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1. IU is a state-supported school.

2. I support the Kelley School through my IUAA membership.

3. My gift of $25, $50, $100, $250 will make an impact. 

1. Fiction. IU is a state-assisted school, and as a percentage of IU’s operat-
ing budget, state assistance has steadily declined over time. The following
is the source of funding for the Kelley School in fiscal year 2004 net of IU
overhead costs:

16.1% State 
55.6% Tuition & Fees
28.3% Private Support & Other Income (including cash reserves)

2. Fiction. Your dues support Indiana University programs that provide
scholarships for students, commencement ceremonies, student recruit-
ment efforts, and student leadership programs. However, only charitable
contributions directly to the Kelley School allow us to supplement the
operating budget and thus fill in gaps left by the state budget shortage.

3. Fact. Your gift, no matter the amount, makes a positive impact. In fiscal
year 2004, over 8,933 Kelley School donors contributed between one 
dollar and $250 for a total of $569,637.51. Now that makes a difference! 

YOU HAVE THE KNOWLEDGE,

NOW EXERCISE YOUR POWER.

Go online: www.kelley.iu.edu/development, or complete the 

enclosed gift card form.

Call the Office of Development for assistance at 812.855.9000.

MAKE A GIFT TO THE KELLEY SCHOOL OF BUSINESS TODAY!
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Summer visitors to IU’s Bloomington 

campus enjoy a sunny stroll near the 

historic Student Building and its stately

clock tower. The landmark edifice, listed

on the National Register of Historic

Places, reaches the century mark this year. 
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Scaling walls in an edgy industry 24
Activision president Kathy Vrabeck (above), MBA’89 and the mother of two young 
children, enjoys a celebratory moment with franchise hits “Spider-Man 2™” and 
“Shrek 2™.” Vrabeck oversees the video game distributor’s product and global brand.
Named one of the 100 most powerful women in the entertainment industry by 
The Hollywood Reporter, she keeps a sharp eye on ESRB ratings and notes that 
“the idea that games are made for kids is a misperception.” (Photo by John Weinsheim)



Like Janus, the two-headed Roman god of doorways, editors often have double vision. We
train ourselves to use eyes in the back of our heads, gazing behind into the mirages of our
past even while squaring our chins toward the future. 

Cases in point:
• The Kelley School straddles the threshold as we await the appointment of a new dean.

At press time, we continue to wait. Four outstanding and credible candidates presented
their visions for the Kelley School this spring. Representing both coasts as well as middle
America, they shared credentials, histories, management styles, and personal values.
Whatever the final outcome of this tedious search, now absorbing more than a year, 
we are confident the school will operate in superb hands when the academic year 
begins this fall.

Editor’s comment: Roll the dice. Each candidate offers unique experiences and 
exceptional skills.

• The central focus of this issue is academic research—a point of pride in the Kelley
School’s longstanding reputation for excellence. The cover story describes the perpetual
wonder of vision and discovery created by Kelley School researchers. Faculty who are
featured represent a mere cross-section of the thought leaders who bring richness to the
Kelley classroom. Follow their stories beginning on p. 16.

Editor’s comment: These vignettes reveal only the tip of the iceberg in terms of Kelley 
academic talent and innovation.

• This issue of Kelley magazine—No. 16—reflects the end of an eight-year era. Check out
page 11 for a pictorial review of titles and design through the years. The eight selected
covers capture a unique snapshot of Kelley School events and jolt us into reminders of
murky-but-recent history. Look for a spruced-up magazine redesign in Winter 2006. 

Editor’s comment: The most colorful interviewee, alumnus Robert James Waller 
(The Bridges of Madison County), provided hospitality and gracious conversation 
at his 15-square-mile Texas ranch. (Where else can you swim in a cement rain tank?
Or hear nighttime serenades by critters of the high plateau?)

• The roll-out of a comprehensive marketing strategy for the entire school—including
the launch of a content management system and a revamped Web site—remains on 
target for fall. All school messaging will flow from a centralized positioning statement,
and Web site functions and appearance will improve dramatically. Changes reflect new
focus and funding for marketing and communications.  

Editor’s comment: Hooray! 

Like Janus of mythology, we acknowledge the end and the beginning at this double-edged
juncture in Kelley School history. As time unspools, we encourage you, in similar fashion,
to connect to the school’s past with pride and reflection even as new doors open to 
expedite the future.
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Margaret Garrison
Editor-in-Chief

We welcome your comments.

Write us at Kelley School of Business 

1309 E. 10th St., Bloomington, IN 47405-1701 

or email us at: magarris@indiana.edu

FROM THE EDITOR

Eyes in the back of the head
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Sue Aramian donates portrait of E. W. Kelley
Sue Aramian, the first woman to 

graduate from the Indiana University
Executive Management Program, has
donated an oil painting of the late E. W.
“Ed” Kelley, her longtime business part-
ner, to the Kelley School of Business. 

“I knew how much the university and
the business school meant to Ed. He
regarded the inauguration of the Kelley
Scholars program as one of the greatest
achievements of his life,” explained
Aramian. “I felt it appropriate to his
memory to commission his portrait.” 

Nicholas Hill, an IU graduate, is the
artist. The portrait is displayed on the
bridge connecting the undergraduate
building with the newly constructed
Graduate and Executive Education Center.

When Kelley’s gift of $23 million 
for undergraduate scholarships was
announced in 1997, Kelley noted that “one
of the reasons I can do so much for
Indiana University is because I have a
woman business partner who has under-
stood my goals and has worked to help
me achieve them.” Aramian was a man-
aging general partner of Kelley and
Partners, Ltd., for most of the 35 years
she and Kelley worked together. She is a
member of the IU Foundation Board, 
the Dean’s Advisory Council for the
Kelley School, and the Business Council
at IUPUI. 

Former dean Dan Dalton, who worked
closely with Aramian during the weeks
before the naming of the school, also
credits her with much of Ed Kelley’s
career successes.

“I was introduced to Sue by Mr. Kelley,”
he recalls, “and learned that Sue was a
colleague and business partner of his
and his right hand in many ways. She has
been a good friend of Indiana University
and the Kelley School of Business.
Indeed, she was and remains a zealous
advocate and generous donor to the
Kelley Scholars program and was pivotal
in its formation. More than that, Sue is my
friend and a person I respect and admire.”

In one of his final interviews, Kelley
also recognized Sue as “one of the mod-
ern-day founders of Steak n Shake.” 
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PETsMART Inc. has established a
new distinguished faculty chair at
Kelley. Samuel J. Parker, a 1969 MBA
graduate and the company’s second
chairman and chief executive officer,
and Philip L. Francis, a 1971 MBA

graduate and the company’s current
chairman and CEO, are giving $1.5
million to the Kelley School, along
with their wives and the Phoenix-
based pet retailer. 

Among the requirements for the
PETsMART Distinguished Marketing
Chair: be a leading researcher on
retail marketing, and be the owner of
a pet.  

PETsMART establishes distinguished faculty chair

John C. Shoemaker, retired executive vice president-computer systems and 
general manager of Sun Microsystems, is donating approximately $6 million with
his wife, Donna, to endow the merit-based John and Donna Shoemaker
Scholarships.  A native of Rochester, N.Y., Shoemaker was awarded a fellowship to
pursue graduate business studies at IU while an undergraduate student at Hanover
College.  Prior to joining Sun, Shoemaker spent 21 years with Xerox Corp. in a vari-
ety of positions, including corporate vice president. He was named a Kelley School
alumni fellow in 2001, and he has been a member of the Dean's Advisory Council
since 1995. He also serves on IU's Technology Advancement Council. 

Retired Sun Microsystems executive donates

$6 million to endow merit scholarships

The P&G Fund, which manages phil-
anthropic contributions on behalf of
Procter & Gamble Co. of Cincinnati, has
awarded a $150,000 grant to the Kelley
School to incorporate radio frequency
identification (RFID) into its undergrad-
uate and graduate programs. This award
is in addition to ongoing funding and
software support awarded by SAP. The
school will introduce changes to its
graduate and undergraduate curricula
so that students can better understand
this emerging technology and its role in
today’s competitive business environ-
ment. This is the second consecutive
year that a Kelley School curriculum 
proposal has received a P&G grant, 
following last year’s grant to Raymond
Burke, E.W. Kelley Professor of
Business Administration.

P&G funds Kelley efforts to integrate RFID into its curricula 

Recipients of the Procter & Gamble grant for radio frequency identification research observe
a demonstration model of an RFID device.  Left to right, they are Ashok Soni, Vincent Mabert,
and Munirpallam Venkataramanan. 
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BUSINESS BRIEFS

In a variety of national rankings that recognize academic and
teaching excellence in business, the Kelley School of Business
continues to broaden its reputation.
• CPA Personnel Report’s recent annual survey of accounting 

professors ranked the Kelley School No. 8, up from No. 9, in
the list of “most admired graduate programs” in the world of
public accounting. The undergraduate program repeated the 
No. 11 spot it held a year ago. 

• A new study examining research productivity at business
schools worldwide has ranked the Kelley School faculty
among the most prolific. It placed the school 10th among
publicly supported institutions, as well as 23rd in North

America and 24th worldwide. Believed to be the most com-
prehensive of its kind ever undertaken, the report studied and
ranked 100 business schools. It was released by the School of
Management at the University of Texas at Dallas. 

• U.S. News and World Report listed the Kelley School as No. 27
in its latest ranking of graduate programs. Individual depart-
ment rankings included entrepreneurship at No. 11 (up from
18 last year) and operations at No. 9 (10 last year). 

• Last fall, U.S. News and World Report again named Kelley
undergraduate disciplines among the very best in the nation
across the board. In last fall’s BusinessWeek rankings of gradu-
ate business programs, Kelley climbed from No. 20 to No. 18. 

Kelley programs continue to earn high rankings

The Kelley School of Business achieved one of its highest
rankings for entrepreneurship in the April 2005 issue of
Entrepreneur magazine. Indiana University ranked fourth
overall, edged out only by Babson College, the University of
Arizona and the University of North Carolina-Chapel Hill.
The top-10 list of universities was created by fellow entre-
preneurship faculty, center directors, and alumni from across
the nation.

In addition, IU’s Donald F. Kuratko, the Jack M. Gill chair of
entrepreneurship and executive director of the Johnson
Center for Entrepreneurship and Innovation, was ranked No.
2 among the nation’s top-five entrepreneurship center direc-
tors. This is the third consecutive year that Kuratko has been
ranked by his peers as one of the top two. 

Entrepreneurship program and director nationally recognized for excellence 

Two Kelley students honored by Mitte Foundation
Circle of Excellence Mitte Scholar award winners undergraduate Scott Lescht and graduate student Devana Fedrichi pose 
with Scott Mitte (left) as the 2004 Circle of Excellence winners among the Kelley School’s 50 Mitte scholars. The Roy F. and
Joann Cole Mitte Foundation established the Mitte scholarship program to recognize outstanding undergraduate and 
graduate students who, throughout their academic years, have displayed outstanding leadership, behavior, citizenship, and
community involvement. 
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The Kelley School’s Sports and
Entertainment Academy recently
named board member R. Ronald
Burgess as the 2004 recipient of the
C. Bruce Hinton Award for Lifetime
Achievement in the entertainment
industry. This award recognizes one
executive for his lifetime achieve-
ment in the industry and service to
Indiana University. Burgess is 
senior vice president of human
resources for Argosy Gaming
Company, a riverboat gaming com-
pany near St. Louis.

Ron Burgess
named Hinton
Award winner 

Dial Corp. CEO Herb Baum spoke to the Kelley community to launch the first 
annual Harvey C. Bunke MBA Business Ethics Workshop that honors Bunke, a retired
Kelley School professor of business ethics. The event is funded in honor of Bunke by
PETsMART CEO Philip Francis, who was inspired by memories of Bunke’s outstand-
ing teaching. Baum, author of The Transparent Leader, is known as an atypical CEO who
drives a Volkswagen to work each day at 5 a.m.

Bunke MBA Business Ethics Workshop kicks off

A team of four first-year Kelley MBAs (Jason Woods, top left; Edzra Gibson, bottom 
left; Scott Kleman, top right; and Kristen Wagner, bottom right) placed first in the A.T. Kearney
Global Prize case competition, held November 20 in Chicago.  Teams from 10 competitive MBA
programs were selected to participate, including those from Harvard, Kellogg (Northwestern),
Sloan (MIT), Wharton (University of Pennsylvania), Columbia, the University of Chicago, and the
University of Michigan.  The team was coached by faculty members Paul Friga (top middle), Idie
Kesner, Mike Metzger, Dan DeHayes, and Shari Rogge-Fidler.

MBAs earn Global Prize trophy in
A.T. Kearney competition 

Kelley Indianapolis
launches 784 graduates
at commencement

Mortar boards flew through the air at
Kelley Indianapolis’s graduation cere-
monies May 8 at the RCA Dome in
Indianapolis, where 784 diplomas were
awarded. Graduate students comprised
the largest grouping, with 220 of their 397
candidates earning degrees online
through Kelley Direct. Peter Dunn, pres-
ident and CEO of Steak n Shake, spoke
at the graduate ceremony, and Mickey
Maurer, president of the Indiana
Economic Development Corporation,
addressed undergraduates. 

The Kelley School of Business earned
the Global Prize title in A.T. Kearney's
Global Prize case competition, consid-
ered one of the most prestigious MBA
case competitions in the world. Winning
team members were Edzra Gibson of
Detroit, Mich.; Scott Kleman of
Edgewood, Ky.; Kristen Wagner of
Martinsville, Ind.; and Jason Woods of
Grand Rapids, Mich. The team also

earned $4,000 as the winner of the cam-
pus competition and $10,000 as the win-
ner of the North American Global Prize
on their way to capturing the interna-
tional title. This was the Kelley School’s
first-time entry in this competition, held
annually by the management consulting
firm. Since 1996, Kelley MBA program
teams have placed in the top three in
more than 25 national case competitions.
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“CokeMan,” a contemporary sculpture
made of recycled pop cans, was one of 
several entries in the Earth Art Exposition
featuring sculptures, photographs, and
art. The exhibit was part of Kelley Green
Day observances in honor of Earth Day.
Three companies, all nominated by stu-
dents, won Kelley Green Awards in an
April 21 ceremony that recognized their
commitment to doing business in ways
friendly to the environment. Students who
nominated the winning companies pre-
sented a summary of the firms’ environ-
mental activities.

SAGP student receives 
prestigious FASB internship 

Aaron Cowan, a graduate student in
the MBA in Accounting (MBA/a) pro-
gram, has been selected to participate
in a prestigious one-year technical
assistant internship program for the
Financial Accounting Standards Board
(FASB). He was one of several top appli-
cants nominated by their respective
schools who underwent a rigorous inter-
view at FASB headquarters. He will
begin in January 2006.

During Cowan's internship, he will
learn the accounting standards-setting
process and develop an understanding
of the roles of preparers and auditors. He
will be involved in every aspect of major
agenda projects and will interact regu-
larly with the seven-member board.

MBA students turn international
during spring break

First-year MBA students Kristina Kelker, Jorli Backer,

Maleeda Wagner and Jessica Matthees pose in front of

Kyoto’s Nanzen-ji Shrine during a spring break trip to Japan.

They were among more than 60 MBA students who visited

industry sites in Japan or South Africa through Kelley

International Perspectives (KIP), which enables MBA stu-

dents to learn about business issues relevant to a specific

country. The Japan entourage visited Toyota and Toshiba

headquarters, among others. The South Africa trip included

visits to SAB Miller, DeBeers, and Eli Lilly and Co.

International star
Amanda Pinkston, a senior account-

ing/finance major and honors student

at Kelley Indianapolis, won the Donald

W. Fogarty International Student

Paper Competition sponsored by

APICS—The Association for

Operations Management. Her entry

about radio frequency identification—

“RFID: An Analysis of a Controversial

Technology”—was chosen the winner

from thousands of entries worldwide. 

A can-do attitude
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Herb Kelleher, chairman and former president and CEO of Southwest Airlines, engaged stu-
dents and faculty with witticisms as Entrepreneur Day keynoter. Throughout the day, he joked
about Southwest’s record of high standards and checked his watch periodically to ensure his
“on-time performance.” More seriously, he spoke about Southwest’s new alliance with ATA
Airlines and the successful code-share deal that lets a passenger fly both carriers with a 
single ticket. His forecasts: $26-$50 million in annual revenue for the two carriers and up to
1,400 daily travelers. Above, Kelleher is flanked by alumnus Dick Johnson, namesake of the
Johnson Center for Entrepreneurship and Innovation, which sponsored the event. 

Best on-time performance

In a direct response to student inter-
ests and national industrial focus, the
Kelley School is seeking to distinguish
itself as a school of choice for those 
pursuing business careers with energy-
related companies.

Under the leadership of Gary Whitlock,
CFO of CenterPoint Energy of Houston,
Tex., the Energy and Power Education

Fund will create curricula and experien-
tial learning opportunities to prepare
leaders for the energy sector. In the
process, it will become a leading source
for talent acquisition. 

The initiative involves a campaign to
raise $250,000 for student recruitment,
adjunct faculty hiring, the publishing of
energy-related case studies, and the

appointment of a faculty director for 
the energy program. In addition, an
Energy Academy will be added to the 
roster of 11 academies currently in the
MBA program. 

Finance professor Richard Shockley
was recently named holder of the
CenterPoint Energy Finance Faculty
Fellowship.

Energy and Power Education Fund sparks
interest in future energy careers

A recent survey of current students in
Kelley Direct’s online MBA program
revealed that program participants feel
highly satisfied with course quality and
instructor performance. 

Students ranked overall teaching
quality as 5.8 and instructor performance
as a 6 on a scale of 1 to 7. Approximately
95% of students were satisfied with the
timeliness and quality of interactions
with online instructors.

“Overall course satisfaction, instruc-
tor feedback, program community, and
student collaborations indicate the pro-
gram’s success in providing a quality
education whose flexibility meets the
needs of online students,” said Rich
Magjuka, Kelley Direct chair. 

Students stressed the approachabili-
ty of instructors as well as the amount
of team work made available for assign-
ments and discussions. They consis-
tently mentioned team discussion
forums and course content as essential
parts of the learning process. They
described courses as well organized
and clearly understood.

Established in 1999, the Kelley School
is the first among top-20-ranked gradu-
ate programs to offer an online 
MBA degree. 

Kelley Direct survey
illustrates success of
online flexibility

Beyond its presence as a leading online academic program, Kelley Direct has 
fostered a strong sense of community among its faculty, students and alumni. To 
support this growth, the new Kelley Direct Network has been designed to connect
Kelley Direct applicants, students, and alumni for personal and professional develop-
ment. The networking service has the added benefit of promoting career advancement
services through workshops and symposia. To visit it on the Web, go to
http://www.kd.iu.edu/ and click on Kelley Direct Network. 

Kelley Direct Network connects online community
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Summer 1999

Kelley: A Brand-New Brand
A blacksmith crafts a Kelley
branding iron to illustrate the
value of a strong identity.

Spring 2000

E-Business Innovation 
Alumnus John Chambers,
“Mr. Internet,”discusses 
information technology. 

Winter 2001

1500 Days of Facilitating
Change
A timeline maps three years
under Dean Dan Dalton; 
U.S Sen. Evan Bayh embraces
his IU business training. 

Summer 2002

International by Design
The Kelley School creates
global programs; Kelley 
leaders consider lessons
learned from Enron.

Summer 2003

Ethical Leadership
CEO Ron Dollens traces the
rise of Guidant; six Kelley
School leaders view the 
ethics crisis.

Summer 2004

Life Sciences and Business
When the life sciences
explode, IU and the 
Kelley School develop a 
culture of partnerships.

Winter 2005

Value Creation
Kelley faculty, students, and
programs create value for six
world-class companies.

Fall 1997

The Kelley Vision
Philanthropist E. W. Kelley 
personifies his heartfelt core 
values of constant refinement 
for high achievement.
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Kelley magazine will undergo a re-design with the Winter 2006 issue. Reflecting over eight years of
magazine changes in name, design, and content, Kelley staffers have lined up representative covers
from years past. Archived issues are available online beginning with the Summer 2002 magazine at
http://www.kelley.iu.edu/kelleymagazine/. 

This is issu
e No. 16!
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Their spiked blond hair and dimpled smiles helped draw the
autograph crowds. In the bigger picture, however, twins Taylor
and Gavin Curd, BS’06, became regional child celebrities
because of their uncanny talent in front of television cameras.

If you lived in Indiana, Kentucky, or Tennessee between 1993
and 1999, you doubtless remember the twins in a series of com-
mercials for H.H. Gregg. The Indianapolis-based electronics and
appliances retailer struck gold with the ads after hiring the nine-
year-olds from Greenwood, Ind. 

Today, the brothers are 21 and senior business majors at IU,
eyeing futures in real estate. They’re still recognizable as “those
H.H. Gregg twins,” although Taylor prefers long bangs to Gavin’s
perennial stand-up spikes. Fraternal twins, they are nevertheless
so nearly identical in looks that they occasionally stood in for
each other during filming.

So, how do they like life in the Kelley School of Business? 
“I love it!” grins Taylor. Oops. Or is that Gavin?

Also on the Bloomington campus these days is Ken Beckley,
president and CEO of the Indiana University Alumni Association,
who was H.H. Gregg’s executive vice president during the six
years the twins appeared in the commercials. Beckley describes
the twins as highly intelligent youngsters who rarely fluffed a line,
even after hours in front of cameras. 

“They are the most popular personalities I ever encountered in
my years in television,” he concedes, referring to his former
career as an anchorman in Terre Haute, Ind., Asheville, N.C., and,
from 1967-77, with WRTV in Indianapolis.

The shtick of the “early bird special” commercial that appeared
prior to their first Thanksgiving on the air gets credit for vaulting
the twins into celebrity status. Wearing life-sized beaks, they
asked their actor “grandfather” to take them to H.H. Gregg’s early-

bird special. When “Grandpa” refused, one twin asked conspirato-
rially if “Grandma” knew about his Tuesday night poker games. 

In the next scene, an all-knowing Grandma said, “So—you’re 
taking the twins to H.H. Gregg’s Early Bird Special.” The camera
then cut to Grandpa, now seen wearing a similar beak and 
spiked hair.

Although viewers enjoyed watching the spots over and over, the
twins rarely saw themselves on television. Their parents kept their
childhoods as normal as possible, traveling with them to H.H.
Gregg promotional events in distant cities. There were a few
perks, however, like appearances in the Indy 500 parade, at Victory
Field, and on the RCA Dome’s giant screen during a Colts game.
The boys’ short height—they’re both 5 feet tall today, although
Taylor can sometimes “stretch” to 5’1”—helped the boys main-
tain a very youthful appearance, even during adolescence.

As the twins’ popularity grew, so did their paychecks. By the
time they had outgrown the series at age 16, they had chucked
away enough cash to pay for part of their IU schooling and to buy
themselves—each—a car. But they kept their feet on the ground
throughout their teenhoods. “The publicity did not feel weird,”
they agree. “We kept the same friends throughout.”

At IU, the twins are finance majors enrolled in the real estate
track. Both are honors students with high GPAs. Both already
have earned credit toward their private appraisers’ licenses.
Taylor, who deems himself an entrepreneur, hopes to open his
own real estate and investment brokerage and is considering a
graduate degree. Gavin plans a 2006 wedding with his fiancée,
Kimberly Johnson of Greenwood. 

Outside of campus, both are excellent golfers who shot better
scores than Ken Beckley in a country club competition. And
Taylor once bowled a perfect 300 while in high school.

“There is nothing the twins may achieve someday that will 
surprise me,” says Beckley.

The H.H. Gregg twins grow up
Both major in real estate at IU

Students Taylor Curd, left, and twin brother Gavin, chat with IUAA
president and CEO Ken Beckley at the Kelley School of Business.

More than ten years ago, twins Taylor and Gavin Curd posed with Ken
Beckley for an H.H. Gregg promotional give-away. 

(P
h

ot
o 

co
ur

te
sy

 o
f K

en
 B

ec
kl

ey
)

(P
h

ot
o 

by
 T

ya
ga

n 
M

ill
er

)



Highlights from the
If you missed it, look for…
the 60th Annual Business
Conference next year!

GOLD SPONSORS
Anthem Blue Cross 

and Blue Shield
BKD, LLP
Deloitte & Touche 

USA LLP
Eli Lilly and Company
FedEx Corporation
Guidant Corporation
Philip Morris USA, Inc.
Simon Property 

Group, Inc.

SILVER SPONSORS
Emmis Communications 

Corporation 
Helzberg Diamonds
IU Center for International 

Business Education and 
Research
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Life is not strictly business at the Kelley School these days.

Mounting the spacious walls of the new Graduate and Executive Education Center are pieces

of a spectacular art collection that is growing weekly. The collection includes watercolors, oils,

lithographs, wood block prints, colography,

stone rubbings, and mobiles. Some pieces have

been donated directly to the Kelley School by

faculty or artists; others have been purchased

by the school from various sources. All have

been selected to add richness to the overall

learning environment of Kelley School students.

Art collection brings 
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Indiana Memorial Union, ca. 1980
Mildred Niesse
American
Oil on canvas
Gift of the Graduate School of Savings & Loan

Painted Mobiles
Morton C. Bradley, Jr.
American
Based on mathematical models 
in a variety of materials
Gift of the artist
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to business study

Door God
Chinese
Southern Shanxi;  New Year Print
Colored wood block print
Gift of Carolyn and Joe Waldman

Reflection of a Barn, ca. 1983
Wilbur Meese
American
Watercolor on paper
Gift of the Graduate School of Savings 
and Loan, 1983

Kitchen God
Chinese
Southern Shanxi; New Year Print
Colored wood block print
Gift of Carolyn and Joe Waldman

Supper Vendor at Night, 1957
Tomikichiro Tokuriki (1902-1999)
Japanese
Woodblock print; ink and colors 
on paper
Gift of Carolyn and Joe Waldman

Caminantes (Travelers), 2004
Jesu Hector Najera Marroquin (1931- )
Mexican
Colography on handmade paper
Gift of the artist

If you are interested in additional information about the artwork or artists 
featured in the Graduate and Executive Education Center, or if you are 
interested in adding to the collection, contact Paul Robins at 812-855-1195 or
e-mail him at probins@indiana.edu.

Tiger
Chinese
Southern Shanxi;  New Year Print
Colored wood block print
Gift of Carolyn and Joe Waldman
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by Margaret Garrison

Within the Kelley School’s two campuses are some of the brightest minds in academe.
Their store of knowledge evolves daily with discoveries that challenge minds and enhance

lives. How to detect fraud in financial
reports, for example. Whether honesty is
priced in the marketplace. How honesty

succeeds in corporate governance. How
new technologies improve the workplace.

How marketing messages improve
health care.

Meet ten groups of researchers
who, spanning departments and
campuses, represent some of
the finest of Kelley School
thought leadership.  

The minute you enter the Kelley School of Business, you can feel the wonder.

It is invisible and intangible, yet the air is charged.  You catch it in hallways, hear it 
in conversations, sense it in the eyes of faculty and students. 

Knowledge creates the wonder. It is amorphous, filling time and space. It is born 
from visions and concepts, judgment and discovery. It is cultivated in an enabling 
environment within faculty offices and labs. It breeds excitement! 

Knowledge then enters classrooms, where the passion of its creators is released into
eager minds and inspires the world to be better than it was before.

Knowledge Creation is fundamental to the Kelley School’s mission of research 
and teaching. The school’s longtime penchant for innovation invites and encourages
thought leadership.
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Michael Metzger
Business Law
Jean Ann & Donald E. Foster Chair in 

Business Ethics

J.D., Indiana University

As business law professor Mike Metzger
tells it, it was the well-known Indiana vs.
Ford Motor Co. case of the early 1970s that
caught his attention. Three teenage girls

were killed in a fiery crash while riding in a
Pinto that had been rear-ended. The Pinto
was known to have fuel-system problems
yet still placed on the market. 

It was the first time a corporation had
been criminally prosecuted in a product lia-
bility case. Metzger, who had studied prod-
uct liability in an earlier law career, wrote
up the Pinto case for the Georgetown Law
Journal. In the process of researching the
case, he discovered the intersection of vari-
ous threads of learning: business, law, psy-
chology—and ethics.

Metzger introduced ethics into his MBA
classes when he team-taught power and per-
suasion topics in the late eighties. “I discov-
ered that the policeman in your head is
more effective than the one on the corner,
who represents law. The one in your head
represents ethics,” he says.

By 1996, Metzger’s reflections on ethics
had evolved into a course on critical think-
ing that covered laws of logic, probability,
and cognitive psychology. His research had
convinced him that guidance in good moral
reasoning was needed more than “one more
business ethics course” to prevent errant
business behavior. “People won’t rationally
respond to regulation until they improve
the quality of their thinking,” he reasons. 

The critical thinking course continues
today. A comprehensive reading packet,

thickly peppered with media stories and
case studies, serves as the text. 

Many MBA alumni consider the critical
thinking course their most valuable take-
away—the “glue that holds everything else
together,” as one put it. MBAs are
immersed in it their first week in the pro-
gram. It focuses on mistakes people make
in reasoning and how to counter them, 
suggesting that the ability to spot fallacies
creates sharper executives. Metzger offers
routines and thought habits to correct 
these mistakes. 

“We should think about how we think so
we can do it better,” he says. 

Metzger has an article appearing this fall
in the Journal of Law and Public Policy on
the implications of behavioral decision 
theory (biases and heuristics) for business
ethics instruction and corporate control. 
He is a four-time winner of the American
Business Law Journal ’s “best article of the
year” award.

The ecletic Metzger enjoys summer bicy-
cling tours in Europe, follows Ferraris on
the Grand Prix circuit as a die-hard
“Tifosi,” and fills his office with music
ranging from classical opera to the sound-
tracks of composer Hans Zimmer. 

It’s all part of his perpetual study of
human nature—and a prerequisite to the
art of critical thinking.

Utpal Bhattacharya
Finance
James R. Hodge Chair of Excellence

Ph.D., Columbia University

Growing up in India in Bihar—the
“most corrupt state in the world,” he says—
Utpal Bhattacharya was entitled to a 
scholarship for outstanding high school
grades. But because his parents earned 
above a certain level, government officials
explained he would receive a cash 
award instead. 

The cash award never materialized. 
His outrage at this injustice has led

Bhattacharya to an obsession with integrity

that has defined his research as a finance
professor. “Are dishonest companies penal-
ized? My theory is that they are—by the
marketplace,” he says.

Even in the U.S., where he has lived for
the past 21 years, Bhattacharya is skeptical
of the power of government regulation to
instill morality. His faith lies in the market-
place as the regulator. “A top-down
approach doesn’t work,” he says. “A busi-
ness is good in behavior only if rewarded in 
dollars and cents.” 

Viewing his research as a science, he 
concentrates on numbers and facts. “I focus
on what is, not what ought to be,” he 
says. His findings have appeared twice in 
The Economist, considered a premier journal
among policy makers. “People read my 
articles because they’re edgy,” he says.

Is honesty priced in the 
marketplace?

How can we learn to think 
better in order to make more
rational decisions?



Dena Cox says she was getting tired of sacrificing laboratory mice.
As a microbiologist and cancer researcher at M.D. Anderson Cancer Center in

Houston, she enjoyed designing experiments but felt a need to hone her management
skills. This eventually led to a Ph.D. in marketing, a new career as a consumer researcher,
and marriage to marketing colleague and collaborator Tony Cox. 

Today, the Coxes are consumer behavior specialists at the Kelley School in Indianapolis.
Their focus is on persuading consumers to use potentially life-saving medical products.
Along with colleagues in IU’s School of Medicine, they have obtained two prestigious
research grants from the National Institutes of Health in the past three years. A third pro-
posal looks promising for approval this fall.

“The health care sector is growing in importance,” observes Dena. She finds it intrigu-
ing that her medical background has led the pair into an experimental field that combines
their marketing skills with the expertise of IU School of Medicine researchers.

One of their NIH grants, a five-year $3 million study, examines alternative approaches
to persuading adults to receive free hepatitis B vaccinations. Working with Gregory
Zimet, Ph.D., an IU medical school professor and principal investigator of the study, the
Coxes have designed persuasive marketing messages for high-risk adults needing 
inoculations. Participants are recruits from Indianapolis and Chicago clinics for sexually
transmitted diseases.

“Often the bottleneck in solving medical problems is behavior change,” says Tony.
“Hepatitis B spreads in a manner similar to HIV, but unlike HIV it’s almost completely
preventable with a series of vaccinations. The real challenge is getting high-risk consumers
to actually use the vaccine. Basically, it’s a marketing problem.” 

In other studies, the Coxes have tested alternative approaches for persuading consumers
to adopt breast cancer screening (a study published in the Journal of Marketing in 2001),
HIV testing, and skin cancer prevention products. The Coxes believe such research can
benefit health care providers, and, more importantly, health care consumers. 

Have they reached their peak?
The potential for future research is almost unlimited, they suggest. “We think the best

is yet to come.” 
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Earning opacity is yet another field, and
nine months before the Enron scandal,
Bhattacharya was examining how much
earnings are fudged in every country in the
world—and whether it matters. His con-
clusions: They are fudged everywhere, but
the least in the United States; yes, it mat-
ters because earnings manipulation brings
lower share prices. 

His next research topic? Temptation,
inspired by the recent Martha Stewart case. 

Bhattacharya coordinates the Kelley
School’s undergraduate honors I-Core
offerings. His students are effusive over his
ability to clarify the mysteries of finance. 
At the same time, he’s known as a tough
teacher who awards high grades judiciously. 

Once he received an e-mail from a com-
plaining student who did not get an A in
his course. 

Bhattacharya replied promptly. “You are
not my customer. My customer is 
the employer who employs you. My 
customer wants the best possible product I
can deliver.”

How can marketing messages help consumers choose behaviors 
that enhance their health?

Anthony Cox
Marketing
Edgar G. Williams Faculty Fellowship

Ph.D., Indiana University

Dena Cox
Marketing
Eli Lilly and Co. Faculty Fellowship

Ph.D., University of Houston

The potential for future research
is almost unlimited…
“We think the best is yet to come.” 
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What happens when companies
must restate documents with 
the SEC?

Dan R. Dalton
Management
Harold A. Poling Chair of 

Strategic Management

Ph.D., University of California at Irvine

Catherine M. Dalton
Management
David H. Jacobs Chair of

Strategic Management

Ph.D., Indiana University

For Dan Dalton, a typical day as the
director of the Kelley School’s new
Institute for Corporate Governance might
involve fielding phone calls from all over
the globe. The caller may be a busi-
nessperson from Brazil calling to kick
some ideas around. It may be an overseas
newsperson from Deutschland Radio with
a query about U.S. investment banks. 
Or, it may be a U.S. oil executive based in
Saudi Arabia interested in training for the
company’s board of directors. 

Clearly, Dan’s work load today is every
bit as frenetic as the one he shouldered
for seven years as the school’s dean.
Today’s focus, however, is different.
Business leaders and writers now seek 
him out for his recognized expertise in
corporate governance. 

For over 25 years, Dan has authored 
or co-authored several hundred journal
articles on topics ranging from CEO suc-
cession to IPO pricing. For the last 15 of
those years, the vast majority of his articles
are co-authored with Catherine Dalton,
his colleague and wife. Their partnership
includes the Institute for Corporate
Governance, where Catherine serves as
research director. Catherine also leverages
her research focus as editor of Business
Horizons, the Kelley School’s bimonthly
journal for research that spans the aca-
demic and practitioner communities. 

BusinessWeek recognized the Daltons’
prolific research on corporate governance
last summer with a two-page photo spread
focused on Dan’s founding and leadership

of the Institute for Corporate Governance.
The article described Dan as a “power
player” and a “debunker of conventional
wisdom” who may help in the future
shaping of board reform. 

The Daltons are well-known in the 
profession for making waves about what
works and doesn’t work in corporate 
governance. Their research has countered
the popular theory that good governance
practices are related to improved financial
results. The BusinessWeek publicity
enlarged that reputation, branding Dan 
as a “different kind of governance guru.”

“The BusinessWeek story reflects our
ability to do work that is respected both
in the academic community and the 
business financial press,” Dan says. 
“It sets us aside and gives us credibility.”

The Daltons’ research serves especially
well in this day of corporate financial and
governance scrutiny. A current project, 
for example, investigates key executive 
and board member turnover in companies
engaged in a restatement of their financial
filings with the Securities and Exchange
Commission. Their data reveal that
CEOs, CFOs, audit committee and board
members all experience significantly high-
er turnover as compared to these same
individuals in companies that did not
engage in a restatement. 

Other Faculty Areas of Research
The list below suggests a few other of 
the numerous and diverse areas of
Kelley thought, along with those faculty
conducting the research.

Creativity in virtual teams — Alan Dennis

Virtual communities, teams, and workers —
Manju Ahuja

Semiotics and information systems design —
Vijay Khatri

Operational excellence in services and 
health care — Kurt Bretthauer

Pricing in online retail markets — 
Michael Baye

Store design and shopper behavior — 
Raymond Burke

Consumer memory and decision-making —
Shanker Krishnan

Marketing information processing 
and persuasion — Shailendra Pratap Jain

Marketing capabilities and innovation —
Rebecca Slotegraaf

Sales force productivity — Richard Canada

Mentoring for women and minorities —
George Dreher

Organizational learning and international 
alliance strategies — Marjorie Lyles

Strategic decision-making within 
top companies — Paul Friga

Corporate citizenship — Philip Cochran

Predictors of corporate venturing success —
Jeffrey Covin

Real estate derivative securities — 
Jeffrey Fisher

Privatization and development of 
financial markets — Nandini Gupta

Global security trading and liquidity — 
Craig Holden

Real options — Richard Shockley

Small-business finance — Gregory Udell

Bank and thrift IPOs and regulation — 
Kenneth Carow

Corporate governance and restructuring —
Randall Heron

Risk management — Robert Neal

Earnings management and the auditor —
Jamie Pratt

Risk and performance in financial reports —
Patrick Hopkins

Investor decision-making — Laureen Maines

Impact of accounting numbers on 
stock prices — James Wahlen
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Long before the accounting scandals 
of 2001-02, Daniel Beneish was studying
why managers manage their earnings.

His research contrasted incentives that
arise from such things as security issuance,
debt and compensation agreements and
the desire to sell shares as insiders at high-
er prices. His work was the first to present
evidence that insider selling motivates
earnings overstatement.

Then he developed a model to detect
earnings manipulation, and investment
professionals suddenly took note of the
real-world applications.

“My model flagged Enron three times
prior to October 2001,” he says. “The model assesses firms’ accounting risk, and it can
help investors and analysts steer clear of future Enrons while boosting their 
rates of return.”

The keys to the study, now six years old, are analysis ratios that aggregate into an “M-
Score” based upon variables such as asset quality, sales growth, accruals, and depreciation.
When applied to a specific company, the M-Score captures financial statement distortions
that can result from manipulation. The model is being used today by analysts at Merrill
Lynch and Prudential Securities, among others, and is being taught to MBA students at
universities such as Berkeley, Chicago, Cornell, Dartmouth, New York, and Indiana.

Extending his fraud model, Beneish has developed an earnings quality ranking that 
is successful at predicting future stock price performance. The model captures 
preconditions that prompt managers to engage in manipulation because they 
suggest poorer prospects.

“The model screens firms on accounting risk, and even if the model doesn’t tell you
about fraud, it tells you much about the quality of earnings,” Beneish says.

For MBA students preparing to do business in the world of Sarbanes-Oxley reform, 
the tie between Beneish’s research and their future business careers is dramatic. Learning
the analysis ratios, they can determine if a company is reporting earnings correctly—
even, perhaps, to increase their earnings share as investors.

Beneish spends much time these days talking to the financial media. Some reporters
urge him to declare certain companies as fraudulent, based on his model; he refuses.
Others, such as Fraud magazine, feature his research in lengthy spreads.

Yet another article that championed the Beneish research was written by Joseph Wells,
founder and chairman of the Association of Certified Fraud Examiners in the Journal 
of Accountancy. 

For the future, Beneish is refining his model in its dual role as a detection device and 
a stock selection mechanism. He is also investigating the causes and consequences of
material weaknesses in firms’ internal controls, and how the market prices earnings quality. 
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Messod Daniel Beneish
Accounting
Sam Frumer Professor of Accounting

Ph.D., University of Chicago
Scott B. MacKenzie
Marketing
Neal Gilliatt Chai

Ph.D., UCLA

Philip M. Podsakoff
Managemen
John F. Mee Chair of Management

DBA, Indiana University

Can earnings manipulation and stock performance be forecast? What behaviors enhance or
undermine a leader’s effective-
ness in organizational settings?

Can the disparate disciplines of market-
ing and management shake hands?

Absolutely, say marketing professor
Scott MacKenzie and management pro-
fessor Phil Podsakoff, although they agree
that long-term research partnerships are
rare. The two professors have been collab-
orating in their research since 1988 and
co-published their first joint article over
15 years ago.

“We’ve always tried to do research that
spans the boundaries between marketing
and management,” says Podsakoff.  

One of their major fields of interest
has been organizational citizenship
behavior (OCB for short), a term coined
years ago by fellow management profes-
sor Dennis Organ. OCBs, they explain,
are discretionary behaviors by employees
that improve organizational effectiveness
but may not be formally rewarded by 
the organization.  

Along with Organ, the pair has a 
book slated for an August release.
Organizational Citizenship Behavior: 
Its Nature, Antecedents and Consequences
(Sage Publication) is earmarked for the
academic market and summarizes years 
of research by the authors. 

MacKenzie and Podsakoff have also
identified specific types of behaviors that
enhance a leader’s effectiveness in organi-
zational setting, as well as events leaders
may encounter in their attempts to be
effective. “These events may either detract
from or enhance a leader’s effectiveness,”
says Podsakoff, “depending on whether 
or not the leader knows how to deal 
with them.”

“My model flagged Enron three times prior to October 2001.”
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How can communications technologies facilitate work so that 
performance is improved?

Professional accolades have come in
spades to the two prolific researchers.
Recently they received the 2005 William
A. Owens Scholarly Achievement Award
for an article having the “greatest poten-
tial to influence the field of industrial or
organizational psychology” in the future.
Their award-winning article focused on
methodological issues that help social 
scientists improve the quality of their
research and consequently is widely 
used in doctoral seminars throughout 
the country.

Last year, Podsakoff was recognized as
one of the world’s most-cited authors. 
He is one of 35 in the business and eco-
nomics category listed by the Institute 
for Scientific Information (ISI), whose
computerized database collects all cited
references from the world’s most scholarly 
literature. One paper alone, co-authored
with Organ, has been cited approximately
500 times. 

MacKenzie, in similar vein, is one of
the most widely cited researchers in both
the marketing and management disci-
plines, and he is a previous winner of the
Harold H. Maynard Award given by the
American Marketing Association for 
significant contributions to marketing
theory and thought. 

The honors speak for themselves.
Citations and awards are the ultimate
measures of research quality in academia. 

Anne Massey knows telecommunications technologies, whether talking about public
or private networks or communication devices. 

But her most compelling research, she says, is based more on behavior than technology.  
Working with employees at companies like John Deere, IBM, or Armstrong

Industries, Massey examines how individuals or teams use communications technologies
to become more efficient and effective. 

One study involves new product development teams that are often dispersed in the
workplace, working in a “virtual” environ-
ment rather than in a closely-knit group 
doors apart.

“These virtual teams have to work across
cultures, times zones, and geographical 
barriers,” she notes. “Technology provides
them the primary means to communicate
and collaborate. Because team members
often don’t know each other and rarely, if
ever, meet face-to-face, my research found
it was important for them to build a social
relationship at the outset using technology
to share about their kids and pets, post 
pictures on a Web site, or send descriptions
by e-mail.” 

She’s also recommended that teams estab-
lish a priority structure for using different
kinds of communication technology.
Prioritizing voice mail rather than e-mail,
for example, works better for sending cer-
tain kinds of messages.

Closely related is research that studies individuals’ attitudes toward technology. 
While individuals often choose for themselves a technology based on ease or usefulness,
companies sometimes mandate the use of a new kind of technology. 

“That’s when we look at what needs to be done to make the change effective for all,”
says Massey. “It’s now about managing expectations.”

Massey has attracted two research grants from Hewlett-Packard concerning mobile
technologies. Two years ago, one of these put iPAQ pocket PCs into the hands of 40
graduate students in information systems. Working with fellow IU students from the
Bloomington campus, they used the mobile devices to develop a wireless version of IU’s
course management system, OnCourse. 

In addition to advancing academia and business, Massey values her research for its
impact in the classroom. “When I return from a trip to a major corporation, I talk to
my students about issues I’ve just encountered,” she says. “Sometimes I’ve observed key
company decisions taking place. 

“As a result, I am able to demonstrate to students the reality of the workplace.”

Anne Massey
Information Systems
Eli Lilly and Co. Faculty Fellowship

Ph.D., Rensselaer Polytechnic Institute



Credit cards overloaded? Buying a 
new house?  

If buying decisions have stressed 
you out, have a conversation with 
Adam Duhachek. At 28 one of the 
Kelley School’s youngest professors, he
already has 17 publications under his 
academic belt. Duhachek studies how
consumers cope with stress when making
purchasing decisions.

“The best events in life are laden with
stress,” says the wunderkind from the
Kellogg School of Management, the

How do consumers cope with stress?

“I taught MBAs at Northwestern and find that most of 
my Kelley undergrads have been able to keep up. I have 

not had to adapt too much from my MBA material.”
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Is globalization a myth?

Alan Rugman
Business Economics
L. Leslie Waters Chair in International Business 

Ph.D., Simon Fraser University, Vancouver, Canada

For Oxford University, it was a major
loss—but a significant gain for Indiana.

Alan Rugman left Oxford’s Templeton
College in 2000 for a new position at IU,
attracted to the L. Leslie Waters Chair in
International Business and the opportuni-
ty to teach at what he regards to be a top-
five program in international business.

He also brought more than 25 years 
of research and teaching in the field. 
His blue-chip resumé, which denoted
some 200 articles and 40 books, includ-
ed a hot-off-the-press book, The End 
of Globalization. 

As the title indicates, the book made a
strong argument against the conventional
wisdom of “globalization.” Rugman sup-
ported his thesis with data showing that
all leading multinationals come from the
triad markets of the United States,
Europe, and Japan and are thus actually
regional in scope. “Many colleagues talk
about free trade as though we have an
integrated economy,” he muses. 

Rugman’s newly published The
Regional Multinationals (Cambridge
University Press, 2005) continues to
explode the myth of “global” companies,
this time with data from the Fortune 500
firms. “Only nine of the 500 are truly
global,” he maintains, “and only three of
the nine are in the United States: Intel,
Coca-Cola, and IBM.” Large firms like
GM, Wal-Mart, or Citigroup are regional,
he notes. And his data suggest future
trends toward intra-regional growth. 

Currently, Rugman is president of the
Academy of International Business (AIB)
for the 3,000 professors in the world who
teach international business. IU joins the
Wharton School of Business as the only

other school having had three of the 
current roster of 23 presidents. 

Rugman also heads IU’s Center for
International Business Education and
Research (CIBER), having changed its
strategic direction to be “regional” in
thrust and thus aligned with his research.  

Rugman is a native Brit who moved to
Canada and became a tenured professor
of economics at age 28. In 1986-87 he
advised Prime Minister Brian Mulroney
on the agenda for the Canadian-U.S. Free
Trade Agreement, even making national
speeches to explain the treaty to voters.

The terms of this agreement, grounded
in part on Rugman’s research, became a
basis for NAFTA in 1992.

Adam Duhachek
Marketing
3M Jr. Faculty Fellowship

Ph.D., Northwestern University



only business school currently using 
an RFID prototype in the classroom. 
It involves a miniature train and truck 
system using antennas, EPC tags, and
reading devices hooked to computers that
store the information being transmitted.
The model shows how information is 
captured from tagged items, cases, and
pallets, and is displayed in the classroom
for students to see.

Since “efficiency and effectiveness” are
bywords among the three researchers,
RFID is an exciting concept. “We are 
constantly focused,” says Soni, “on finding
solutions for the workplace.” 

And because the RFID movement is so
new, the Kelley research team is debating
how best to teach it. Options include a
complete course in RFID vs. the insertion
of modules into supply chain management
and marketing classes at the proper time. 

As RFID technology rolls out and com-
panies become savvier in its use, these
applications become rich fodder for the
classroom. Beyond the retail supply chain,
industries such as defense and aerospace,
health care, and agriculture are preparing
for the impact.

“We’re just getting started,” says Soni.
The Kelley team is jointly writing a book
and has plans for a supply chain center in
Bloomington. There is also discussion for
a bigger lab to test RFID technologies, 
as well as for an Indianapolis site to help
grow Indiana’s transportation-distribution-
logistics industry (TDL).

Kelley’s RFID research has industry
support. Procter & Gamble has awarded a
$150,000 grant to expand the curriculum
for undergraduate and graduate students.
SAP, the German-based software develop-
er, has given software and cash to integrate
the initiative for students and faculty.
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Ashok K. Soni
Chair, Operations and Decision Technologies
SAP Fellowship

DBA, Indiana University

Vincent A. Mabert
Operations and Decision Technologies
John & Esther Reese Professorship

Ph.D., Ohio State University

Munirpallam Venkataramanan
Operations and Decision Technologies 
Chair, Undergraduate Programs

Ph.D., Texas A&M University

How will radio frequency identification devices improve 
the supply chain?

nation’s No. 1-ranked business school.
The subject has occupied the last three
years of his life.

In short, he says, there are three strate-
gies consumers use in dealing with pur-
chasing-related stress. The most positive is
to take action of some sort, such as pick-
ing a new realtor if your house isn’t selling
fast enough.

Less appropriate is avoidance—
delaying a purchase or even taking a vaca-
tion to avoid the decision. A third strata-
gem is to pursue social support: Seek
advice from a friend, ask for a loan, or
find a friendly shoulder to cry on.

Firms, he says, need to be aware of
these behaviors so that they can produce
an active response for their customers. 
He explains this theory in his newest 
article, published in June in the Journal 
of Consumer Research.

He’s also researched embodied brand
stores, like the ESPN Zone sports bar and
restaurant in Chicago. He describes it as a
glorified arcade that “drives perception
and sells ideas, not products.” 

Duhachek teaches seasoned under-
graduates, those thoroughly doused by
the rigors of Kelley’s famed I-Core. And
he finds them so bright and well-prepared
that he dubs them “Little MBAs.”  

“I taught MBAs at Northwestern and
find that most of my Kelley undergrads
have been able to keep up. I have not 
had to adapt too much from my 
MBA material.”

Duhachek has also been impressed with
the sense of commitment among under-
graduates, seen when all 94 of his stu-
dents turned in complete assignments in a
series of online tasks. “This was beyond
anything I expected of 21-year-olds,” he
says. “They’re interviewing for jobs and
know the drill.”

Research creates a positive synergy
with teaching, he notes, and vice versa.
“Teaching has helped me think about
ways to present information clearly to
promote comprehension. Whether I’m
reaching out to academics or to students,
my goal is to maximize understanding.
Research and teaching work together.”

Ready or not, radio frequency identifi-
cation (RFID) technology is about to
explode into your future. And RFID
reverberations are expected to be felt up
and down the supply chain.

The question, says Ash Soni, 
is “WHEN?”

Soni is one of three researchers at the
Kelley School who are on top of the
advent of RFID. The technology, two
decades old but emerging with new appli-
cations for the business world, will
improve business processes dramatically
and potentially have a huge impact on
everyday operations.  

“RFID will have a significant impact on
the design and execution of business
processes,” says M. Venkataramanan,
whose past research has involved large-
scale models for scheduling and network
optimization. “The UPC codes will
become obsolete some time in the future.”

RFIDs are “smart” tags based on the
Electronic Product Code (EPC) standard.
The technology enables more information
to be stored using these tags, thus 
allowing manufacturers, distributors, and
retailers to track items automatically.

Vince Mabert has led the team in build-
ing a train-to-truck-to-warehouse demon-
stration model, making Kelley the nation’s
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Kathy Vrabeck

Title
• President, Activision Publishing

Santa Monica, Calif.

Residence
• Newport Coast, Calif.

Birthplace
• Muncie, Ind. 

Family
• Husband George
• Daughter Alex, age 10
• Son Griffin, age 8

Education
• DePauw University, BA 1985
• Indiana University, MBA 1989

Career Path
• Activision, 1999-present
• ConAgra, 1998-99
• Pillsbury, 1991-98
• Quaker Oats, 1990
• Eli Lilly and Co., 1985-89

Fondest IU memories
• Attending part-time evening

MBA classes at IUPUI

IU Honors
• Member, Academy of Alumni Fellows,

Kelley School of Business, 2005

Professional Honors
• “100 most powerful women in 

entertainment” list 
(Hollywood Reporter)

• Board member, Entertainment 
Software Association 

Voluntarism
• Vice chair, “Nite to Unite” industry 

charity event for children’s causes

Favorite leisure-time activity
• “Reading everything possible.”

Most recent books read
• Blink: The Power of Thinking Without 

Thinking by Malcolm Gladwell
• DisneyWar by James B. Stewart

Work time is play time for
gaming industry’s bright star

Kathy Vrabeck, MBA’89, works for a company where conference rooms are labeled
“Doom” and where trophies for “True Crime” stand proudly on display.

But the same company also encourages her to play baseball video games and
“Spiderman: The Movie” at home with her eight-year-old son.

It’s all part of her job as president of Activision Publishing, the $1.4 billion video game
developer, publisher, and distributor in Santa Monica, Calif. The high-ranked position
spins her into an edgy, high-growth industry that exceeded a staggering $10 billion in
sales in 2004.

The presidential title is a big jump for a 42-year-old mother of two young children. 
For starters, video gaming is dominated by men. Product creators are almost exclusively male.
Activision’s core consumer is the 12- to 30-year-old male. Vrabeck—one of only two
Activision executives with the power to greenlight a potential game all the way to produc-
tion—is one of the highest-ranked women in the gaming industry. In December 2004, 
following her ascent to president after only four years with Activision, The Hollywood Reporter
ranked her #80 among the nation’s “power 100” women in entertainment. 

Vrabeck’s handprints rest on Activision’s most popular products, which are marketed to
the masses. These range from the top-selling “Tony Hawk’s Underground” and
“Doom3”— rated T (Teen) and M (Mature) by the Entertainment Software Rating Board
(ESRB)—to “Madagascar” for older children (rated E10+) and the family-friendly “Shrek
2” and “Lemony Snicket” video games (rated E for Everyone). The “Fantastic Four” game,
based on the new movie by the same name and featuring super heroes by comic book 
creator Marvel Enterprises, is being released this summer. All reflect licensing and mer-
chandising deals led by Vrabeck that contribute richly to Activision’s bottom line. 

Her route to the gaming world has surprised even Vrabeck herself. She grew up in
Muncie, Ind., where she played dodgeball in neighborhood streets and mastered Atari’s
Pong on the family TV set. Graduating from DePauw University in economics and
French, she began night classes at IUPUI toward an MBA degree while working for 
Eli Lilly and Co. “It’s a terrific program,” she says of her Kelley Indianapolis classes.

In 1989 she transferred to IU in Bloomington, going full-time to finish the four 
graduate courses yet needed to complete the degree. Prof. Tom Hustad enthralled her 
with the concept of brand management and connected her to the food industry. The next
several years found her working for Quaker Oats, Pillsbury, and Green Giant. “I played
with breakfast grits, refrigerated dough, and creamed corn,” she laughs.

When her husband was transferred to southern California, Vrabeck worked Pillsbury’s
Western division, picking up sales responsibility while managing a 150-member team.
Later she led a team in ConAgra’s snack food division that was responsible for $800 
million in revenue.

When the dot-com boom hit California in the late ’90s, she joined a colleague on 
a small corporate management team at the yet-infant Activision. The firm had no internal
studios then; today it has 1,400 employees. “Video games have permeated popular 
culture,” explains Vrabeck. “Today’s technology makes games feel more real. They are free-
roaming, with players able to explore wide open spaces.”  

Many of Vrabeck’s employees roam the hallways in teams like students on a studio tour.
(“It’s hardly an old-boy network,” she jokes.) The creation of a single game can be as 
complex as a Hollywood blockbuster, starting with artists and writers who sketch out
thousands of possible outcomes to a story line. Characters are designed as 3D digital 



KELLEY 25

ALUMNA PROFILE

SU M M ER  2005

marionettes, brought to life by game programmers. Human actors
create movements which are mapped onto characters’ skeletons.
Game developers set the action to a code that controls whether a
character scales a building, whips around city streets, or crashes
into a wall. The process can take up to two years to complete and
costs millions of dollars.

As a mother to grade-school children, Vrabeck is sensitive to the
ESRB ratings and maintains that Activision “markets the games
appropriately. We want the content to be appropriate for the
respective age groups.” At the same time, she’s aware that parents
often do not monitor their children’s video purchases. “Parents are
not pursuing this as much as they should,” she notes. “The idea
that games are made for kids is a misperception.” She notes that
64% of gamers are adults and the average user is 29 years old,
referring to a recent study released by PriceWaterhouse Coopers.
She is pleased the ESRB has stepped up its outreach to parents by
running public service announcements in women’s magazines. The
ERSB also posts signs in retail stores to explain content descriptors.

“The industry’s report card is very good,” Vrabeck claims. She
points out that in 2001, the FTC praised the ESRB as the most
comprehensive of the three entertainment industry systems and for
helping parents make informed choices about the games their 
children play. In Sept. 2004, the Kaiser family foundation released
a national survey of parents that found the ESRB ratings system to
be the most useful of all of ratings systems.

But what about those M-rated first-person shooter games,
which are restricted to viewers 17 and older and have been

denounced in the press for leading to hostile behavior and 
desensitization to pain? “Activision tries to make sure everything 
is consistent with the overall game experience and is not gratuitous
or violent for the sake of violence,” she replies.

Quality family life is high on Vrabeck’s list of priorities. 
She plays homeroom “mom” for her children, attends their sports
games, and insists on several family vacations per year. The family
watches minimal TV; Vrabeck gets her news online. She reads 
several novels a month, usually on airplanes, and entertains
California-style with casual food and wine parties.

In March, BusinessWeek published profiles of 25 up-and-
coming media executives, rating each on skills in operations, 
creativity, technology, and finance. Along with Sony Music’s 
chief operating officer, Vrabeck stood out by earning perfect fives
in operations and creativity. “A top-notch marketer in the video-
game biz,” read her caption.

It’s been a quick upward ride since 1989 when Vrabeck, wearing
big red glasses and a tee shirt, was photographed for Prof. Hustad’s
MBA class card at IU. Now she wields power not only as a 
company president but also as a female who welcomes girls and
women as the next target audience and encourages more E-rated
family games into the fold.

For Kathy Vrabeck, work time is also play time. And she’s 
clearly playing at the top of her game.
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How many times over the course of your career will you need to look for a new job? 
If you are tracking along with the national average, then you should expect to change
employers five to seven times before you retire. Downsizing, corporate mergers, and a
plateau in professional growth all contribute to the need for workers to be more proactive 
in managing their careers and keeping alert to new opportunities. 

To aid Kelley School alumni in career transition, the Kelley School of Business alumni
board of directors, in conjunction with the school’s Undergraduate and Graduate Career
Services offices, launched an online alumni job board on January 1, 2005. This interactive
function allows employers to post job listings online, at no cost, for alumni candidates with 
undergraduate and/or graduate degrees. In turn, Kelley School alumni (and graduating 
students) can access these job postings at no cost as well. 

Currently, over 70 employers from a broad range of industries have taken advantage of this
efficient source for discovering quality candidates. Nearly 600 different job postings have
appeared to date on the new site. Some firms that have listed openings with this service include
Wal-Mart Stores, Inc., A.T. Kearney, Inc., Borders Group, Inc., Best Buy, FedEx Corporation,
IBM Corporation, KPMG LLP, and Miller Brewing Co. Positions have included Assistant
Brand Manager, Senior Financial Analyst, Management Consultant, Investment Banking
Associate, Corporate Accounting Manager, and Associate Forecasting Specialist.

In short—it works!
The Offices of Graduate Career Services (GCS) and Undergraduate Career Services

(UCSO) actively promote the alumni job listings to employers, who can easily link to 
the Web sites of either office to post a job (http://gcs.indiana.edu/alumni/ or
http://ucso.indiana.edu/alumni/). Alumni employers looking for candidates with business
degrees are welcome to post jobs, too.

Job-seeking alumni can easily review job listings by accessing the home page of the Kelley
School Alumni Association: http://kelley.indiana.edu/alumni. While there is a brief sign-in
requirement, there are no fees or passwords. For assistance with the alumni job listings, 
call 812-856-5052, or e-mail gcs@indiana.edu for graduate listings and 812-855-5317 or
ucso@indiana.edu for undergraduate listings. 

The success of the Kelley School of Business Alumni Job Board is directly tied to the
extent to which alumni use it. As the Kelley family continues to spread the word about this
valued service to both employers and alumni job seekers, we have high expectations for the
continued growth in the quantity and quality of job listings.

The next time you are seeking out talent for your company, please post the listing with
Kelley. And, monitor the board when you are thinking about your next career move. 
The more we use the Kelley Job Board, the more robust a service we can provide to 
job seekers and employers alike. 

We hope many of you will make use of this service at some time in your careers! And
please, let us know of your successes using the listings! 

Best regards,
Susan Maupin, MBA ’96
President, Kelley School of Business
Alumni Association Board

By Susan Maupin 
President

Kelley Alumni Association Board

ALUMNI NEWS

Dear Kelley Alumni
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In February, 24 members of the Kelley Alumni Chapter of
the Bay Area contributed time and sore muscles to help build
homes for low-income families. Volunteers helped paint,
install windows, and erect dry wall in a Habitat for Humanity
project in Daly City, Calif. Despite a hard day of work and
sweat, they were rewarded by the opportunity to develop per-
sonal relationships with the new homeowners, most of whom
could not afford decent shelter for their families without such
an all-out effort.

Bay Area alumni partner

with Habitat for Humanity

To refer an outstanding candidate for one of 
the Kelley School’s undergraduate or 

graduate programs

To recruit graduating students or 
provide internships by connecting us
with your company’s hiring department

To post job opportunities within your
company for fellow alumni

To return calls or e-mails from students
with career questions

To invest in the School’s future by 
becoming a Dean’s Associate

TAKE THE TIME…

MAKE A DIFFERENCE!

Alumni honorees lauded at 
annual business conference

Recipients of the 2005 alumni awards were recognized at the
IU Annual Business Conference in Indianapolis March 9.
Shown left to right are Academy of Alumni Fellows inductees
Martha Comment, who accepted the award on behalf of her
late husband, Jeffrey W. Comment, BS’66, chairman and CEO,
Helzberg Diamonds; Distinguished Entrepreneur Steven J.
Bellamy, BS’86, president and founder of The Tennis Channel,
Inc.; Kathy Vrabeck, MBA’89, president of Activision
Publishing; and Bradley A. Alford, MBA’80, president and
CEO of Nestlé Brands Company, Nestlé USA.

Are you connected with Kelley alumni in your area?
Consider

• Networking receptions
• Economic outlook presentations
• Investment seminars
• Marketing events
• Golf tournaments
• Happy hours
• Community events

Hundreds of Kelley School alumni hold volunteer roles, repre-
senting the more than 80,000 Kelley alumni worldwide. These
range from positions on the Kelley alumni board or regional
chapter boards to roles as class agents and corporate liaisons.

Take advantage of your Kelley network! Attend local events,
host an alumni event at your company, organize alumni activi-
ties, or assist in securing high-profile leaders to speak at events.

Contact a local alumni volunteer by visiting www.kelley.
iu.edu/alumni/connections. Find event details for your area at
www.kelley.iu.edu/alumni/calendar.cfm.

Your Kelley Network
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Your membership in the Kelley Alumni Association directly supports alumni

events and activities. Now there is an easy and affordable way

to become a life member—a new no-interest monthly payment plan! For

$55 a month for 10 months, you can pay off your life membership. Recent

graduates are eligible for a half-price annual membership for the first five

years after completing their first IU degree, only $20 per year.

To join or renew your membership online, visit

www.kelley.iu.edu/alumni/membership.cfm. To request a paper 

application, e-mail busalum@indiana.edu.
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Kenneth C. Calwell, MBA ’86 
As Domino Pizza’s executive vice president for marketing

and research & development in Ann Arbor, Mich., Ken Calwell
makes use of his 20-plus years of experience in the food mar-
keting industry to lead Domino’s national brand and menu
strategy. He helped launch Domino’s Philly Cheese Steak
Pizza and Buffalo Chicken Kickers, negotiated Domino’s $408
million beverage contract with Coca-Cola, and led Domino’s
new partnership with NASCAR.

Lyle A. Feigenbaum, BS ’90
Owner of Scholars Inn, Inc., Lyle Feigenbaum first worked for

two years as auditor with Arthur Andersen in Chicago, then
acted in and directed plays in New York. Now back in
Bloomington, he and wife Kerry have parlayed their purchase of
the local Scholars Inn Bed & Breakfast into a chain of Scholars
Inn restaurants. Today they own five restaurants, two upscale
eateries, and three bakehouses and supervise 350 employees.  

Alba E. Franco, BS ’85, MBA ’87 
Currently a human resource consultant for the Xerox

Corporation in Indianapolis, Alba Franco provides consultancy
support to senior managers in leadership development, suc-
cession planning, and diversity. A 14-year veteran with Xerox,
she also gained international experience during five years at 
R. G. Barry Corporation in San Antonio, Texas. President of
Latinos Unidos while at IU, she is a current member of the
National Hispanic MBAs.

Donna A. Heckler, MBA ’88 
As chief branding officer and owner of The Branding

Company, Donna Heckler has assisted such companies as The
Clorox Company, Emerson Electric, Enterprise Rent-a-Car, and
Ralston Purina Company with product launches, brand devel-
opment, and marketing execution. She has also led marketing
efforts for Energizer Battery Company and the Mennen
Company. She has been recognized as an “under-40” business
leader and an “influential leader” of 2004, both for St. Louis.

Bradford Hobbs, MBA ’91
Managing Director, BizBrand Integration Advocates, 

South Orange, N.J.
Maura O. Kahn, MBA ’95 
Director, Synagis Marketing, MedImmune, Inc., Gaithers-

burg, Md.
Robert J. Mesch, BS ’86
Robert Mesch CFP® has been a member of the investment

securities industry since 1986 and practices in the area of
retirement planning. As a native Chicagoan, Mesch is listed
among the Who’s Who of Illinois Certified Financial Planners®
in Kiplinger’s Personal Finance magazine, January 2005, and has
served as president of the Chicago Kelley Alumni Chapter. He
is a registered principal with Linsco/Private Ledger, Member
NASD/SIPC.

Amelia S. Ross, MBA ’98
Amelia Ross is a loan originator with CTX Mortgage

Company in Indianapolis. She spent 15 years in the semicon-
ductor and disk drive industries, including four years in Japan
as a quality engineer for Seagate, and was director of E-com-
merce product management with Made2Manage Systems. A
Kelley Indianapolis graduate, she is active with the Women’s
Advisory Board to promote the recruiting of female MBA stu-
dents. She also holds degrees from the University of Michigan
and Stanford University.  

Michael A. Slater, BS ’97
As a senior manager and real estate broker with Chicago’s

Slater Realty & Investments, Inc., Michael Slater oversees
properties management and acquisition of multi-family proper-
ties. Before joining the family business, he worked with
MovingStation, a real estate relocation and software develop-
ment company. He is also co-founder of YoPro Inc.
(www.yopro.com) and SpeedNetworking. He holds an Alumni
Volunteer of the Year award from the Kelley Alumni Association
and is active on numerous civic and professional boards.

New alumni board members offer diverse backgrounds 

Ibbotson speaks to
New York chapter

Roger Ibbotson, a professor in the practice of finance at
Yale School of Management and founder of Ibbotson
Associates, addressed members of the New York Kelley
Alumni Chapter Feb. 17 in New York City. His speech pro-
vided his prognosis for the economy and his thoughts on
the twin deficits—the trade balance and the budget deficit.
Ibbotson received his MBA in finance from IU and is a
member of the Kelley School of Business Academy of
Alumni Fellows.

The Easy Life!
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As a result of being featured in the August 9, 2004, edition of
BusinessWeek, Dan Dalton was asked to speak at the Investor
Research Responsibility Center's annual proxy review and brief-
ing Oct. 8 in New York—a speaker's dais shared by U.S.
Securities & Exchange Commissioner Harvey Goldschmid and
New York City Comptroller William Thompson. The audience
included representatives from Deloitte & Touche, Dow Jones,
Fannie Mae, Goldman Sachs & Co., IBM, Mellon Financial Corp.,
Moody’s Investor Service, Pfizer, Prudential Financial, and
TIAA-CREF, among others. 

Kelley Indianapolis professors receiving the Trustee Teaching
Award were John Hassell, American United Life professor of
accounting; Bill Kulsrud, chairperson of the MPA Program and
an associate professor of accounting; Melinda Phillabaum,
lecturer in business communications; and Jim Smith, senior
lecturer in finance.

Marketing Department doctoral students Huifang Mao and
Charles Lindsey presented papers at the annual Society for
Consumer Psychology Conference held February in St.
Petersburg Beach, Florida. Mao presented “The Influence of
Cultural Orientation on Categorization,” which he co-authored
with Shailendra Pratap Jain and Kalpesh Kaushik Desai
(University of Buffalo). Lindsey presented “A Combined Test of
Competitive and Contextual Interference,” which he wrote with
Anand Kumar and Shanker Krishnan. The presentations
were sponsored by the Global Programs Office and the Center
for Brand Leadership.

Rebecca Slotegraaf and Adam Duhachek, assistant 
professors of marketing, and Christian Lundblad, assistant
professor of finance, were recently awarded 3M Junior Faculty
Awards for teaching and research. These competitive grants
were designated by 3M for untenured faculty members who
show exceptional promise early in their careers. Slotegraaf was
also awarded the Sheth Foundation Best Paper Award from
Journal of the Academy of Marketing Science for the article she
co-authored titled “The Paradox of Marketing Planning
Capability.” In addition, Slotegraaf co-authored an article enti-
tled “Longitudinal Shifts in the Drivers of Satisfaction with
Product Quality: The Role of Attribute Resolvability,” which was
recently published in the Journal of Marketing Research.

Ronald Anderson, professor emeritus of business adminis-
tration, and Vince Thompson, economic research analyst in
the Indiana Business Research Center, had their co-authored
article “A Bayesian Network Estimation of the Service-Profit
Chain for Transport Service Satisfaction” published in Decision
Sciences, 35, 4, 665.

Kurt Bretthauser, associate professor of operations and
decision technologies, has been named an associate editor of
the Decisions Sciences Journal for a two-year term.

Laura Buchholz, lecturer of marketing, was awarded a
University Instructional Developmental Summer Fellowship for
her proposal titled “Integrating and Synthesizing Creativity and
Communications.”

Dena Cox, Eli Lilly Faculty Fellow and professor of market-
ing, and Anthony Cox, Edgar G. Williams Faculty Fellow and
professor of marketing, both of Kelley Indianapolis, spoke at the
Indiana Health Industry Forum on direct-to-consumer advertis-
ing of medical products. Both professors were part of a panel
discussion of the increasing role of consumers in health care
choices.

Tami Goodrich and Paul Serex have joined Kelley as visit-
ing lecturers in operations and decision technologies.

John M. Hassell, professor of accounting, Sally Webber of
Northern Illinois University, and Barbara Apostolou of
Louisiana State University had their article “Management Fraud
Risk Factors: An Examination of the Self-Insight of and
Consensus Among Forensic Experts” published in Advances in
Accounting Behavioral Research, 7, 75-96.

John Hill, associate dean of research and operations, has
been appointed chair of the Emerging Issues Task Force of the
Business Valuation and Forensic Services Section of the AICPA
(American Institute of Certified Public Accountants) for 2005.

FACULTY FORUM

Professor Robert C. Klemkosky (second from right) met with alumni
at an event sponsored by the Korean chapter of the IU Alumni
Association on December 4, 2004, in Seoul.  Left to right are Kwan
Hee Yoo (MBA’84, PhD’85), Young Jin Kim (MBA’84), Bong-Joo Lee
(MBA’85, PhD’89), Jae Ha Lee (MBA’84, PhD’88), Professor
Klemkosky, and Soon-Won Chung (PhD’86). (Submitted photo)

Awards and Publications



Tom Hustad, professor of marketing,
delivered the academic inaugural
address for Christer Karlsson, the new
dean of Copenhagen Business School —
Executive. His presentation, “Innovation
Excellence: Elevating Corporate Perfor-
mance,” was covered in the Danish
financial newspaper Børsen.

Robert W. Jamison, professor of
accounting at Kelley Indianapolis, spoke
to the Indiana Tax Institute, co-spon-
sored by the Indiana CPA Society and
Indiana Bar Association.

Shanker Krishnan, associate profes-
sor of marketing, and Adam Duhachek,
assistant professor of marketing, have
recently been appointed to the editorial
review board of the Journal of Consumer
Research.

Marjorie A. Lyles, professor of inter-
national strategic management at Kelley
Indianapolis, gave two invited talks for
the Association of Strategic Alliance
Professionals (ASAP)—one in Sydney,
Australia and another in Frisco, Texas. 
The talks were based on research from
her National Science Foundation grant 
“Enhancing Alliance Competence in 
a Globally Dispersed Organization: The

Role of Strategic Knowledge Manage-
ment.” Her research focuses on alliance
management in pharmaceuticals and
investigates factors that impact alliance
success and knowledge development.
She has been invited to become a 
member of ASAP and to help start the
Asia chapter.

David MacKay, professor of market-
ing and part-time professor of geography,
and Brian Lilly, a former IU doctoral
student, published an article, “Percept
Variance, Subadditivity, and the Metric
Classification of Similarity, and
Dissimilarity Data,” in the Journal of
Classification.

Julie Manning Magid of Indianapolis
and Jamie Darin Prenkert of 
Bloomington, both assistant professors
of business law at Kelley, co-authored
“The Religious and Associational
Freedoms of Business Owners,” pub-
lished as the lead article in the winter
2005 issue of the University of
Pennsylvania Journal of Labor and
Employment Law. Prenkert also recently
published “Liberty, Diversity, Academic
Freedom, and Survival: Preferential
Hiring Among Religiously Affiliated

Institutions of Higher Education” as the
lead article in Hofstra Labor &
Employment Law Journal.

Anne Massey, chairperson of infor-
mation systems, has been named to a
two-year term as associate editor of the
Decision Sciences Journal. She began
her term in January.

Eric Metzler, instructional consultant,
has made several presentations on the
“Course Portfolios” innovation that he
has helped develop and promote for IU
faculty use over the past four years. In
November, he served on a panel at the
35th annual Decision Sciences confer-
ence in Boston.

Tammy Orahood, manager of inter-
national programs, co-authored “The
Impact of Study Abroad on Business
Students’ Career Goals.” This article in
the fall 2004 issue of Frontiers: The
Interdisciplinary Journal of Study Abroad
discusses the results of a study that
assessed the level of impact studying
abroad had on the job search and career
goals of Kelley undergraduates.

Ross Peterson-Veatch, instructional
consultant, served as facilitator at the
annual winter meeting of the National
School Reform Faculty Jan. 13-15. NSRF
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Awards and Publications (continued from p.29)

2004 Teaching Awards

Panschar Associate Instructor Teaching Award: Tobias Schoeherr

Panschar Lecturer Teaching Award: Sandra Owen

Sauvain Teaching Award: Martin McCrory

Research Awards: Michael Baye, James Wahlen, Darius Miller

Service Award: Bruce Jaffee

Innovative Teaching Awards: Anna Easton, Jeanette Heidewald, 
Jamie Prenkert, Laura Buchholz, Anne Massey, Ramesh Venkataraman

Trustee Teaching Awards: Wayne Winston, Patrick Hopkins, Andrew Ellul,
Eric Richards, Rod Haywood, Dwight Worker, Amy Kinser, and
Carolyn Wiethoff

Robert (Bob) Jacobs, E-II Faculty Fellow
and Professor of Operations Manage-
ment, received the Dennis E. Grawoig
Distinguished Service Award at the
Decision Sciences Institute’s fall meet-
ing. Jacobs was recognized for a prolific
list of contributions over 25 years of serv-
ice to the Institute, including his role as
president two years ago. “What sets Bob
apart is not the length of the list but the
quality of his service,” stated the citation.
“He has brought an energy, enthusiasm,
and ‘can-do’ attitude…that has inspired
those around him.”
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trains educators in facilitation tech-
niques that support the building of pro-
fessional learning communities (K-12
through graduate schools).

Roger Schmenner, associate dean 
of Kelley Indianapolis and recognized
expert in the field of production, 
operations management, and manufac-
turing logistics, is featured on the 
IUPUI Web site at http://www.iupui.edu/
featured/schmenner.html.

Raja Sooriamurthi, clinical assistant
professor of information systems, served
on a leadership panel as part of the
LeaderShape Institute at Bradford
Woods for more than 60 student leaders
from all campuses of Indiana University.
In addition, Sooriamurthi, along with
David Leake, IU professor of computer
science, had their article “Case
Dispatching Versus Case-Base Merging:
When MCBR Matters” published in the
International Journal of Artificial
Intelligence Tools (IJAIT), Vol. 13, No. 1,
237-254, 2004. Sooriamurthi was also
recipient of the New Faculty Fellow
award presented at the Frontiers in

Education (FIE-2004) conference, where
Sooriamurthi also presented a paper on
“Java Engagement for Teacher Training:
an Experience Report.” 

A paper entitled “Revisiting ISO 14000
Diffusion: A New ‘Look’ at the Drivers of
Certification,” written by Gyula Vastag,
visiting professor of operations manage-

ment, was published in the fall 2004 issue
of Production and Operations
Management. In addition, “Inventory
Management: The Knock-On Effect,” 
co-written by Professor Vastag, has 
been published in the January 2005 issue
of the International Journal of Production
Economics.
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Gerald  (“Jerry”) L. Salamon, A. L.
Prickett Professor of Accounting, has
received the American Accounting
Association’s 2005 Outstanding
Accounting Educator Award. Salamon
was singled out for outstanding con-
tributions in the areas of publications,
research guidance to graduate stu-
dents, teaching, and service to the
academic accounting profession for
more than 30 years. His nomination
letter said, “Simply put, one of Jerry’s
most significant contributions is his
ability to make the people around him
better.” It also mentioned the “count-

less hours that Jerry has spent helping colleagues, accounting faculty from
other schools, and Ph.D. students improve their research and teaching. In an
era where accounting researchers decry the lack of investment in the long-run
research and teaching future of the profession, Jerry is someone who has sac-
rificed aspects of his own career to invest in the careers of colleagues and
Ph.D. students.”  

Former acting dean John Long dies 
John D. Long, professor emeritus of business administration, passed away Dec. 14
after a long illness. He came to IU in 1947 and was promoted through the ranks to
professor by 1959. In 1985 he was named
the first Arthur M. Weimer Professor of
Business Administration. He served
briefly as editor of Business Horizons and
was acting dean in 1983-84. An insurance
scholar and major contributor to the liter-
ature of insurance, he was president in
1966-67 of the American Risk and
Insurance Association and a member of
the board of the American Finance
Association. He held degrees from 
the University of Kentucky, Harvard
University, and IU. He is survived by his
wife, Hazel, shown with him at right in an
earlier photo; three adult children; and
seven grandchildren. 

Wilma Kelley, widow of
E.W.“Ed” Kelley, dies 

Wilma Kelley, 87, widow of the late
E.W. “Ed” Kelley for whom the Kelley
School is named, died Nov. 14, 2004,
in Tipton, Ind. She was a 1933 
graduate of Indiana University and
received a master’s degree in
German literature from IU in 1939.
She was president of the Indiana
University Alumni Association. She
met her husband while serving as a
receptionist in the IU business
school. They were married for 64
years and are survived by three adult
children, six grandchildren, and one
great-grandson. Ed Kelley passed
away on July 4, 2003. 
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1970s
Gregg T. Summerville, BA’69,

MBA’72, is managing director and
partner at Kirr, Marbach & Co. in
Columbus, Ind., and was elected to
the Indiana University Foundation
Board of Directors in 2004. He
serves on the IU Business Dean’s
Advisory Council, on the board of
advisers for the Kelley School of
Business’s Investment Management
Academy, and as a board member
or trustee for several organizations
and businesses. Summerville and
his wife, Judith, MBA’80, estab-
lished the Gregg T. and Judith A.
Summerville Professorship of
Finance at IU in 2004.

Norman J. Szydlowski,
MBA’76, recently returned from
Iraq, where he was a senior oil
adviser for the U.S. Department of
State. He lives in Danville, Calif.,
and can be reached at ngjs@sbc-
global.net.  

Alan N. Hoffman, MBA’78,
DBA’82, was chosen as a recipient
of Bentley College’s 2004 Innovation
in Teaching Award. An associate
professor of management, Hoffman
created an MBA strategy course
that offered students a behind-the-
scenes, longitudinal, and cross-
functional look at the Boston Beer
Co.’s life cycle from initial idea to
successful business. He lives in
Newton Highlands, Mass.

1980s
Frank Y. Samuel, BS’84,

MBA’85, works for Dell Financial
Services in Austin, Texas. 
He can be reached at
frankysamuel@msn.com.

1990s
After 17-plus years in industry,

most recently with Intel Corp. in
Arizona, Allen B. Snively Jr.,
MBA’91, accepted a position as a
full-time lecturer in finance at the
Kelley School of Business in
Bloomington in fall 2003. He writes,
“My wife, Tanja, is enrolled full time
at IU and plans to enter the Kelley
School in fall 2005. Our family now
includes three kids: Taylor, Alex, and
the first true Hoosier of the family,
McKenna, who was born in October
2003. They have all got the Big Red
spirit, attending many IU football
and basketball games. It’s good to
be back home!”

Allen L. Ehrlich, BS’87,
MBA’92, is a senior product manag-
er for Resmed Corp., based in San
Diego and Sydney, Australia. He
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Looking Back

Hans Thorelli, second from left, receives congratulations from colleagues upon being named first recipient of
the E. W. Kelley Chair in Marketing in 1971. Others in the photo, from the left, are the late then-Indiana School
of Business Dean Schuyler Otteson; the late E. W. “Ed” Kelley, for whom the Kelley School is named today; 
and then-Indiana University President John Ryan. (File photo)

Thorelli sows seeds for undergraduate I-Core
By Joseph M. Waldman, Emeritus Faculty

To many, Hans Thorelli is considered the “spiritual father” of I-Core, Indiana University’s unique
“integrated” combination of marketing, finance, and operation courses required for a business
diploma. The program has distinguished IU’s undergraduate business program for years.

Thorelli introduced this concept to IU when he joined the faculty in 1965. The idea evolved from
a business simulation exercise, INTOP, which a Thorelli-led team had developed at the University
of Chicago. 

Today, years later, business students worldwide are familiar with the INTOPIA simulation, a
teaching tool oriented toward the problems of international trade and overseas operation and
adopted by 150 universities on all five continents. An Internet edition of INTOPIA is currently
being developed under Thorelli’s leadership. And overseas users often identify with Indiana
University through their INTOPIA experience.

Thorelli is “the most internationally renowned of all professors,” says Rosann Spiro, chair of the
Kelley School’s academic marketing department. “He is recognized for the legitimization of two
areas of scholarship within marketing—marketing strategy and international marketing.”

Born in New Jersey but raised in Sweden, Thorelli earned BA, MA, LLB, and PhD degrees from
the University of Stockholm. He became regarded as one of the world’s leading experts on con-
sumerism through numerous publications, and he served on President Gerald Ford’s Consumer
Advisory Council.

In 1989, Thorelli received an honorary doctor of economics degree from the University of
Goteborg in Sweden. He also held the first fully funded chair at the Kelley School through a
bequest of the late E.W. Kelley, for whom the Kelley School is named. He retired in 1992 and lives
with his wife, Dr. Sarah V. Thorelli, in Bloomington.

An example of Thorelli’s renown is an international award named in his honor. Each year, the 
editorial review board of the International Marketing Review reaches out worldwide to name the
professor who wrote the best article of the previous year. That author is then presented the Hans
B. Thorelli Award. 

“Hans is truly an eminent and inspiring scholar,” says Spiro.



lives in San Diego and can be
reached at aehrlich@san.rr.com.

In January, Jeffrey K. Woford,
MBA’96, transferred to Kameoka,
Japan, to be controller of Eaton
Corp.’s hydraulics operation for
Japan. He writes, “Please send an
e-mail to let me know if you will be
in Japan in 2005.” Woford can be
reached at jeffreykwoford
@eaton.com.

“My daughter-in-law Erin M. (Mc
Cormack) Newkirk, MBA’99, who
is a marketing manager at General
Mills, was recently recognized with
the Chairman’s Award for her work
on the Brand Champions program,”
writes Delano L. Newkirk, BS’61,
MBA’62, of Nashville, Ind. Erin lives
in Minneapolis and can be reached
at erin.newkirk@genmills.com. 

2000s
Thomas H. Corbett, MBA’01,

recently launched Image
Management Associates, a public
relations/business communications
firm. He lives in New Albany, 
Ohio, and can be reached at 
tomcorbett1@aol.com.

Craig D. Wells, BS’94, MBA’02,
ACGBusA’02, is vice president of
MFG Wealth Management in
Indianapolis and a board member of
the Johnson County Chapter of the
IU Alumni Association. He and his
wife live in Franklin, Ind., with their
son, Oscar, and daughter, Sara Kate.

Jeffrey E. Raltz, MBA’03, is a
project manager for Dick’s Sporting
Goods. He lives in Avon, Ind., and
can be reached at jraltz@sbc
global.net.

Brett Saffell, MBA’04, writes,
“In the spring of 2004, I moved to
Milwaukee to start work at the
Miller Brewing Co. After working a
few short weeks at Miller, I was
mobilized by the Army National
Guard and deployed to Afghanistan
as an adviser to an Afghan National
Army infantry unit. Since arriving in
Afghanistan in early August 2004,
my Afghan soldiers and I have
worked to secure Afghanistan’s
first-ever democratic elections and
to disarm local warlords. I look for-
ward to my eventual return home
and resuming my career at Miller.”
Saffell can be reached at brett.
saffell@us.army.mil.

Before1960s
Martha E. (Houlehan) Sayler,

BS’47, and David E. Sayler,
BS’48, write, “Our son, Reverend
Michael D. Sayler, BA’69, pastor of
Colorado Springs Baptist Church,
received his Ph.D. in human devel-
opment from Fielding Graduate
Institute in July 2004.” The Saylers
live in Franklin, Mich.

Stephen Guback, BS’50, has
been elected to the Virginia Sports
Hall of Fame. As a sportswriter for
the Washington (D.C.) Evening Star
and the Richmond (Va.) Times-
Dispatch, he covered heavyweight
championship fights, tennis cham-
pionships, and 14 Super Bowls, and
was the beat reporter covering the
Washington Redskins for more than
20 years. Now retired, Guback is
also a member of the U.S.
Basketball Writers Association Hall
of Fame. He lives in Alexandria, Va.

Last year James E. Stone,
BS’56, MS Ed’61, traveled from his
home in Sun City, Ariz., to
Bloomington, Ind., to see IU’s
Homecoming victory against
Minnesota. An I-Man in football and
track, he writes, “I also became
fully vested in an IU Foundation
charitable gift annuity of $100,000.
The athletic scholarship will take
effect upon my passing.”

1960s
David S. Weil, BS’64, has

retired after 27 years at Kaiser
Permanente NW. He lives in
Portland, Ore.

Richard K. Leighton, BS’67,
has reopened his accounting prac-
tice in Indianapolis. Previously, he
worked at Robert Finn & Co., as a
partner with Main Hurdman, as
CFO of a national property develop-
er, and as co-owner of a manufac-
turing company. Leighton serves on
the Leadership Cabinet of the
Indiana CPA Society and is active
in many organizations as a consult-
ant, committee member, treasurer,
or board member. He can be
reached at leightonrich@msn.com.

1970s
In February 2005, Michael B.

Bottoms, BS’71, was hired as sen-
ior vice president, agent care, for
the Conseco insurance companies,
based in Carmel, Ind. He has
worked in the insurance industry
for more than 25 years, most
recently as second vice president
and national director of marketing

services for Central States Health
and Life Company of Omaha.
Previously, Bottoms spent more
than 20 years with Hartford
Financial Services, worked for the
Indiana state government, and
served in the U.S. military.

Cherie Ann Finney Gothard,
BS’76, was promoted to fiscal spe-
cialist 2 for the Ohio Department of
Human Services. She lives in
Columbus, Ohio.

Andrew K. Shiel, BS’78, and
his office space were featured in
the Wall Street Journal’s “Work-
spaces” column on June 23, 2004.
Chair and CEO of Shiel Sexton Co.,
an Indianapolis-based construction
firm, Shiel furnishes his offices
with architectural artifacts from
the company’s projects and historic
renovations. 

1980s
Susan K. (Wiese) Carter,

BS’81, writes, “In August 2004, I
accepted the position of chief
financial officer for Lennox
International, located in
Richardson, Texas.”

David L. Smoot, BS’82, is vice
president of Georgia Southwestern
Railroad Inc. in Dawson, Ga. He
can be reached at
d.smoot@mchsi.com.

Greg J. Frisinger, BS’86, was
promoted to assistant controller,
Americas region, for Elopak Inc. He
lives in Whitmore Lake, Mich.

David M. Reeb, BS’86, has
started a public adjusting business.
He and his wife, Jill D. (Ellis)
Reeb, AS OpO’83, live in Deerfield
Beach, Fla. He can be reached at
david@claimmasterone.com.

Ralph E. Bennett, BS’87, is
finance director for Dell Inc. He
lives in Austin, Texas, and can be
reached at RBennett@gsb.uchica-
go.edu.

Jeffrey D. Johnson, BS’87,
writes, “I accepted a distribution
supervisor position with Sara Lee
Branded Apparel in Kings
Mountain, N.C. My wife, Aimee M.
(Hendrickson) Johnson, Ex’95,
and children Collin, Cameron, and
Chloe will continue to reside in
Gaffney, S.C. I can be reached at
JeffJohnson@alumni.indiana.edu.”

1990s
On October 13, 2004, Krissa K.

(Kropschot) Hatfield, BS’91,
gave birth to her second daughter,
Caroline Reagan, younger sister 
of Madeline. The Carmel, Ind., 
resident can be reached at 
plaidgolf@aol.com.

U.S. Air Force Maj. Daniel M.
Drabing, BS’92, is currently
deployed to Special Operations
Command in Qatar supporting
Operation Iraqi Freedom.

Rick Ferguson II, CBSt’95,
BSPA’96, is a sales officer for First
National Bank & Trust in Carmel,
Ind. He can be reached at rlfer-
gus@yahoo.com.

Jeffrey R. Kantowski, BS’95,
joined Takeda Pharmaceuticals as a
district manager. He can be
reached at JKantow@bellsouth.net.

Michael J. Archbold, BS’97, is
an auditor for Fleetwood Motor
Homes. He lives with his wife,
Laura M. (Hartman) Archbold,
BS’01, in Fort Wayne, Ind., and plays
guitar for the band Rosemary Gates.

Gregory S. Benua, BS’97,
writes, “I was married in August
and am happily married. My wife
and I reside in Westerville, Ohio.”
He can be reached at
gcbenua@sbcglobal.net.

Grant E. Epstein, BS’97, com-
pleted his MBA at the University of
Missouri–St. Louis in August 2004.
He lives in Montclair, N.J., and can
be reached at grantepstein@hot-
mail.com.

Eugene M. Klionskiy, BS’98, is
senior financial/credit analyst at
Wheels Inc. in Des Plaines, Ill. He
adds, “I got married!”

2000s
Heather B. (Boles) Judy,

BS’00, writes, “I am a CPA working
in Indianapolis for Ernst & Young. I
married Ryan Judy in June 2004.”

Andrew N. Lambert, CBusF’00,
BA’01, lives in State College, Pa.,
with his wife, Amber D. (Dum-
ford) Lambert, BA’00, MPA’02,
while Amber finishes her Ph.D. in
higher education. Andrew writes,
“After marrying in 2002, we moved
out to Hawaii so I could finish my
master’s in communication. While in
Hawaii, I produced a television
cooking show and a theatrical
magic show.” Currently, Andrew
works for Herlocher Enterprises in
the advertising department. He can
be reached at lambmaster@aol.com. 

Bryan M. Kiernan, BS’02, is a
broker for VanKar Trading. He lives
in Schererville, Ind., and can be
reached at bryan_kiernan
@yahoo.com.

Mary A. Moore, BS’02, is pursu-
ing a JD at California Western
School of Law in San Diego and
plans to finish in December 2005.

Donald C. Newman III, BS’03,
writes, “It’s been one year since
graduation and I still have a job!”
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“It’s not what people know that gets them into trouble. It’s what they know that ain’t so.” 

This famous quote from Mark Twain provides a folksy reminder of the importance of 
reliable knowledge. The Kelley School’s highly ranked graduate and undergraduate pro-
grams rest on an important intangible asset: the ability to create credible new knowledge
that addresses the most important problems facing managers. A recent study conducted by
faculty at the University of Texas-Dallas ranked the Kelley School in Bloomington No. 23
in the world in terms of research productivity. When our Kelley Indianapolis faculty
research is included, we advance to No. 19. We are also home to authors of top-selling
textbooks in sales management, entrepreneurship, managerial economics, production
management, and decision support modeling. 

Curiously, the research mission of the Kelley School is not well understood by many out-
side of the School. People often question whether research comes at the cost of delivering
our teaching mission. In truth, research and the quality of the classroom experience are
closely linked. The time lag between the completion of a research project and its appear-
ance in a journal can be two years or more. Kelley students are exposed to cutting-edge
knowledge long before these ideas appear in the popular business press. Our students 
literally learn from the people who “wrote the book” on a given subject.     

Similarly, some ask, “Doesn’t research distract faculty from the commitment to students
and teaching?” At Kelley, the contrary seems to be true. In examining the relationship
between faculty teaching evaluations and research productivity, I discovered our best
teachers are also our most productive researchers.  Those most highly committed to being
thought leaders are also highly passionate about sharing their ideas.

Still others wonder whether business faculty study esoteric issues that offer little bearing
on the real problems faced by managers. The opposite is true. As this issue of Kelley
magazine illustrates, our faculty deal with highly relevant issues facing today’s managers:
how to improve the design of Web sites, how to detect earnings fraud, how to improve 
the acceptance of new technologies, how to compensate senior executives, and how to
stimulate corporate entrepreneurship, among a host of other topics.  

Going forward, we will leverage our research competency to market the School and 
better serve our alumni. Currently we are undertaking a major revision in our Web site, 
an integral component of which will be a section labeled “Thought Leadership @ Kelley.” 
This section will contain thorough executive summaries of research conducted by Kelley
faculty, organized by key topic areas. To better establish Kelley as an important creator 
of new knowledge in the minds of leaders at other universities, we also are creating a semi-
annual Thought Leadership @ Kelley mailing targeted at deans and department chairs at
leading universities.

You can count on the Kelley School to get beyond the “fad-of-the-moment” mentality
that characterizes much of the popular business press. Our business is the creation of 
credible and useful knowledge that will make a difference in how you as business managers
approach important decisions. 

Daniel C.  Smith
Interim Dean

Kelley School of Business

Thought leadership at Kelley

Our students literally learn

from the people who 

“wrote the book” on

a given subject.  
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Take the Kelley School of Business name with you by taking advantage of a free luggage 
tag offer for alumni and friends. Send your business card to the address below, and we’ll
laminate it with the Kelley School logo on the back and return it to you with a luggage
strap.This luggage tag is a small but effective way to contribute to Kelley’s brand identity.   

Kelley Alumni Programs
Luggage Tag Offer
1275 East Tenth Street
Bloomington, IN  47405-1703

Consider purchasing other items with the Kelley
logo, such as sweatshirts, golf towels, desk clocks,
and more. Many NEW ITEMS are available online
through the Kelley alumni Web site. Use the following
promotional code for an additional discount when
ordering your apparel and gifts, for a limited time:
MGS05

Kelley Apparel and Gifts: www.kelley.iu.edu/alumni/apparel 

Travel 
much?
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