to such descrip-
tions. And now, as president of the com-
pany he built from the award-winning
business plan he wrote as an undergradu-
ate at Ball State, Stratman conveys a pro-
fessional philosophy more like a veteran
businessman than a man in his early 30s.

His company is Enviroplas, a medi-
um-sized resin compound developer in
Evansville. He supplies such companies
as Ford, Frigidaire, and Rubbermaid with
custom polymers for use in anything
from doorframes to dashboard
trims. For example, when Yamaha
designs a new wave runner, they
turn to Enviroplas to research
and develop the special plastic
formula to withstand impact
requirements and UV rays.

When Stratman came to
Ball State to play football in
the early 1990s, he already
had a desire to start his own
business. He was introduced to
Donald E Kuratko, director of the
entrepreneurship program, in the
Ball State weight room, which led to an
office visit. “After that 30-minute meet-
ing, I left pretty fired up,” says Stratman.
“I knew entrepreneurship was exactly
what [ wanted to do. It fell in line with
the goals I had for myself.”

To graduate from the entrepreneur-
ship program, seniors must successfully
present a business plan to a panel of busi-
ness experts who deem the plan feasible
or not. “When I wrote my business plan
for the new ventures course, all I knew
was plastics,” says Stratman, who learned
about the industry before coming to Ball
State and incorporated it into his plan.
During a summer job in high school, he
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he in good company

swept the plant floor at a plastics compa-
ny. Soon, he ran the machines and mixed
the blends, learning as much as possible
along the way.

“I knew when I got out of college 1
couldn’t just go right out and start my
business.

I needed some sales experience.” Upon
graduation, he kept close to the plastics

industry taking a job with a resin compa-
ny in Houston and then took a sales posi-
tion for an injection molding company.
Then according to his personal plan, he
came back to Indiana and set up shop.
Today his private company has 17
employees, does $8 million in sales a
year, and has been featured in Success
magazine. Fortune 500 companies turn to
his business because he can service them
more quickly and efficiently than the
major chemical companies. “We do the

things the big companies don’t necessarily
want to do.”

His plan and determination have
paid off. While he always had a vision,
he knew success requires legwork. “I’ve
noticed a lot of young people aren’t
willing to pay their dues. We live in a
credit society, and my generation wants
it now,” says Stratman. “However, it
takes a lot of time and hard work to get
where you want to go in your career.
You must pay your dues and find some
champions.”

He received a lot of good advice
from such personal champions
as Shelby Thames, a chemist
and president of University of
Southern Mississippi. “He’s
done research for DuPont
as a scientist, and is one of
the most renowned polymer
scientists in the world,”
says Stratman of his friend
and mentor. Stratman also
includes Donald Kuratko
on his mentor list, whom he
describes as a “shot of adrena-
line” to be around.
“Surround yourself with people
who are concerned about you and
who will teach you things realistically,”
he shares.

“I haven’t successfully met my goals all
alone. There are people helping me,” says
Stratman. “[ think if you are very humble
and appreciate the things you have, it
goes a long way on the road to success.”
Sounds like sage advice from a wise old,
young man. m

Jim Stratman is a 1993 graduate. The
entrepreneurship program honored him
last year with the Emerging Entrepreneur
Award for Distinguished Achievement in
the Pursuit of Entrepreneurial Endeavors.



connections

Nora A. Bammann, B.S. in Management
Information Systems 1984, is senior vice
president and director of human resources
for Conseco.

Matthew R. Carothers, B.S. in Marketing
1991, is a financial representative with the
Northwestern Mutual Financial Network.
He has qualified for the Million Dollar
Roundtable since 1998.

Michelle Carroll, B.S. in MIS and POM
1992, is a microcomputer/network analyst
for Ball State University. She is also a

contract faculty member at both Ball State
and Ivy Tech.

Mark Clark, B.S. in Marketing 1980, has
recently been named college recruiting and
university relations manager for American
Management Systems, a global business
consulting firm with its headquarters in
Fairfax, Virginia.

Charlene Davis, B.S. in Management
1990 and M.B.A. 1991, has been promoted
to associate professor of marketing at
Trinity University in San Antonio, Texas.
She received her Ph.D. in Marketing from
University of Kentucky in 1998.

Michael Day, B.S. in Management 2002,

is pursing a law degree.

Amy McGowan Haab, B.S. in Accounting
1999, is a CPA with Veros Partners in
Indianapolis.

Dale E. Lindley, B.S. in Accounting
1984, is vice president of operations and
CPA for Westminster Village in Muncie.
He has recently completed the Health
Facility Administrators course in prepara-
tion for licensure.

Howard McEwen, B.A.
Accounting 1992, is a
Cincinnati-based invest-
ment advisor and compre-
hensive financial planner.
He just released his book,
The Pure Investor, which
details why and how one should invest.

Kent McGrew, M.B.A. 1997, is vice
president of business development for
Xansa, an international business process
and IT services company in Colorado.

Mark Mullins, B.S. in Business 1961,
is chairman and CEO of his own com-
panies, Itel, Inc., Carpet Infosource
Inc., and Jumar Investments LLC in
Jacksonville, Florida. He is also chair-
man of the board of US Structures in
Richmond, Virginia.

Dennis D. Oklak, B.S.

in Accounting 1977, was
named president and
chief operating officer of
Duke Realty Corporation
earlier this year. He is
responsible for the day-to-
day real estate operations of the com-
pany. Denny joined Duke in 1986 and
has held various

positions in the financial areas of the
company. He also serves on the compa-
ny’s executive committee and investment

committee.

Anthony Pierson, B.S. in Economics
1999, is an attorney who defends munici-
palities, governmental agencies, and indi-
viduals in civil litigation. He also serves as
assistant prosecutor in Dublin, Ohio. He
received his law degree from Ohio State
University.

Dennis Shinault, B.S. in Marketing

1980, is director of loss prevention for
Baldwin & Lyons Inc./Protective Insurance
Company. He is also vice chairman on

the board of directors for the Indiana
Operation Lifesaver.

Robert Stine, B.S. in Economics 1986,

is president and principal management
consultant with NorthStar Solutions, a
consulting firm in Chicago specializing in
operational excellence for the financial
services industry.

James Troutwine, B.S. in Business
Administration 1973, is president of
Troutwise Auto Sales, Inc., in Arcanum,
Ohio, a family-owned business since 1928
and one of the oldest continuously operat-
ing dealerships in the United States.

R. Jay Walther, B.S. in Business
Administration 1972, has retired from
Intuit Eclipse as a sales and marketing
executive and is relocating to California.

deaths

Brett Wayne Bultemeier, died April 26,
2003 in Decatur, Indiana. He received his
B.S. in Marketing in 1997. A Ball State
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Professional Selling Symposium

Monday, October 27,
2003

Ball State University

Alumni Center

8:00 a.m. to 6:00 p.m.

BALL STATE
UNIVERSITY

COLLEGE OF

BUSINESS

WB 100

Muncie, IN 47306

For professional salespeople and sales managers, learn:
o Selling skills

¢ Motivation

¢ Communication

¢ Life halance

Presentations include:
o Professional Presentation Skills
Jeff Lyons and John Vautier, Communispond
¢ The 24 Sales Traps and How to Avoid Them
Dick Canada, The Dartmouth Group
¢ Performance Improvement
Greg Lewis and Jim Micklos, Motivation Excellence
¢ The Power of Full Engagement
Jack Groppel, The Corporate Athlete

Sponsored hy:
Professional Selling Institute, College of Business Dean’s Office, and the Provost’s
Office

Reservations:
$100 per person, includes lunch and evening reception
Call (765) 285-8192 or visit www.hsu.edu/salescenter.
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