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from the editors

In September 2017, Sira Labs opened 
in Burkina Faso to help scale up small 
African enterprises. Traditional compa-
nies like Walmart also are tapping into 
the startup culture—in March 2017, the 
retailer opened Store No. 8, an incubator 
for company-owned innovations with 
potential to disrupt the retail sector.

In many instances, this global 
passion for startups has been stoked by 
b-school programs. So, in this issue, we 
look at several such initiatives. These in-
clude V-Lab at the American University 
of Cairo, which supports entrepreneurs 
who are building Egypt’s emerging econ-
omy. There’s also Eliemental, a project 
funded by the European Commission, 
that trains unemployed and underprivi-
leged individuals to be aspiring entre-
preneurs; the U.K.’s Lancaster Universi-
ty Management School is one of several 
of the project’s academic partners. A 
suite of complementary programs at 
Montana State is ramping up the entre-
preneurial ecosystem in the rural city of 
Bozeman. And the Regional Entrepre-
neurship Acceleration Program (REAP), 
conceived at MIT in Cambridge, con-
venes region-based teams of academic, 
business, and government leaders who 
develop interventions to spark entrepre-
neurship in their communities.

These schools are betting that by 
supporting entrepreneurs, they’ll spur 
regional innovation and grow economies 
along the way. And while it might not be 
true that “anyone can become an entre-
preneur,” as Station F’s Varza states, one 
thing is certain: With society shop-
ping for smarter and more sustainable 
solutions, entrepreneurship is quickly 
becoming the world’s common currency. 
With intractable problems in no short 
supply, its value is likely only to rise.

Creative Currency
AT 366,000 SQUARE FEET, Station F is what many call the world’s 
largest startup incubator. Opened in June 2017 in a renovated 
railway station in Paris, Station F is a self-contained ecosys-
tem with 3,000 offices, a 360-seat auditorium, and a 1,000-
seat restaurant. Its space can accommodate 1,000 startups 
at one time. Next year, the incubator will open a three-tower 
100-apartment co-living space for its entrepreneurs.

In its first year, Station F received 11,271 applications and 
so far has been home to 2,000 startups, from Euveka, developer 
of web-connected clothing mannequins, to LeadBees, creator 
of a tool beekeepers use to monitor the health of their hives. 

“The initial idea was a massive incubator, but over time we 
realized that we were much more like a university campus,” 
Station F’s director Roxanna Varza told Wired magazine last 
year. “We want anyone from any background to feel they can 
become an entrepreneur and have access to the necessary re-
sources. It’s not just for MBA or engineering school grads. We 
want more international profiles, more women, and also more 
people from underprivileged backgrounds creating startups.”

In short, Station F has become a founder’s mecca. But it’s just 
one of hundreds of incubators popping up in every global con-
text, dedicated to every kind of mission. Earlier this year, San 
Francisco-based nonprofit Sustainable Ocean Alliance opened 
the Ocean Solutions Accelerator for entrepreneurs dedicated to 
inventions that will improve the quality of the world’s oceans. 

Tricia Bisoux
Co-Editor
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Rats or Do-Gooders?
Whistleblowers don’t just risk their jobs to expose bad practices at 
companies and institutions. They also risk having the public think of 
them as traitors and rats. 

“Evidence suggests that society questions the legitimacy of 
whistleblowers, despite legal protections now in place in some 
countries,” says Hervé Stolowy, professor of accounting and man-
agement control at HEC Paris. Stolowy researched the topic with 
Yves Gendron, a professor of accounting from Université Laval in 
Québec, Canada; Jodie Moll, a senior lecturer at Alliance Manches-
ter Business School in the U.K.; and Luc Paugam, an associate 
professor of accounting and management control at HEC Paris. 

Anticipating that they will be viewed in a negative light, whis-
tleblowers “build the legitimacy of their role by bringing it to the 
public’s attention, tightly defining their actions, and demonstrating 
its importance,” says Stolowy. The difficulties whistleblowers face 
are illustrated by the recent case of Wells Fargo, where employees 
who denounced its fraudulent business practices were intimidated 
by the management hierarchy. 

The researchers studied statements from seven high-profile 
cases, including those of Enron and WorldCom. They concluded 

that, no matter how their own stories turned out, all whistleblowers 
had one element in common: They all acted with the public interest 
in mind. For this reason, institutions should encourage and protect 
whistleblowers so that they can serve the public good.  

“Building the Legitimacy of Whistleblowers: A Multi-Case 
Discourse Analysis” is forthcoming in Contemporary Accounting 
Research. 

ILLUSTRATION BY LEO ACADIA

RACIAL BIAS IN SCHOOL BONDS
HISTORICALLY BLACK COLLEGES and 
universities (HBCUs) pay higher fees 
than non-HBCU schools do to issue 
tax-exempt bonds, and the cause could 
be racial discrimination. Those are the 
findings of four researchers: Casey Dou-
gal, an assistant professor of finance at 
Drexel University’s LeBow College of 
Business in Philadelphia, Pennsylvania; 
Pengjie Gao, an associate professor 
of finance at the University of Notre 
Dame’s Mendoza College of Business in 
Indiana; William Mayew, a professor of 
accounting at Duke University’s Fuqua 
School of Business in Durham, North 
Carolina; and Christopher Parsons of 
the University of Washington’s Foster 
School of Business in Seattle. 

The team of researchers studied 
4,145 tax-exempt municipal bond 

issues, which totaled approximately 
US$150 billion. These bonds were is-
sued between 1988 and 2010. Of the 965 
higher education institutions included, 
102 were HBCUs. When researchers 
looked at the underwriting fees—that 
is, the fees underwriters charge to 
each school to bring a bond offering to 
investors—they found that costs for 
HBCUs were about 20 percent higher 
than for other schools. For instance, a 
$30 million bond issuance would cost 
an HBCU about $290,000, compared to 
$242,000 for a non-HBCU. The reason 
for this difference could be that it is 
more difficult for underwriters to find 
buyers for the HBCU bonds. 

In the paper, the scholars look for 
other factors that could explain the 
difference in fees, such as attributes spe-

cific to each school, credit ratings, and 
state tax breaks. But they conclude that 
“racial animus” was the main cause. The 
researchers also note that the effect of 
this bias is three times more pronounced 
in the Deep South states of Louisiana, 
Alabama, and Mississippi. 

The paper offers several potential 
solutions such as lowering the price 
point for investors to enter this market; 
making the associated state tax benefit 
transferable; or creating a federal law 
that designates HBCU bonds as triple 
tax-exempt, meaning they would be 
exempt from paying federal, state,  
and local taxes. 

“What’s in a (School) Name? Racial 
Discrimination in Higher Education 
Bond Markets” is forthcoming in the 
Journal of Financial Economics.
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The Unintended Effect of Disclosures
JUST AS THE U.S. Securities and Exchange 
Commission requires investment advi-
sors to disclose interests they have in the 
companies they recommend to inves-
tors, the U.S. Federal Trade Commission 
(FTC) requires bloggers to disclose to 
their readers and followers any potential 
conflicts of interests (COI) regarding  
the products and services they recom-
mend, such as commissions or other  
financial incentives from companies. 
But does the presence of a disclosure 
make readers more skeptical of a blog-
ger’s recommendations? 

Sunita Sah, assistant professor of 
management and organizations at Cor-
nell University’s SC Johnson Graduate 
School of Management in Ithaca, New 
York, has explored this question with 
Prashant Malaviya and Debora Thomp-
son, associate professors of marketing 
at Georgetown University’s McDonough 
School of Business in Washington, D.C. 
They analyzed more than 150,000 posts 
on 60 fashion and beauty blogs over two 
years—of these posts, only 350 disclosed 
a potential conflict of interest. The 

research team discovered that posts 
with disclosures attracted more positive 
reader comments than those without. 

In an additional experiment, Sah, 
Malaviya, and Thompson asked study 
participants to read various blog posts—
some with disclosures and some without. 
They then determined how likely partici-
pants were to share the information. The 
researchers found that participants were 
more likely to share posts that included 
the disclosures, especially if those disclo-
sures were included at the end rather 
than at the beginning of posts. 

The researchers deduce that because 
people often look for quicker ways to 
process and react to large amounts of 
information, they view disclosure state-
ments not as warnings, but as shorthand 
for expertise—what the researchers call 
“expertise cues.” However, in this study, 
participants who exhibited a greater 
tendency to take time to deliberate over 
information were less trustful of that in-
formation. Their deliberation mitigated 
the effect of expertise cues, so that they 
were less likely to share posts.

The researchers were troubled by the 
fact that so few of the posts in their sam-
ple contained disclosures at all. “While 
we do not claim that these bloggers did 
not disclose a COI when they should 
have disclosed,” they write, “industry 
analysts predict that an estimated 93 
percent of online sponsored content 
violates FTC guidelines for disclosing 
sponsored content.”

In any case, their findings reveal a 
potential risk to consumers, particular-
ly those who might follow financial or 
medical advice online. “If disclosure is 
there to protect consumers, it’s having 
an adverse effect, which is probably not 
what the policymakers intended,” says 
Sah in the Cornell Chronicle. “A better 
approach would be to place the burden of 
managing conflicts of interest on advis-
ers or regulators to encourage reduction 
or elimination of such conflicts.”

“Conflict of Interest as an Expertise 
Cue: Differential Effects Due to Auto-
matic Versus Deliberative Processing” 
was published in July in Organizational 
Behavior and Human Decision Processes.



https://business.fiu.edu/global/


http://www.pnas.org/content/early/2018/08/09/1802407115
https://link.springer.com/article/10.1007/s11846-018-0292-1


https://business.fiu.edu/global/


20 BizEd NOVEMBER | DECEMBER 2018



NOVEMBER | DECEMBER 2018 BizEd 21

BY SHARON SHINN ILLUSTRATION BY MITCH BLUNT

The MIT Sloan School of 
Management aims to spur 

economic prosperity by gathering 
teams of stakeholders who can 

catalyze innovation in their regions.

CAN A MANAGEMENT SCHOOL provide business 
leaders the tools and strategies they need to boost 
innovation and economic growth in their corners of 
the world? With the goal of proving that the answer 
is a resounding “yes,” the Massachusetts Institute 
of Technology in Cambridge has crafted the MIT 
Regional Entrepreneurship Acceleration Program 
(MIT REAP). This ambitious initiative convenes 
teams of high-powered stakeholders and guides 
them through devising interventions that could 
have broad economic impact in their localities. 





https://www.utc.edu/college-business/
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READY, 

 ACC  ELERATE
SET, 
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BY SHARON SHINN ILLUSTRATION BY MITCH BLUNT

An accelerator at the American University 
in Cairo strives to have an economic impact 
on the entire region, which promises to bring 
the school a wealth of benefits in return.

 ACC  ELERATE
THE AMERICAN UNIVERSITY in Cairo has long been 
committed to encouraging innovation, and it has pursued 
that goal by developing entrepreneurship programs as 
well as a Center for Entrepreneurship and Innovation. 
But in 2013, its faculty redoubled that commitment 
with the launch of Venture Lab, or V-Lab, an incubator 
for high-impact startups that promotes scalable and 
sustainable economic impact not just in Cairo, but  
across Egypt, the Middle East, and Africa.





https://www.bauer.uh.edu/
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Once V-Lab participants have 
finished the acceleration process, they 
participate in Demo Day, where they 
pitch ideas to potential investors. Using 
money supplied by the university and 
corporate sponsors, V-Lab offers finan-
cial awards to startup teams at the end 
of the cycle. Depending on the sponsors 
for each cycle, graduates of the program 
receive awards of between 20,000 and 
50,000 Egyptian pounds, which trans-
lates to between US$1,120 and $2,795. 
The award money helps them kickstart 
their companies as they enter a one-year 
incubation period with the lab. V-Lab 
does not retain any stake in the startups. 

Even once they have completed their 
incubation periods, entrepreneurs tend 
to stay connected with V-Lab, serving as 
mentors and guest speakers in later cy-
cles. Some even receive one-year exten-
sions of V-Lab services as they continue 
to refine their business models. “This 
reinforces the idea for which V-Lab was 
created—to support the entrepreneurs, 
the startups, and the overall entrepre-
neurial ecosystem,” says Kamel. 

As complement to these activities, 
V-Lab engages in outreach events de-
signed to stimulate innovation through-
out the region. These include three-day 
hackathons, some held on campus and 
some at facilities run by partner orga-
nizations; hackathons are built around 
themes to stimulate the launch of 
startups in specific fields. During these 
events, inventors come to the location to 
work on their projects and receive input 
from tech and business mentors, before 
competing in a juried pitch competition. 
Winners receive monetary awards that 
vary according to the event; the first-
place winners are invited to join the next 
acceleration cycles, while those in sec-
ond place through fourth place secure 
shortcuts to the final panels. 

“These inventors benefit from the 
exposure to the industry and the con-
nections they accumulate during the 
course of the hackathon,” Kamel says. 
“The objective is to generate positive 
vibes and create noise around the space 

of entrepreneurship, not just within the 
school, but across the community.”

EXPANSION INTO FINTECH
In 2016, V-Lab launched the FinTech 
Accelerator, one of the few accelerators 
in the Middle East focused on financial 
technology, according to Kamel. It is 
sponsored by Commercial International 
Bank (CIB), Egypt’s largest private-sector 
bank; many CIB employees act as men-
tors and advisors to the startup founders.

Thirty to 50 startups apply for each 
FinTech cycle, and five are chosen 
through a selection process similar to 
the one used for V-Lab startups. The 
selection panel looks for startups that 
are addressing current challenges in the 
financial sector—particularly those with 
the potential to be disruptive. Partic-
ipants represent a range of sectors, back-
grounds, and experiences. 

Like V-Lab, the FinTech Accelerator 
incorporates events, expos, knowledge 
sessions, and roundtable discussions 
that highlight challenges in fintech. 
Because of the industry’s complexity, 
participants attend specialized training 
sessions and meet weekly with subject 
matter experts for one-on-one coaching.

The FinTech Accelerator also hosts 
specialized outreach activities designed 
to heighten awareness about financial 
technology and to prime the pipeline for 
future applicants. For instance, in 2016, 
the school conducted its first FinTech 
Ideation workshop, featuring CIB per-
sonnel who discussed trends in digital 
banking and analytics; members of T20, 
a network of Egyptian alumni from glob-
al universities, also presented.

Ideation workshops generally are 
held at least once during each acceler-
ation cycle, and V-Lab works with CIB 
partners to determine the theme or 
problem to address. During each work-
shop, attendees apply design thinking 
principles such as rapid ideation and 
prototyping to create innovative solu-
tions to the problem at hand.

“The purpose is to incentivize 
entrepreneurs to work in the fintech 

SUCCESS 
STORIES
Since AUC established the V-Lab  
in 2013, it has reached several major 
milestones:

startups accelerated  
in five years

 
 

The amount (in Egyptian pounds)  
of investment funding secured 
(roughly US$12.28 million)

 
The amount (in Egyptian pounds)  
of revenues earned (roughly 
US$4.94 million) 

support hours 
provided

               jobs created 

of the startups are  
still operational  

of the startups have 
received investments

Since the FinTech Accelerator 
launched in 2016, it also has made  
a measurable impact, as these  
numbers show:

fintech startups  
launched

entrepreneurs  
helped

CIB trainers and  
mentors engaged

hours provided  
by CIB staff 

One of the primary success stories 
to come out of the V-Lab accelerator 
is SWVL, an app-based mass transit 
system. In April of 2018, the startup 
raised US$8 million in its initial invest-
ment round, receiving funding from 
regional venture fund BECO Capital, 
Africa-based investor DiGAME, and 
global VC fund Silicon Badia.

115

15
35
20+
300+

1,500+
500+
80%
48%

220M

88.5M
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BY CAROLYN DOWNS ILLUSTRATION BY MITCH BLUNT

An entrepreneurship program 
targets unemployed and 
disadvantaged populations by 
meeting them where they live.
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A SIGNIFICANT NUMBER of unemployed 
people live in poverty, feel isolated, and 
despair of ever finding a way back to work. 
This group includes migrants, ex-of-
fenders, those with physical and mental 
disabilities, and women with caring re-
sponsibilities who have been out of the 
workforce for some time. Many of them 
fall into a way of life known as NEET, or 
“not in education, employment, or train-
ing.” They don’t know how to break into a 
work world that demands special qualifi-
cations, skills, and experience. 

One way these individuals can re-enter 
the workforce is to start their own busi-
nesses. Historically, members of many re-
ligious and ethnic groups have been forced 
to launch their own enterprises because 
they were excluded from society. They 
didn’t need a narrow set of skills to found 
their own businesses; they just needed en-
ergy, enthusiasm, and ideas.





https://www.edhec.edu/
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their first time in the workforce in many 
years. The figure is lower in Poland be-
cause there are more bureaucratic barri-
ers to establishing a new enterprise—but 
it’s still more than 25 percent. We feel 
that this is a high success rate, given that 
our participants face complex disadvan-
tages and personal difficulties. 

So far, many participants have moved 
from Eliemental to other business 
support programs as they stoke their 
enthusiasm for their new business ideas. 
The resulting enterprises have been 
thoughtful and creative, linking into the 
personal interests and lifestyles of the 
participants. For instance, an agorapho-
bic has set up craft workshops. Members 
of Romany communities in Romania 
have started businesses devoted to flo-
ristry, recycling, and cleaning. 

To ensure ongoing impact for Elie-
mental, we have created a new “train the 
trainers” program. That is, in each of our 
target areas, we have trained individuals 
who will use our toolkit to continue to 
impart entrepreneurship skills to other 
members of their communities. The 
“train the trainers” course consists of 
four sessions of four hours each that 
take place over several weeks. Once they 
begin delivering their own face-to-face 
sessions, all trainers are asked to report 
back to the team with anonymous data 
about trainees, such as baseline assess-
ments, post-training assessments, and 
the trainers’ plans for their next steps. 

Costs are minimal because the big-
gest expenses are the trainers’ time and 
the printing of the training materials. 
The creation of these programs ensures 
that as many people as possible will gain 
access to entrepreneurship skills. 

FUTURE PLANS
The EU funding for Eliemental ended in 
2015; since that time, the program has 
run on smaller amounts of money from 
Lancaster University and the Higher Ed-
ucation Innovation Fund. The variation 
in funding affects how much time my 
team and I can spend on Eliemental. 
I currently average about three hours 

believe that starting their own businesses 
is an opportunity open to them in the first 
place. Therefore, Eliemental training 
first helps them develop soft skills before 
turning to business-related topics. 

We follow a simple toolkit that was 
developed in the U.K., Romania, Greece, 
and Poland by members of the original 
project team, with significant input 
from user groups. First, participants are 
encouraged to think about what traits 
make a successful entrepreneur, how to 
develop a positive mindset, what skills 
they already possess, and how those 
skills might be used to launch a small 
business. The toolkit also reviews the 
elements of creativity and leads train-
ees through brainstorming sessions to 
identify possible business ideas. 

Only after participants have built 

their confidence and reflected on their 
own strengths do they go through a 
training exercise where they practice 
business skills such as project planning, 
problem solving, and working in teams. 
Not until the training is almost over 
do participants learn to write business 
plans and conduct SWOT analyses.  

While the toolkit and other materials 
are made available online, not all par-
ticipants have internet access. There-
fore, we’ve concluded that face-to-face 
engagement in familiar, comfortable 
surroundings is essential. 

The results have been encouraging. In 
Greece, Romania, and the U.K., about 35 
percent of the Eliemental participants 
have started their own businesses, found 
sustainable employment, or moved into 
full-time education. For some, this is 

COMING FULL CIRCLE 
One of the participants in the U.K.’s first Eliemental program was a man named 
Graham. “Before I went on the Eliemental training, I would never have thought of 
doing my own business,” he says. But the training, which focuses on soft skills as well 
as business knowledge, made the prospect of becoming an entrepreneur much less 
intimidating. He has since started running a café and bar in the town of Morecambe. 

The café had been shut for several years and needed a great deal of work. By uti-
lizing what he’d learned in Eliemental training, Graham was able to negotiate a better 
lease agreement. Then he faced the challenge of starting from scratch—buying new 
equipment, building up the clientele, dealing with unexpected problems, and coping 
with the knowledge that the business wouldn’t be a success overnight. 

“Even now, if anything gets daunting, I’ll take a step back and think about what the 
training said to do,” Graham says. “The main thing is, the training gives you confi-
dence and makes you believe in your own ability, because it’s easy to doubt yourself.”

Graham’s business is doing well, and it already has had a positive effect within 
the community. For instance, there have been fewer reports of anti-social behavior 
at a nearby park. The café also has become a hub for job hunters and other aspiring 
entrepreneurs: Not only does Graham offer work experience opportunities to local 
students, but his business has become the meeting spot for another cohort of peo-
ple undergoing Eliemental training. 

“I opened the café because I wanted to give something back to the communi-
ty. That’s the reward,” he says. “This isn’t the richest of areas. There’s a transient 
population, and sometimes it’s a struggle to get people together. When I opened the 
café, my idea was keep it cheap and cheerful. In the past two years, I’ve seen the 
difference it’s made in the people who use the park. They’re saying, ‘Whatever you’re 
doing, keep doing it.’”



http://www.eliemental.org
https://lerner.udel.edu/
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the class ended, Stein received help from 
the LaunchPad to obtain startup funding 
from competitions and local investors. 
He’s now building his first prototype and 
is on his way to starting a business.

Farm-to-Market. In Farm-to-Mar-
ket, also offered through the DSEL, 
students from several disciplines design 
ways to add value to Montana’s specialty 
crops, which farmers typically sell as 
low-priced commodities. One ear-
ly-stage business to come out of Farm-
to-Market is Farmented, whose mission 
is to reduce food waste by turning excess 
produce from local organic farms into 
fermented foods such as sauerkraut and 
kimchi. By eliminating product waste, 
the Farmented team hopes to make 
small, local farms more sustainable and 
more competitive in the market while 
they generate profit all year. Before 
developing their company, Farmented’s 
founders were able to build their knowl-
edge of business, graphic design, and 
sustainable food systems in this course, 
which won Core77’s national Design 
Education Initiative Award in 2017.

Entrepreneurial Experience. This 
course serves as a kind of entrepreneur-
ial internship, where students work on 
real-world problems for local business-
es; each week, faculty meet with stu-
dents to ensure that their learning and 
their projects are on track. Since 2002, 
more than 1,400 MSU students have 
provided more than 25,000 hours of 
research, issue analysis, and operational 
advice to more than 300 clients.

Entreprentice Challenge. For this 
event, student teams have three weeks 
to pursue an entrepreneurial endeavor 
that turns a profit. At the end, the stu-
dents donate all proceeds to nonprofits 
or causes important to each class. The 
professor who designed the Entre-
prentice Challenge wanted students to 
experience “a quick, micro-scale approx-
imation of the joys, challenges, and frus-
trations inherent in the entrepreneurial 
process.” The shortened timeline instills 
a sense of urgency, stimulates their cre-
ativity, and requires them to bootstrap 

their resources by pursuing low-risk 
opportunities.

Through Entrepreneurial Experience 
and the Entreprentice Challenge, espe-
cially, students have multiple opportuni-
ties to engage more fully with, and make 
a positive impact on, our community. 
For example, when the state was heavily 
affected by wildfires in 2017, students 
raised more than $7,000 as part of the 
Entreprentice Challenge and donated 
all of the funds to state wildfire relief 
efforts. In an early year of the challenge, 
a team asked a local grocery store near 
the football stadium if they could sell a 
limited number of the store’s parking 
spaces to football fans during games. In 
their first weekend selling spaces, they 
raised $500 in only three hours. The stu-
dents’ idea was such a success that the 
grocery store, nearby office buildings, 
and a church all continue to partner with 
local nonprofits to sell a limited number 
of parking spots to football fans at every 
home game. Over the past seven years of 
this project, students have raised more 
than $30,000 for local organizations.

ENTREPRENEURSHIP  
ON CAMPUS
Our courses have become a great entre-
preneurial training ground for business 
students. But we encourage any students 
with business ideas to come to our 
incubator and accelerator, even if they 
haven’t taken one of our entrepreneur-
ship courses.

That was the case for Kathleen Rolin 
and her husband, James, both MSU stu-
dents, who came to the LaunchPad with 
their idea to farm crickets as the basis 
for a line of specialty food products. 
They launched Cowboy Cricket Farms, 
which as far as we know is Montana’s 
first entomological farm. Today, Cowboy 
Cricket Farms’ high-protein “chocolate 
chirp cookies” are in high demand. And 
as an enterprise that requires very little 
water and space to operate, the company 
is helping to grow the local economy by 
creating a product that is both healthy 
and environmentally friendly. Even 

better, the Rolins now mentor other stu-
dents, even as they continue to receive 
support from our campus resources.  

When people come to MSU for help 
growing established businesses, we di-
rect them to the campus SBDC. “Having 
a university host an SBDC regional office 
provides excellent opportunities for get-
ting both students and faculty involved 
in helping small businesses,” says Kregg 
Aytes, former dean of JJCBE.

Farmented is a great example of how 
our campus resources work together. 
Farmented’s founders got their busi-
ness idea started in Farm-to-Market, 
before turning to the LaunchPad for 
ongoing support. They went on to sub-
mit a project for a team of students in 
Entrepreneurial Experience to tackle. 
Eventually, they moved into the 406 
Labs accelerator, where they secured 
two interns through our Student Entre-
preneurs in Action (SEA) program. Both 
interns used Sysdea modeling software 
to analyze the company’s customer 
data, which indicated that its custom-
ers would respond well to a subscrip-
tion service. Farmented subsequently 
launched a crowdfunding campaign to 
sell subscriptions to its products, ulti-
mately doubling its funding goal. 

ENTREPRENEURSHIP IN  
THE COMMUNITY

We use the collaborative spaces in 
our new building, Jabs Hall, to facilitate 
regular interactions between students 
and business owners. Students who fre-
quently meet with business owners have 
the opportunity to learn firsthand what 
it takes to become a successful entre-
preneur. To make these interactions as 
frequent as possible, we regularly host 
recruiting fairs, specialty workshops, 
and networking events, as well as panel 
discussions with local employers and 
entrepreneurs. The more opportunities 
our students have to network, the more 
likely it is they will find jobs in Montana 
after they graduate. At the same time, 
business owners can meet our students 
and develop confidence in the pool of 
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When they act as mentors and 
community resources, business students 

learn empathetic leadership. 

HELPING 

HOW CAN BUSINESS SCHOOLS turn out graduates who are compassionate 
leaders with a social conscience? One way is through programs that 
require business students to interact with disadvantaged members of the 
community—as friends, mentors, tutors, or simply sources of information.

Here, three schools detail the programs they’ve put in place that send 
their students out into the community to provide assistance and offer 
leadership. Their activities, which were among the many submitted to 
AACSB International’s 2018 Innovations That Inspire initiative, have one 
important element in common—outreach to younger students who might 
be the next leaders to change the world. 

BY SHARON SHINN ILLUSTRATION BY TRACI DABERKO

STUDENTS

S T U D E N T S
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ideas in action

Strengths Training
BY SHERI IRWIN-GISH

IN THE 1950S, three-time University of 
Nebraska-Lincoln (UNL) alumnus, 
psychologist, and popular instructor 
Donald O. Clifton asked a question that 
would drive his future research: “What 
will happen when we think about what is 
right with people rather than fixating on 
what is wrong with them?” This query 
inspired his work at Nebraska, which 
became the origin of the science and 
practice of strengths-based leadership. 

Clifton, who served first as chair 
of Selection Research Inc. and then of 
the research firm Gallup, went on to 
develop the CliftonStrengths assess-
ment tool (formerly known as Clifton 
StrengthsFinder), which helps indi-
viduals identify their innate talents. In 
2015, UNL’s College of Business received 
a US$30 million gift from the Clifton 
Foundation and Gallup to establish the 
Clifton Strengths Institute. 

MAXIMIZING TALENT
Our institute supports the College of 
Business in two primary ways: It helps 
students identify and maximize their 
talent, and it guides faculty and staff in 
their personal, professional, and leader-
ship development. 

All first-year business students take 
the CliftonStrengths assessment when 
they first come to campus. They then 
enroll in Professional Enhancement I—
Investing in Strengths, an eight-week 
course where each student is assigned 
to a certified student strengths coach. 
In fall 2017, the institute trained 80 stu-
dents as coaches, who worked one-on-
one with more than 800 freshmen.

Throughout the course, coaches 
lead weekly team meetings of up to ten 
students and facilitate two one-on-one 
sessions for each team member to help 
students maximize their potential. In 

the latest course evaluation, 87 percent 
of students indicated that their coaching 
sessions helped them understand how 
their strengths would help them choose 
the right careers, and 92 percent viewed 
the time they spent with their coaches 
as a positive investment.

CURRICULAR INTEGRATION
In addition to promoting our students’ 
personal and professional development, 
the CliftonStrengths assessment pro-
vides data that the College of Business 
uses to inform its pedagogy. Students’ 
assessment results reveal the top five 
collective strengths of each freshmen 
class, information that college leaders 
and faculty can use to improve class-
room interaction. For instance, the as-
sessment recently showed that compe-
tition is among the top five strengths for 
our freshmen. This suggests that faculty 
should teach our students in ways that 
appeal to their competitive natures to 
motivate them to learn and perform.

The institute’s three staff mem-
bers also lead a program called Clifton 
Builders, which encourages students to 
start and grow something of econom-
ic value. Students are selected based 
on the results of the Gallup Builder 
Profile 10 (BP10), a 30-minute assess-
ment that helps individuals determine 
their strengths in ten areas common to 
successful entrepreneurs. Students take 
this assessment during their Investing 
in Strengths course, and those who show 
the most entrepreneurial potential can 
apply for the program.

Once selected for Clifton Builders, 
students can choose between three 
tracks: business builders, team builders, 
and community builders. As a cohort, 
they then enroll in Building a Life for 
Impact, a course where they receive 
advanced training in strengths-based 
leadership and employee engagement; 
in addition, they consult with business 
clients to assess the businesses’ employ-
ee engagement and suggest measurable 
strategies for improvement. These 
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WOMEN, MINORITIES & OTHER 
EXTRAORDINARY PEOPLE

Why is the Apple Watch designed to work 
best on light-skinned people? Was the de-
sign team lacking people of color or individ-
uals with tattoos? Barbara Adams, an orga-
nizational psychologist at GAR Diversity 
Consulting, presents all the reasons diverse 
workforces are important; then she explores 
why diversity and inclusion initiatives so 
far have not delivered the desired results. 

She explains the basics of implicit bias, suggests workplace 
interventions, and urges honest—if uncomfortable—dialogue. 
She also shares some of the ways she tries to be inclusive in 
her own life. For instance, when she donates to one of her own 
alma maters, she sends an equal amount to the United Negro 
College Fund. Change won’t happen on the personal or the 
corporate level unless we’re intentional about our choices, she 
says. To create inclusive workforces requires us to “get our 
collective and emotive systems working better together so that 
curiosity and wonder about difference replace fear, disdain, 
and hierarchies around who is better.” (Greenleaf, US$22.95)

REINVENTING JOBS
What current jobs will be lost to future automation? That’s 
not the right question, say Ravin Jesuthasan of risk manage-
ment firm Willis Towers Watson and John Boudreau of the 
University of Southern California. Instead, they urge business 
leaders to understand which parts of what jobs might be auto-
mated and how the remaining tasks must be recombined into 
new jobs. This requires leaders first to deconstruct jobs into 

component work tasks and identify which 
components can be automated because 
they’re repetitive, independent, and phys-
ical. Leaders also will need to assess how 
the variable, interactive, and mental parts 
of previous jobs will need to be handled by 
human workers and what those job descrip-
tions will look like. According to Jesuthasan 
and Boudreau, “These new, reinvented work 

options can fundamentally shift organizational characteristics 
such as leadership, power, accountability, culture, structure, 
information sharing, and decision making.” The good news 
is that the authors do see people as being necessary in the 
automated future—though the parameters of work will change. 
(Harvard Business Review Press, US$32)
 
AN INCLUSIVE ACADEMY: 
ACHIEVING DIVERSITY AND EXCELLENCE

Organizers choose an all-male panel for an 
academic conference. Women on a school’s 
faculty earn less than men in similar posi-
tions. Candidates for a faculty position do 
not include a person of color. These sce-
narios are still too common in academia, 
say psychology professors Abigail Stewart 
of the University of Michigan and Virginia 
Valian of the City University of New York. 

The pair outlines obstacles to diversity, citing examples that 
show how explicit and implicit biases affect many academic 
policies, before delving into potential solutions. For exam-
ple, writing clear criteria for evaluating applicants can make 

EVALUATING SCHOLARSHIP AND RESEARCH IMPACT

As stakeholders call for research with more relevance, and online publications offer new 

avenues for tracking data, both professors and educational institutions are looking for ways 

to measure the impact of scholarship. But impressive metrics don’t always mean impressive 

research, point out three professors from Iona College. In their short book, Jeffrey Alstete, 

Nicholas Beutell, and John Meyer argue that it would be far more “accurate, professional, 

and holistic” to use a hybrid approach to evaluating impact, one that weighs everything from 

the purpose of the research to the mission of the institution to the funding that supported the 

work. They point out that research can have great value and impact even if appears outside 

of top-tier journals and doesn’t rack up high download counts. “Research is a complicated, 

multifaceted activity,” they note—and the evaluation process should be as well. (Emerald 

Publishing, US$64) 





72 BizEd NOVEMBER | DECEMBER 2018

people+places

Should the MBA  
Be Free?
OUTCOMES SO FAR FOR TWO ALL-TUITION-PAID MBAS.

IN AUGUST, New York University’s School of Medicine made a startling 
announcement—it would offer full-tuition scholarships to all current 
and future students in its three-year medical program. The scholar-
ships, which cover the school’s yearly tuition of US$55,018, will be 
funded with support from more than 2,500 donors.

Administrators believe that the comprehensive scholarship pro-
gram will help the school address two prevalent challenges in med-
icine: rising student loan debt and doctor shortages. They hope the 
scholarships will attract students who might otherwise not apply to 
med school for fear of accruing massive debt; doctors in the U.S. grad-
uate with a median $202,000 in loans, according to the Association 
of American Medical Colleges. With no loans to pay, future NYU med 
school graduates might enter lower-paying fields such as primary care, 
pediatrics, and obstetrics and gynecology, where numbers of doctors 
have been dropping. 

Shai Reshef, founder of the 
University of the People, 
giving a 2014 Ted Talk on 
low-cost education. 

Unlike doctors, MBAs are not in short 
supply. But could business schools attract 
more diverse and passionate student 
cohorts to their full-time MBA programs 
via full-tuition scholarship models?

Two schools—the W.P. Carey School 
of Business at Arizona State University 
in Tempe and the business school at the 
University of the People (UoPeople), a 
global online higher education insti-
tution—already have adopted similar 
models for their MBAs. Here is a look at 
how these programs have fared over the 
past two years.

A BOON TO DIVERSITY
UoPeople has adopted a free-tuition 
model for all of its programs—including 
its MBA, launched in 2016. Students are 
accepted into the MBA program only af-
ter they successfully pass an introducto-
ry business course, explains Shai Reshef, 
UoPeople’s president and founder.  

“UoPeople is especially proud of its 
incredibly diverse student population, 
from over 200 countries and territories,” 
says Reshef. “These are students who 
would never in a million years have been 
able to study at a traditional university.”

In 2016, the Carey School began 
offering full-tuition scholarships to all 
students enrolled in its full-time MBA 
program. Two years in, the school has 
achieved its goal of “opening the doors 
to a high-quality graduate education for 
many who otherwise could not afford it,” 
says dean Amy Hillman.

The Carey School’s admissions 
standards have not changed, but now, 
as admissions staff members evaluate 
candidates, they pay more attention to 
all forms of diversity, including gender, 
ethnicity, nationality, industry exper-
tise, and career aspirations. As a result, 
the percentage of women in the class 
has increased to more than 40 percent. 
Among U.S. enrollments, the number of 
Hispanic students has nearly quadru-
pled, and Native American student 
representation is on the rise.

IMAGE COURTESY OF THE UNIVERSITY OF THE PEOPLE
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Simon Says STEM for Its MBA
This summer, the University of Rochester’s 
Simon School of Business in New York 
state announced a significant change to 
its full-time MBA. The program, which has 
received a STEM designation from the U.S. 
Department of Homeland Security (DHS), 
will now be a STEM MBA. All full-time MBA 
students can opt to pursue a STEM MBA, 
regardless of their specialization.

The Simon School started this process 
three years ago, when its faculty decided 
to obtain a STEM designation for its four 
specialized master’s programs in business 
analytics, marketing analytics, finance, and 
accounting. To meet DHS requirements 
for STEM designation, programs must 
dedicate 50 percent of their credit hours 
to courses in science, technology, engi-
neering, or mathematics, a bar that these 
specialized programs met easily. Adminis-
trators realized that the school’s full-time 
MBA could also meet that mark with just a 
few tweaks to the existing course content. 

This change will be especially valuable 
to international students, says Andrew 
Ainslie, the Simon School’s dean. Inter-
national students in the U.S. who earn 

STEM-designated degrees qualify for 
optional practical training (OPT) extensions 
to their work visas. OPT allows them to stay 
in the U.S. for three years after graduation, 
as long as they work in STEM-oriented 
positions. Students earning other types of 
degrees qualify for only one-year visas. 

“When we first started thinking about 
making this change, its impact on our grad-
uates’ visa status was less of an issue than 
it is today,” says Ainslie. “But over the last 
couple of years, the entire landscape in the 
United States has changed. We’re seeing 
the government request more information 
from even those people who’ve had H1-B 
visas for a year or two, and we’ve also seen 
occasional denials. The STEM certification is 
a huge win for our foreign students.”

The STEM-designated MBA and mas-
ter’s programs also are attractive to domes-
tic students, who believe such degrees will 
make them more competitive in the job mar-
ket, says Greg Bauer, associate dean of full-
time MS and MBA programs. The school has 
seen enrollments in its master’s programs 
increase by more than 30 percent over the 
last three years. Bauer and Ainslie ascribe 

that increase in part to curricular changes 
and in part to the STEM designation.

Because of the school’s existing em-
phasis on analytics, it did not have to make 
major changes to its curriculum to earn 
the designation. However, some faculty 
had to change their course syllabi, which 
has strengthened the curriculum overall, 
says Ainslie. “For example, our accounting 
courses did not depend on data analytics 
as much as they do today,” he says. “Fac-
ulty have added content related to areas 
such as forensic accounting.”

In a move that might seem counter-
intuitive, the STEM MBA will emphasize 
soft skills more than the general MBA that 
came before. “It’s that interaction between 
leadership skills and technology skills that 
employers are looking for,” says Bauer.

The Simon School’s past MBA grad-
uates also will benefit, because the new 
STEM designation is retroactive. As long as 
past students took enough courses to pass 
the 50 percent threshold, they can include 
the STEM MBA on their résumés. The 
school estimates that 70 percent of past 
graduates will qualify for the amendment.

Dow, U-M Target STEM Education
The University of Michigan (U-M) in Ann Arbor, Dow Chemi-
cal Company, and Delta College, a community college located 
in University Center, Michigan, have partnered to open an 
interdisciplinary innovation and education hub to promote 
science, technology, engineering, and math (STEM) education 
throughout the Great Lakes Bay Region. Dow has pledged 
US$2 million through its Dow Corning Foundation to con-
struct a new lab and training facility on the Delta College 
campus in Midland, Michigan. The partners plan to break 
ground on the new facility, which will have the capacity to 
serve 700 students, in the fall of 2019.

Dow and U-M’s Business Engagement Center have part-
nered to create the Andrew N. Liveris Innovation Institute, 
named for Dow’s retired CEO. To be located on the first floor of 
Delta’s new facility, the Liveris Innovation Institute will pro-
vide an immersive learning environment, where instructors 

can expose students to topics such as advanced manufactur-
ing, sustainable innovation, and global citizenship. Dow has 
pledged an additional $1.5 million over three years to support 
the institute’s staffing and programming.

As part of the institute, Dow and U-M also will create the 
Dow Innovation Fellows program for Midland area teachers 
and high school students. U-M’s Center for Education Design, 
Evaluation, and Research will provide Innovation Fellows 
access to expertise on education topics such as instruction-
al and curricular design, as well as professional support for 
research-based teaching and learning. Dow will share its 
expertise in manufacturing and sustainability. 

Dow Innovation Fellows builds upon the Dow Sustain-
ability Fellows Program, which Dow and U-M established 
to prepare future leaders to make a positive difference in 
organizations.
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This fall, the College of Business at the University 
of Michigan-Dearborn will offer a new 12-credit 

entrepreneurship minor that includes courses on 

entrepreneurial behavior, new venture planning, 

and corporate entrepreneurship. In addition, during 

an experiential capstone course, students can 

intern for a small business or work individually or in 

teams to develop a new product or service. 

At Purdue University in West Lafayette, Indiana, 

the Krannert School of Management and the 

College of Engineering are teaming up to offer a 

concurrent master’s degree in engineering and 

business administration. The degree, which can 

be completed in two years, will launch this fall. 

Students will take engineering courses in the first 

year and transition to the MBA in the second year. 

Students can choose from aeronautical, biomed-

ical, chemical, civil, environmental, industrial, 

nuclear, and interdisciplinary engineering programs, 

as well as more than 100 electives in management, 

economics, and organizational behavior. 

In the fall of 2019, Georgetown University’s 
McDonough School of Business in Washington, D.C., 

will launch a Flex MBA aimed at working profes-

sionals. The program derives its flexibility from three 

features: new technology that allows the school 

to provide several electives in a hybrid format; a 

more flexible delivery schedule of courses, including 

Saturday classes and one- and two-week Intensive 

Learning Experiences; and adjustable duration for 

time to completion, including the opportunity for 

students to transfer credits from prior coursework. 

CENTERS & FACILITIES 
The Kelley School of Business at Indiana 
University in Bloomington is opening a research 

center dedicated to promoting manufacturing in 

central Indiana. The IU Kelley School Center for 

Excellence in Manufacturing will be housed on the 

Indiana University–Purdue University Indianapolis 

campus. Center staff will work directly with Indiana 

companies and conduct research in the field to 

drive new strategies for managers in manufacturing 

and inspire the Kelley School’s executive training 

programs. In addition, the center has received a 

US$75,000 grant from the National Association of 

Manufacturers, which it used to build the curriculum 

for an undergraduate course and an MBA course 

on business strategy for manufacturing firms. The 

center also is supported by a $1 million gift from 

alumnus Gregg Sherrill and his wife, Sabine; the 

center’s directorship will be named in their honor. 

COLLABORATIONS 
The University of Texas in Dallas has partnered 

with Tech Mahindra Partners, a digital consulting 

firm headquartered in Mumbai, India, to launch a 

Makers Lab research and development center. Tech 

Mahindra’s first such lab in the United States joins 

its six other Maker Lab locations, including one in 

the U.K., one in Germany, and four in India. Located 

in New Plano, Texas, the U.S.-based Makers Lab will 

sponsor research projects that encourage students 

to apply the latest technology solutions, and it will 

offer 20 student internship opportunities. 

Starting this fall, the Robert H. Smith School of 

Business at the University of Maryland in College 

Park and the S.P. Jain Institute of Management 
and Research in Mumbai, India, will partner to 

offer a new dual degree program. Participants first 

will earn 12 graduate credits at S.P. Jain, where they 

will obtain a certificate from the global manage-

ment program; then they will transfer to the Smith 

School, where they will earn 24 additional credits 

over two semesters for a master of quantitative fi-

nance. Because the master of quantitative finance 

is a STEM-eligible program, international graduates 

will be able to apply for two additional years of 

practical training in the U.S. Both institutions are 

members of the Global Business School Network, 

a nonprofit alliance that connects public, private, 

and social sector organizations with more than 70 

business schools on six continents.

GIFTS & DONATIONS 
In August, Saint Louis University in Missouri 

received US$50 million, the largest donation 

in its history, from philanthropists Jeanne and 

Rex Sinquefield. The couple’s gift will be used to 

open a new campuswide research institute, fund 

the acquisition of research equipment and new 

technologies, and launch the Sinquefield Center 

for Applied Economic Research to be housed in the 

Richard A. Chaifetz School of Business. 

The Wharton School of the University of Penn-
sylvania in Philadelphia has received a US$50 

million gift from alum Marc J. Rowan, co-founder 

of the private equity firm Apollo Global Manage-

ment, and his wife, Carolyn. The gift will be used 

to support the Penn Wharton Budget Model, an 

economic policy analysis program that relies on big 

data, and allow the school to recruit three Rowan 

Distinguished Professors. 

INSEAD has received a commitment of €40 

million (approximately US$46.1 million) from 

André Hoffmann, vice chairman of pharmaceutical 

company Roche Holdings, and his wife, Rosalie. 

The gift establishes the Hoffmann Global Institute 

for Business and Society, which will explore ethics, 

gender balance, humanitarian operations, social 

impact, sustainability, wealth inequality, and other 

topics related to business in society. The school has 

locations in France, Singapore, and Abu Dhabi. 

The College of Business at the University of 
Tennessee in Chattanooga will be renamed the 

Gary W. Rollins College of Business in recognition 

of a US$40 million gift from Rollins; his wife, 

Kathleen; and his foundation. It is the largest phil-

anthropic gift in the university’s history and makes 

the business school the first college on campus to 

be named. The gift will be used to recruit faculty 

and students, support academic programs, and 

renovate Fletcher Hall, which houses the b-school. 

Rollins is the vice chairman and CEO of Rollins Inc., 

a pest control services corporation. 

The College of William & Mary’s Raymond A. 

Mason School of Business (MSOB) in Williamsburg, 

Virginia, has received US$10 million from philan-

thropist Jane P. Batten to open the MSOB Center 

for Online Learning. The new center is now home 

to the school’s two existing online graduate degree 

programs; the MSOB plans to increase the size of 

its portfolio of online graduate business degree 

programs by four times over the next few years.

Virginia Polytechnic Institute and State Uni-
versity in Blacksburg has received a US$2.1 million 

grant from the J. Willard and Alice S. Marriott 

Foundation to contribute to the construction of 

the school’s proposed $250 million Global Business 

and Analytics Complex. The complex is expected 

to include two academic buildings and two residen-

tial buildings for living-learning communities; it 

also will serve as the new home for the Pamplin 

College of Business. The grant also will be used 

to build a food operations teaching and research 



mailto:students@elearnafrica.com
https://www.aacsb.edu/seminars






mailto:gresearch@ets.org



