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A  M E S S A G E  F R O M  T H E  D E A N

Howdy! 

Thank you for your continued support of 
Mays Business School. Partnering with 
us enables our college to attain the vision 
we cast in our 2017-2021 Strategic Plan 
— to advance the world’s prosperity by 
being a vibrant learning organization that 
creates impactful knowledge and develops 
transformational leaders. In this edition 
of @Mays, we highlight the impactful 
knowledge that we are creating and 
disseminating. 

Texas A&M is a Tier One research 
institution, which puts the university in the 
top-tier of all universities in the country. In 
fact, we are a member of the prestigious 
Association of American Universities (AAU) 
— one of 60 universities in the U.S. and 
two in Canada — producing innovative 
scholarship and solutions. These 60 
universities award nearly one half of all 
U.S. doctoral degrees. 

Mays Business School is proud of its 
tradition of creating and disseminating 
impactful research across our academic 
disciplines — Accounting, Finance, 
Information and Operations Management, 
Supply Chain Management, Management 
and Marketing. In particular, we continue 
to pave new paths in the Grand Challenge 
areas of Entrepreneurship, Energy and 
Healthcare, and our research is highly-
cited by other business researchers around 
the world. Type any name of our faculty in 
Google Scholar and see for yourself. 

What happens in research permeates 
every facet of business and society. This 
edition of @Mays will spotlight a few of 
our scholars addressing social impact 
using quantitative methods, such as data 
analytics. Research feeds our teaching 
mission. As Dr. Stephanie Bryant, my friend 
and colleague at AACSB International 
states, we are developing graduates who 
are fully prepared both technically and 
managerially to take on solving society’s 
grand challenges. Our goal is to make an 
indelible societal impact through  
business education.
 
Gig ‘em!

Eli Jones '82
Dean and Professor of Marketing
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Started in Spring '16, the 
Strategic Philanthropy class 
gives students an opportunity 
to understand the ins and 
outs of philanthropy by 
giving real money to real 
non-profits in the Brazos 
Valley. In Spring '19, the class 
gave away $75,000 and saw 
ink in multiple publications. 
That semester brought the 
3 year total to 115 students 
enrolled, 37 local non-profits 
supported, and $500,000 
given to local charities.
 
tx.ag/500kPhilanthropy

Mike Shaub, Clinical 
Professor, Deloitte 
Professional Program 
Director, and Mays resident 
ethics blogger saw some 
major ink in the Wall Street 
Journal. In September alone, 
Shaub was quoted in the WSJ 
at least three times for his 
knowledge and thoughts on 
business-world events. 
 
tx.ag/ShaubWSJ1 
tx.ag/ShaubWSJ2 
tx.ag/ShaubWSJ3

Strategic 
Philanthropy class 
transforms the 
Brazos Valley

Accounting 
Professor Mike 
Shaub quoted in 
the "Wall Street 
Journal" three 
times
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Braden White ’19, MGMT, 
was named the 2019 12th 
Man. The announcement 
was made on August 20 and 
shortly after, in an interview 
that day, White appeared 
wearing his Mays nametag, 
giving everyone a laugh.

tx.ag/12thNameTag

Lauren Edwards ‘20 received 
a job offer in front of nearly 
10,000 people when the CEO 
of Walmart, Doug McMillon, 
took to Instagram to invite 
Lauren to join the company 
after graduating. Edwards 
had just completed a 
summer internship with the 
megastore. 
 
tx.ag/itsDoug

Amazon turned 25 years 
old this year and Mays 
Professor and researcher, 
Venky Shankar, penned an 
article for The Conversation 
that started over 300 
conversations on where the 
retail giant has been and 
how it changed the world. 
 
tx.ag/VenkyAmazon

The 12th Man Mays 
student

Mays student 
receives live job 
offer from Walmart 
CEO

Amazon turned 25: 
Here’s a look back 
at how it changed 
the world
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As Association to Advance Collegiate Schools of 
Business (AACSB) International seeks to adopt new 
business accreditation standards next year, we have 
been especially focused on promoting societal impact 
within the new standards. We did this through the 
inclusion of an entirely new standard that requires our 
over 850 accredited business schools in 56 countries 
and territories to demonstrate how they are making 
a positive impact on society consistent with each 
school’s mission, vision, and values.

This standard reinforces AACSB’s Collective 
Vision for Business Education (2016), which provides 
thought leadership and an action plan for business 
schools around the world to be drivers of change, 
thought leaders, more inventive, more daring, more 
connected, more agile, and even more impactful than 
ever. That is an exciting and transformative vision 
for AACSB business schools globally! It says that we, 
business educators, can and should be enablers of 
global prosperity.

Why now, and how does an AACSB-accredited 
school like Texas A&M demonstrate alignment with 
this standard? The truth is, our world is faced with 
daunting problems with geopolitical consequences. 
Can business schools solve these problems alone? 
Not likely. But, we can, through partnerships and 
interdisciplinary teams both inside and outside 
academia, join forces to create cross-functional and 
cross-disciplinary approaches to solving climate 
change, healthcare, clean water, and a host of other 
issues with which society is struggling. Data analytics 

is a particularly rich tool for use within these types of 
partnerships. All AACSB-accredited business schools 
are expected to have substantial expertise with 
managing large amounts of data to make informed 
decisions. Imagine the power, for example, of a data 
analytics expert partnering with a biomedical expert 
to gather data to identify the most needed medical 
advances of the future. That’s transformational.

Texas A&M is already ahead of the curve on this 
front. Last year I had the privilege of visiting with the 
Mays Dean’s Advisory Board and hearing from Dean 
Eli Jones about the Combined Master of Engineering in 
Biomedical Engineering and MBA dual degree program 
that brings together engineering and business. These 
students graduate with the skills of both a biomedical 
engineer and the business acumen of a manager, 
including leadership, team building, communications, 
financial skills, strategy, and technology agility. 
This creates a graduate who is fully prepared both 
technically and managerially to take on solving the 
grand challenges of society. This is the future of 
business schools.

Why now? Because we must. Society needs the skills 
that business schools bring to the table. We simply 
cannot afford to wait for others to show the way. 
AACSB-accredited schools have always been leaders, 
and Texas A&M continues to demonstrate exactly 
the leadership and vision that embodies quality, 
engagement, innovation, vision, and meaningful 
positive impact on society. Mays shows the way. ♦

S O C I E T A L  I M P A C T 
I N  T H E  B - S C H O O L :
Why it matters now more than ever

An update from
Stephanie M. Bryant, Ph.D.
Chief Accreditation Officer
AACSB International

STRATEGIC PLAN UPDATE
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As detailed in the strategic plan, 
an inclusive mindset allows leaders 
to value the unique contributions of 
diverse others. In this vein, Mays works 
to seek out opportunities where we can 
partner with other colleges to provide 
unique educational opportunities. 
One such opportunity is the Business 
Immersion for Engineers Program. 

The Reynolds and Reynolds Sales 
Leadership Institute at Mays partners 
with Dell Technologies to offer students 
from the College of Engineering a two-
week summer program designed to 
immerse engineering students in 
business fundamentals and practices. 
Students of all classifications and 
specialties of engineering are able to 
apply.

In the program, students learn the 
business disciplines of accounting, 
finance, management, marketing, 
and supply chain management and 
participants are given opportunities to 
learn and practice professional selling, 
interview techniques, dining etiquette, 
and presentation skills. They’re then 
given an opportunity to work in teams 
on an experiential project solving a 
real-world business problem.

Dell Technologies not only sponsors 
the program, but their executives 
provide some of the instructions, 
attend networking dinners, and judge 
final presentations. Many of the 
students who participate will have the 
opportunity to work with Dell as interns 
or in post-graduation employment.

The overarching goal is that this 
program will inspire students to seek 
further formal business training, such 
as in the MS Business, MS Finance, 
or MBA programs, and will provide 
participants with enough foundational 
exposure to the business curriculum to 
assist them in their technical careers. 
High-impact learning experiences are 
a pivotal aspect of the Mays Strategic 
Plan and, in partnership with other 
university programs and departments, 
we can create them across campus. ♦

M A Y S  I N C L U D E S 
E N G I N E E R S  F O R 
B U S I N E S S  I M M E R S I O N

STRATEGIC PLAN UPDATE
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The phrase academic competitions 
usually brings visions of mathletes, academic 
decathlons, and quiz bowls of yesteryear 
into mind. However, modern academic 
competitions are truly something to behold. 
The Humana-Mays Healthcare Analytics 
Case Competition is one of those modern 
academic competitions that, in its three 
short years, has seen great success.

Started with humble beginnings by 
Associate Dean Arvind Mahajan and an 
MBA student in 2017, the competition 
kicked-off with just $10,500 of prize money 
and participants from 19 schools. Now, in 
its third year, prizes exceed $52,000 with 
participation from over 50 schools. Today, 
the competition is billed as one of the top 
national competitions.

“We’re proud to have hosted one of 
the top national competitions known for 
attracting the brightest graduate students 
in the country for the last three years,” said 
Dean Eli Jones. “The teams use data analytics 
to address challenging real-world issues in 
healthcare, which is one of the three Grand 
Challenge areas of Mays.”

The money isn’t the only pull to compete, 
either. This competition is acknowledged 
and followed by some of the biggest industry 
names. Winning doesn’t just mean money, it 
opens doors. 

President and CEO of Humana, Bruce 
Broussard ‘84, said, “It’s great to partner 
with Texas A&M, my alma mater, as it played 
a pivotal role in my career development. The 
use of analytics in healthcare is becoming 
increasingly more important in driving 
better patient outcomes and reducing the 
cost of care. Giving students the opportunity 
to engage in real-life scenarios through this 
competition is a meaningful way to challenge 
and shape them as professionals.”

The 2019 Humana-Mays Healthcare 
Analytics Case Competition ran from 
September 13 – November 14. ♦

To see more from this year's competition 
visit: tx.ag/HumanaMays

T H E  P R E M I E R E  H E A LT H C A R E 
A N A LY T I C S  C O M P E T I T I O N

STRATEGIC PLAN UPDATE
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The healthcare industry is an extraordinarily active field with 
endless possibilities which is why Mays Business School is working 
diligently to develop a plan to positively influence the future of 
the business of healthcare. As a part of that plan, Mays hosted 
the second annual Healthcare Forum to expose students to non-
clinical career opportunities in healthcare.

The day-long, student-focused event featured presentations by 
top executives and industry leaders from different healthcare 
enterprises, including a hospital system, an insurance company, 
a health information technology company, and an occupational 
health company.

The forum underscored the business school's commitment to 
preparing students to work in the business of healthcare. Most 
students don’t attend business school thinking about a healthcare 
career even though healthcare organizations have personnel 
needs in all of the functional areas studied in business school such 
as finance, marketing, human resources, and, of course, general 
management.

Mays faculty expertise, a focus on developing transformational 
leaders, and the significant support provided by Mays partners, 
has allowed the Healthcare Forum to cultivate the next generation 
of healthcare innovators, thought leaders, and entrepreneurs. ♦

Get involved: tx.ag/HealthcareJoin

H E A LT H C A R E 
F O R U M 

1 0 . 0 4 . 1 9

STRATEGIC PLAN UPDATE
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A young boy in India dreaming about what he 
would be when he was older, Hari Sridhar, Ph.D., 
said he really only had three paths he could choose 
from. “I could be an engineer, a doctor, or a nobody… 
I chose engineer.” 

Along his path to becoming an engineer, he made 
slight detours and dreamed of being a cricketer, a 
master charadesman, and a stand-up comic. “I loved 
Robin Williams… I still love Robin Williams. He was 
one of the first funny people I saw that made me 
want to be comic,” Sridhar explained. But comedy 
was not to be and he graduated from R.V. College 
of Engineering in Bangalore, India, with a degree in 
mechanical engineering. Soon after, Sridhar moved 
to Missouri to pursue a Master’s in Engineering 
Management at the University of Missouri-Rolla. 

“I don’t know why I went to Missouri… I think 
I just wanted to leave India. It is a great country, I 
am very proud of my country, but I couldn’t handle 
living with 200 million other engineers, so I moved… 
to Missouri.”

While he began his career as an engineer, he kept 
competing in charades competitions. Hari said that 
one day, he looked at himself and said, “This isn’t 
right. You can’t keep just doing all of this other stuff 
on the side while hating what you do for a living.” 

Sridhar, in his master's program, had taken a few 
business classes and always found them interesting. 
The realization that a career change was necessary 
was the moment that business and marketing 
became Sridhar’s new path, even though he jokes 
he ultimately wound up at an engineering college. 

With a new ‘what’ in mind, Sridhar began 
exploring the ‘how.’ “I was already in Missouri so I 
just looked up Missouri marketing. The Missouri 
College of Business popped up and something called 
a Ph.D. in Business caught my attention.” Sridhar 
remembers trying to sort out what exactly a Ph.D. 
in Business entailed. He had heard of MBAs before 
but never a Ph.D. in Business. “At the bottom of the 
business website was a name and phone number, 
so I called him.”

The recollection of the phone call is as if it 
happened last week. Sridhar explained how when 
the man (eventually his doctoral mentor) answered 
the phone he began with “I’m an engineer from 
India… as if my accent didn’t give my country away.” 
Sridhar explained how he wanted to go to graduate 
school and how even though he had his Master’s in 
Engineering, he just couldn’t keep pretending like he 
cared about it. The explanation ended with Sridhar’s 
equally simple and complex question, “What do you 
do with a Ph.D. in Business?” The man gave him an 
example from the healthcare industry, specifically 
from pharmaceuticals. 

“He told me how companies spend so much 
money on research and development on drugs and 
they get a patent, which is like a reward so they can 

H A R I  S R I D H A R
Marketing

Healthcare

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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Sridhar was sold or, as he says, “I was 
all in.” The life-changing phone call 
ended with Sridhar asking how to get 
started to which the man on the phone 
said, “First of all you need a jacket.”

be the only ones to make money. But then he asked 
me what happens after the patent window, after 
all of the competitors can put out over-the-counter 
(OTC) versions?” 

Sridhar didn’t know. 
If his exposure to business was minimal, his 

exposure to pharma was non-existent. The man 
on the phone went onto explain that the company 
with the patent will release their own version of the 
OTC while still in the patent window to build up their 
brand equity as the only prescription and OTC on 
the market. He then asked Sridhar, “But, how do you 
know what the lead time should be? Do you want to 
find out? That’s what you do with a Ph.D in Business.” 

Sridhar was sold or, as he says, “I was all in.” The 
life-changing phone call ended with Sridhar asking 
how to get started to which the man on the phone 
said, “First of all, you need a jacket.” Sridhar went 
and bought a new one that night. He went through 
the application and interview process in his new 
jacket and has never looked back. 

Sridhar has been in the business world for ten 
years, though he feels like he has done 20 years 
of work. He admits that he “just loves the stuff.” 
Business-to-business, Healthcare, media markets, 
energy, and a smorgasbord of other industries have 
all been touched by Sridhar. He has been published 
in Harvard Business Review, Marketing Science, Journal 
of Marketing, and various other top-tier academic 
journals and practitioner outlets which makes his 
unique answer to the question, “why exactly does 
Data Analytics and Research matter?” that much 
more intriguing.

Sridhar likens the pair to Gotham City’s favorite 
hero and villain in The Dark Knight. It is likely the only 
time you’ll hear such an analogy, but it takes a very 
misunderstood concept in the realm of academia 
and makes it something everyone can understand. 

“If you look at the dynamic of Batman and The 
Joker — not in a 'one is good and the other is not' 
sense, but in a way that the two give each other 
meaning. Data analytics — the tool used to conduct 
research — only takes on meaning when it tests gut 
feelings. Contrarily, gut feelings can only be formed 
when well-established research-based findings 
permeate society — and we need data analytics to 
enable that osmosis.”

In a world where truth must be empirical, a 
comic book reference seems out of place, but given 
Sridhar’s unconventional route to business, it makes 
complete sense. His current research topic involves 
looking at research in order to better communicate 
with people who are at high-risk of cancer. Using data 
analytics to uncover the ugly truths about cancer 
gives researchers better solutions to hypothesize 
and help create new and improved preventatives to 
impact society for good. ♦

Learn more about Sridhar: tx.ag/MaysSridhar

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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One of the biggest opportunities that our country’s 
healthcare system has is for the industry to run systematically. 
If you’ve ever had to leave a network, switch doctors, or wait for 
lab results to go from one provider to another, you know that 
there is room for improvement. Enter Arun Sen, Ph.D., Mays 
Business School professor and academic researcher in the area 
of healthcare delivery and operations.

With a heavy focus on improving healthcare delivery 
management, or the organization of people, institutions, and 
resources that deliver healthcare services to meet the health 
needs of target populations, the goal is to make healthcare 
more effective and efficient. 

Sen originally started working on finding a solution to the 
healthcare delivery management problem in 2010 when he, 
along with ARCHI (A&M Rural and Community Health Institute) 
in the College of Medicine and College of Engineering, was 
awarded a $7.2M research grant from the Office of the National 
Coordinator for Health Information Technology. Together, 
they were tasked to build a Regional Extension Center (REC) to 
help 1000 providers in the East-Central Texas region achieve 
Meaningful Use (an industry standard measure) of their 
Electronic Health Records (EHR) system.

Healthcare is a grand-challenge for Mays, as well as the 
world. It seems as though everyone is trying to figure out how to 
make healthcare systems truly healthy, caring, and systematic. 
Sen’s latest high-impact research has focused on Readmission 
Management and on the Healthcare Information Exchanges 
(HIE) Planning — both areas with high societal impact. 
Readmission Management focuses on studying what causes 
patient readmissions and how a patient’s past encounters in 
a hospital may affect the likelihood of a patient’s readmission. 
Most people don’t know, but Centers for Medicare / Medicaid 
Service (CMS) typically penalize hospitals if readmission 
numbers are abnormal. The penalties start from 1% and can go 
up to 5% if a patient seeks Medicare reimbursement. And who 
pays for public hospitals? Taxpayers.

Sen uses data analytics to improve social impact. The general 
public has many interactions with HIE whether they realize 
it or not. The Healthcare Information Exchanges facilitate 
the electronic transfer of patient records among healthcare 
organizations. Anytime a patient’s information needs to be 
distributed, a HIE could be used. However, despite the fact that 
many studies have proven HIEs could save billions of dollars a 
year, a large portion of the U.S. healthcare industry has yet to 
adopt them. Sen and his co-researchers are using operations 
research and data analytics tools to understand and make 
these HIEs a sustainable and long-term solution. ♦

Learn more about Sen: tx.ag/MaysSen

A R U N  S E N 
Information and Operations Management

Healthcare

DATA ANALY TICS ADDRESSING SOCIAL IMPACT

11 @MAYS MAGAZINE FALL 2019



J A M E S  A B B E Y  &  M I C H A E L  K E T Z E N B E R G
Information and Operations Management
Retail

We’ve all been there. A lack of time results in a hurried 
trip through a department store. That hurried trip leads 
to an item that is the wrong size, color, fit, fill-in-the-blank, 
which inevitably leads to a return. Or perhaps it is a late-
night online shopping spree. At midnight, those shoes were 
flawless but when they ship to you and you try them on, your 
toes disagree. Problems with products meeting consumers’ 
exact needs are seemingly endless. That endless problem 
is a $350B American problem and a $700B world-wide 
problem. The research of James Abbey, Ph.D., and Michael 
Ketzenberg, Ph.D., is transforming the way that business is 
conducted. 

From insurance underwriting and forensic accounting to 
target marketing and cyber-security, the accumulation of 
behavioral and operational data is enabling better decisions 
that attune consumer preferences with operational 
capabilities. The resulting impact on society should be less 
waste and greater productivity.

The data analytics that Abbey and Ketzenberg are diving 
into enables businesses to uniquely set return policies to 
specific customer segments, even individuals, to optimize 
performance and meet consumer needs. They use data 
from past purchase and return transactions of customers 

to predict the future return behaviors. By using extremely 
accurate predictions, companies can prevent return fraud 
and set policies that are customized to their consumers. 

In this way, an improvement in business decision-
making will reduce waste by minimizing the disposition 
of unnecessary returns. Of course, waste also manifests 
itself in terms of higher prices and more time-consuming 
consumer search and return processes. People should only 
pay for what they need. 

As it stands, most retailers have a fairly standardized 
return policy for all of its customers. Abbey and Ketzenberg’s 
research aims to ask, and answers, the question, “why 
should this be the case?”

Instead of having a one-size-fits all approach to setting 
return policies, these policies can be customized to 
individuals based on their behaviors and preferences, 
improving customer satisfaction and profitability—and 
reducing waste. Why should customers that never make a 
return have to pay for the luxury of a lenient return policy? 
Why force a return within 10 days when some customers 
need more time to deliberate? The future of predictive 
analytics will enable both types, as well as a myriad of others 
to operate at the same time. ♦

Learn more about Abbey and Ketzenberg:   
tx.ag/MaysAbbey and tx.ag/MaysKetz

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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You only get one chance at a first impression. 
In fact, entire financial markets are driven 
by the impressions a CEO gives an investor. 
For any given firm, these impressions, or 
perceptions, directly influence stock volatility 
and its ability to create value. 

Most companies, and boards, don’t know 
what they don’t know. They have no real way 
to measure how the market is going to react 
to a CEO until that person steps into the role. 
Steve Boivie, Ph.D., is working to change 
that, though. Along with co-authors, Boivie 
is assessing the relationships among CEO 
personality traits, investor perceptions of risk, 
and stock returns.

Researchers have long wanted a way to 
assess various traits of the CEO, but have 
historically been unable to get CEOs to fill 
out long surveys. Consequently, it has been 
difficult to connect the vast literature in 
psychology and social psychology to CEOs. 

With increasing access to data on CEO 
speech patterns, along with advancements in 
machine learning, Boivie and his co-authors 
have found a way to measure CEO personality 
and use it to explore how investors respond to 
different types of CEOs. The CEO personality 
is measured through machine learning that 
takes the text from conference calls and 
produces scores for the CEOs across the Big 
5 personality dimensions: conscientiousness, 
neuroticism, extraversion, agreeableness, and 
openness to experience.

The CEO of a company is the face of the 
company and can have a substantial effect on 
how investors view it. 

Whenever analysts and investors think 
about firms, they are inherently assessing 
how they feel about the CEO. They are trying 
to make predictions about how the CEO will 
act, and how that CEO's disposition will affect 
their investment. By demonstrating that the 
CEO's personality affects the way investors 
perceive risk, and the risk-return relationship, 
Boivie hopes to give boards and potential 
investors greater insights into some of these 
processes that have historically been less 
accessible. ♦

Learn more about Boivie: tx.ag/MaysBoivie

S T E V E N  B O I V I E 
Management

CEOs

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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For many in the population, the U.S. stock market 
might as well be in a different language. The ever-
evolving intricacies and complexities found woven 
into Wall Street err more on the confusion side 
of things. Sometimes, even those fluent in stock 
language can get lost in translation. 

There are hundreds, if not thousands, of factors 
that can influence a company’s stock returns, but 
how do you figure out which ones to focus on?

This is the ambitious question that Jeremiah 
Green, Ph.D., and his co-authors decided to tackle. 
Around the same time that they started their paper, 
“The Characteristics that Provide Independent 
Information about Average U.S. Monthly Stock 
Returns,” there were a number of academics and 
investment practitioners noting a proliferation 
of research, investment managers, and “how to” 
books claiming that something-or-another predicted 
returns. Most of the resulting questions seemed to 
be skeptical — “Really, can all of this be true?”

Harnessing the power of using data analytics, 
Green’s research surveyed a large number of factors 
that academics and investors have used to predict 
the cross-section of stock returns - it was essentially 
a big data collection and replication exercise. 

The data showed that operating skeptically 
is healthy, as a large number of factors that are 
supposed to predict returns don’t actually seem 
to work. Yet, even though that large number of 
factors do not work, businesses are still better off 
incorporating a broader set of factors into profit 
prediction. Optimistically, this research will help 
investors be more skeptical and provide a starting 
point for them to incorporate valuable big data into 
their prediction models which will grow shareholder 
value, advance the world’s prosperity, and create 
positive social impact.

As a whole, this is a very active research area 
where some of the world’s top minds are trying to 
solve very difficult problems. The problems present 
technological and methodological questions, 
statistical questions, and sometimes even 
philosophical questions. While it is unlikely that all 
of these questions will be answered any time soon, 
data analytic tools and top-notch research will slowly 
help the majority of the population translate the U.S. 
stock market from confusion to clarity. ♦

Learn more about Green: tx.ag/MaysGreen

J E R E M I A H  G R E E N 
Accounting
Stock Market Returns

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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The 2008-2009 financial crisis was a global 
event. The U.S. felt it heavily, but the world-at-large 
was impacted just as much. The truth of that painful 
matter is that regulators around the world are 
still worried about these failures. For this reason 
they started evaluating banks to see if they could 
survive another bad crisis in the future. These so-
called “stress tests” are now publicly disclosed for 
all major banks in the world. James Kolari, Ph.D., 
and a handful of other leading financial minds, are 
studying why some banks pass the stress tests and 
some fail these tests.

Kolari’s co-authors are employed by a well-
known Spanish bank named Banco Santander 
and are actively engaged in regulatory compliance 
with stress tests in Europe. Kolari used to work 
with the Federal Reserve Bank of Chicago with an 
emphasis on regulatory surveillance models of 
bank condition. This team has a natural inclination 
to work on the problem of bank stress tests.

It is generally believed that the stress test 
results are determined by the particular economic 
and financial shocks imposed on banks. Some 
critics of stress tests view these shocks as ad hoc 
and not very informative. In the future a different 
set of shocks may occur than those that regulators 
are testing with major consequence to society. 
The results found by Kolari's team show that it is 
the financial condition of the bank that primarily 
governs their stress test results, not the specific 
shocks chosen by regulators. By implication, the 
financial condition of individual banks should be 
the main focus of regulatory policy and banking 
practice.

Using a software algorithm known as AdaBoost 
for their analyses, the team builds multiple models 
within one model and then uses the strengths of 
each model to better predict whether a bank will 
pass or fail its stress tests in the near future. By 
trying to predict the outcomes of a stress test, 
bankers and bank regulators have the potential 
to better prepare for any future bank crisis and 
ensure the stability of an economy. ♦

Learn more about Kolari: tx.ag/MaysKolari

J A M E S  K O L A R I
Finance
Banking

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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The mission of the MS Analytics program is 
to transform working professionals into leaders 
that can collaboratively solve business problems 
using modern techniques in analytics and 
communicate highly technical solutions in simpler 
terms while demonstrating social, cultural, and 
global competence. The acquisition of the MS 
Analytics program from the College of Science 
fills a critical gap in our offerings and provides 
Mays Business School with a very well-rounded 
portfolio of graduate programs. It also provides 
an opportunity for us to consider strategically 
adding electives to our Full-Time, Professional, 
and Executive MBA programs, exactly where 
corporations are most demanding expertise in 
the marketplace.

This year, Mays matriculated over 50 students 
into the MS Analytics class of 2021. We’re 
strong academically, remain rigorous, and have 
maintained our standard of quality. We’re happy 
with our progress but we’re continuing to strive 
with our outreach efforts. 

We are confident you know someone who 
will benefit from obtaining a graduate business 
degree from Texas A&M. Whether it is a colleague, 
a friend, or even yourself, unless you take the first 
step, you'll never know what will be discovered. ♦

Learn more about MS Analytics:  
tx.ag/MSAnalytics

M S  A N A LY T I C S
An update from Arvind Mahajan, Ph.D., 
Associate Dean for Graduate Programs

DATA ANALY TICS ADDRESSING SOCIAL IMPACT
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F R O M  Z E R O  T O  T E N  M I L L I O N

After a decade of shaping the McFerrin Center 
for Entrepreneurship, in August 2019, Richard 
Lester, Ph.D., stepped down as Executive Director 
and returned to teaching full-time as a clinical 
professor at Mays Business School.

Before working with the entrepreneurship 
center formally, Lester was dedicated to its growth 
and success. He helped establish Texas A&M 
as a founding member of the Entrepreneurship 
Bootcamp for Veterans (EBV) Consortium. “They 
wanted a guarantee of $150,000, and I told them it 
was not a problem. I had no idea what I was doing,” 
Lester said. The extremely successful EBV program 
recently celebrated its 12th anniversary.

Pictured L to R: Duane Ireland, Robert Starnes, Eli Jones, Linzy Woolf,  
Arthur "Artie" McFerrin, Richard Lester, and Thadd Hargett

In 2008 Lester accepted the role of Executive 
Director. He quickly became aware that the Center, 
then known as the Center for New Ventures and 
Entrepreneurship, was in trouble. With only two 
months of salary for the staff of two in the bank, 
the Center found itself in a position with which 
many startups are familiar. Using his trademarked 
entrepreneurial grit, he made it work and after years 
of traveling all over the state to find sponsorships, 
in 2017 the McFerrin Family Foundation provided 
a $10 million endowment. In honor of the gift 
the center was renamed the McFerrin Center for 
Entrepreneurship. 

The endowment was solidified by a trip taken 
by Lester, Artie McFerrin, Mays Dean Eli Jones, and 
a handful of other Mays leaders to Florida State 
University to see entrepreneurship in action on 
other campuses. "When Artie saw a need, and it 
connected with something he was passionate about, 
he would make it happen," said Thadd Hargett — 
the man who helped connect McFerrin with Mays. 
Hargett described McFerrin as a man who was 
passionate about, believed in, and identified as 
an entrepreneur. McFerrin's daughter, Jennifer 
McFerrin-Bohner echoed that sentiment saying, 

"Artie, my father, believed in Texas A&M and the 
enormous impact the entrepreneurship center has 
on students and the greater economy. Specifically, 
he believed the hands-on programs, those that 
focus on learning-by-doing, were the ones that truly 
develop a person's character and capabilities. The 
McFerrin Center provides that experiential practice, 
mentoring, and multi-disciplinary networking to 
translate innovative ideas into businesses."

The Center has grown tremendously under 
Lester’s guidance and now boasts over 30 programs 
including EBV, Startup Aggieland, Raymond Ideas 
Challenge, Aggie 100®, and 3 Day Startup. 

“Entrepreneurship is a very practical skill, and we 
teach it to students in experiential ways. I see the 
McFerrin Center as a link between the theoretical 
side of Texas A&M and the practical skills needed 
for students to succeed in their careers,” Lester said.

The McFerrin Center would not be the force it 
is today without Lester’s efforts and guidance. He 
spearheaded the efforts that have enabled the 
Center to grow from a struggling two-person team 
to an endowed center that serves as the hub for 
entrepreneurship at Texas A&M University. ♦

 
Read the full story on Lester at:  
tx.ag/MaysLester

MCFERRIN CENTER FOR ENTREPRENEURSHIP UPDATE



The Center for Executive 
Development (CED) has seen 
massive growth in 2019. From the 
hiring of a new assistant dean of 
executive education, Greg Marchi, 
to a shift in program focus to 
Data Analytics, Machine Learning 
and Artificial Intelligence, CED has 
been improving their programs 
and results. Marchi has called CED 
a diamond in the rough because 
of its strong reputation in Texas 
coupled with the program's 
potential to expand well beyond 
the confines of Texas.  

The primary focus of CED is to 
develop leaders for what is next; 
evolving executive education to 
beyond the classroom with end-
to-end solutions. Other executive 
educators develop and deliver 
the learning and tend to stop 
there. CED takes development 
through the entire process. Prior 
to delivering a learning solution, 
CED provides the expertise 
and tools to assess the needs. 
After the learning experience, 
CED leverages technology to 
help embed and sustain the 
learning as participants return 
to the workplace. CED brands 
this comprehensive approach 

“Knowing, Doing, Believing.”  The 
Doing and Believing refers 
to behavior change which is 
essential to make an impact at 
the organizational level.

CED’s focus on Data Analytics, 
Machine Learning and Artificial 
Intelligence software enhances 
the learning, networking, and 
collaboration of CED participants. 
In the effort to extend the impact 
of CED, the team has:

• Hired Gabe Vasquez, Ph.D., 
to focus on Strategic Growth 

• Partnered with  
Collaboration.Ai to bring 
a patented Artificial 
Intelligence/Data Analytics 
software to enhance the 
learning experience 

• Engaged Anton Frankeiss, 
Ph.D., an expert in 
assessments and coaching, 
to develop resources in this 
area 

• Created a Global Learning 
Educator Network (GLEN) to 
provide access to world class 
thought leaders, faculty, and 
experiential providers

Learn more about the Center for 
Executive Development:  
ced.tamu.edu

C E N T E R  F O R 
E X E C U T I V E  D E V E L O P M E N T
An update from Greg Marchi,  
Assistant Dean of Executive Education
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The Dean’s Advisory Board consists 
of industry leaders who generously 
provide their time, invaluable 
counsel, and advice to ensure a 
bright future for Mays Business 
School. From our Strategic Plan to 
our scholastic footprint, the Dean’s 
Advisory Board advocates for and 
advises Mays Business School in 
the journey to Advance the World’s 
Prosperity.

Phil Adams
Corey Anthony

Taseer Badar
Anthony Bahr P.E.
Warren Barhorst

Alex Barretto
Christopher Beavers

Jorge A. Bermudez
Zachry Brown

Robert Burnett
T. Randall Cain

Fred F. Caldwell
Jerry S. Cox

Peter H. Currie
Monty Davis

Damon Diamantaras
Mark H Ely

K.K. Eschbach
Rodney Faldyn

Laura Fulton
Lawrence Gardner

Mark Gibson
Ryan Green

John E. Harper
T. Mark Kelly

Brett Knowles
Drew Koecher
Debbie Kozar

Paul Kruse
Michael Kurt

Willie Langston
David Lockett

Gina Luna
L. Lowry Mays
Cindy McClain

Susan McFarland
Sammy Miller
Kyle Mitchan

Roger Montemayor
Buddy Morris

Chaz Neely
W. S. (Nick) Nichols III

Regan Nielsen
David Norcom

Louis Paletta
Scott Perry
Brian Pinto

Lara Pringle
Tyler Reeves

Wayne Roberts
Emiliano Román

Megan Ryan
Crosby Scofield

Bill Sims
Joe Stallard

Jim Stark
Tracy Stephens

Jack Suh
Cindy B. Taylor

Mark Taylor
Bill Toler

Angela Torn Shaw
Tony Weber

Brian Weiner
David Williams

2019-2020

D E A N ' S 
A D V I S O R Y
B O A R D
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The Lemmons have hundreds of memories of their time 
together at Texas A&M. He was a petroleum engineering 
major; she an accounting major. They both came back for a 
Mays MBA. Their paths crossed one night as undergraduates 

— the night they met and fell in love — a favorite story of theirs. 
 
Angie recalls another story. One that happened long before 
Cupid sent his arrow. “My mom had brought me to campus for 
a tour, and I already knew about some of the Aggie traditions,” 
Angie said. “We were walking by the MSC and there was a senior 
in the Corps in front of us. As I was explaining his tall boots to 
my mother, he stopped mid-stride. We watched him lean over 
the grass as far as he could reach to pick up a gum wrapper 
that was on the MSC lawn. At that moment, I knew that any 
place where a student was so proud of his campus and cared 
that much, was a place I wanted to be. That was when I decided 
to become an Aggie.”
  
They’re not the only Aggies in their family. All three of their 
daughters are Aggies and their smiles stretch from ear to 
ear when they mention Hayley ‘15, Kelsey ‘18, and Avery ‘22. 
Hayley and Kelsey graduated from Mays Business School and 
Avery will do so in 2022, all with business honors. While the 
Lemmons have personally supported their girls through school, 
countless other Aggies will have opportunities to attend A&M 
because of endowments established by the couple. 
 
Of the two endowed scholarships — one is for undergraduates 
in Business Honors, the other for veterans who come back to 
campus to earn an MBA. 
 

“It’s our way of helping create opportunity for future 
generations of Aggies and assuring that Mays continues to 
grow in its reputation for developing great business leaders,” 
Billy explains. Angie adds, “We were so fortunate to attend 
A&M, twice, and because of the education we received, we 
now have the ability to impact other students’ futures the ways 
ours were through Mays and the MBA program.”
 

“We love Texas A&M and are so grateful that God made us 
Aggies! Nearly everything of significance in our life is somehow 
connected to our Aggie experience — so this is our way to give 
back.” ♦

To learn more about the Lemmons: tx.ag/Lemmons

Billy and Angie Lemmons established 
their endowments in 2015. To date, 
four Aggies have been recipients of 
Lemmons funded scholarships and 
countless more will follow. To get more 
information on what it takes to pay it 
forward like Billy and Angie, contact 
Stephen Cisneros at 979.862.3615.

M E M O R I E S ,  L E G A C Y, 
A N D  G R A T I T U D E
Stories shared by Angie ’84 and Billy Lemmons ’83

FORMER STUDENT UPDATE
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W O M E N ' S  L E A D E R S H I P 
I N I T I A T I V E  C O N F E R E N C E

On October 18, 2019 over 430 women flooded campus to participate in the 
Women’s Leadership Initiative Conference.

The Women’s Leadership Initiative (WLI) was created by Mays Business School 
to demonstrate commitment to developing women as transformational 
leaders. The goal of WLI is to leverage the knowledge of world-class leaders at 
Mays, the power of the Aggie Network, and the women’s business community 
to offer development opportunities for those aspiring to expand the scope of 
their leadership. 

This year, the conference heard from main-stage-speakers Laura Arnold, Co-
Founder and Co-Chair of Arnold Ventures; Jacquie Baly, Founder and President 
of BalyProjects; and Dr. Patricia Sulak, Founder of Living WELL Aware. 

Within the overarching theme of Advancing the World’s Prosperity — which 
is also the Mays vision statement and the name of the keynote speech — 
attendees heard about achieving dreams, defying the odds, and taking the lead.

Join us next year as we continue to advance the world’s prosperity and catalyze 
women into transformational leaders. ♦

See the experience: tx.ag/WLIC
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“As my corporate career came to a close, I put every  
dollar I had saved into bringing an old linen delivery 
truck back to life,” said Maredia. “After many months of 
trying new dishes, fried chicken was my champion dish 

— one that would win over anyone. Since waffles pair so 
well with fried chicken, it was a no-brainer.”

Maredia credits a lot of his managerial and marketing 
success to Mays and the education he received within 
the halls of Wehner. Academic courses reinforced basic 
business objectives like brand awareness and the value 
of word-of-mouth as well as courses that gave him 
insight into the nuances of entrepreneurship.
 
In 2018, Maredia opened his brick and mortar 
restaurant named Mess. Armed with the tools and 
knowledge he acquired at Mays, his once-mobile eatery 
is now a permanent fixture at the new Century Square 
development on the northside of College Station. ♦

Learn more: tx.ag/Mess

Sal Maredia ‘11 comes from a long line of small business 
owners, so he always knew he’d end up owning one 
himself. But what he couldn’t predict was that his small 
business would start on wheels in the form of a waffle 
food truck.
 

“My dad, uncle, and many relatives own small businesses, 
so I knew I’d own one too, someday. I think it’s why I 
studied at Mays in the first place,” Maredia said.
 
It hasn’t always been waffles, though. After graduating, 
Maredia took a corporate job. “When I graduated in 
2011, I moved to Houston and started working in the 
energy sector which is where I thought I’d be for a while,” 
he explained. “Cooking was more of a necessity than a 
hobby — eating out all of the time reared its ugly face in 
the form of my credit card bills. That’s when necessity 
grew into a passion.”
 
A few small gatherings and many dinner parties later, 
Maredia was ready to make the jump to full time 
restaurateur. So, in 2014, he traded in his suit for an 
apron and began pursuing his passion.
 

M E S S  W A F F L E S

FORMER STUDENT UPDATE
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One focus of Mays 
Business School is to 
create high-impact learning 
environments. To that end, 
leader forums and speaker 
series are a big part of the 
Mays event calendar. One 
such event, on September 
30, 2019, brought Kimberly 
Kainer to Mays. Kainer is 
the Director of Inventory 
Management at Dell. She 
spoke to female Business 
Honors students about what 
it looks like to be a successful 
woman in a largely male-
dominated business world. 
Kainer specifically spoke 
to the group about the 
importance of networking 
and being involved, how 
technology is transforming 
the way people work at Dell, 
and that it is possible to be 
a successful business leader 
and have a life outside of the 
office. The biggest takeaway 
from this Leader Forum, as 
shared by students, was the 
simple lesson that time is 
their most valuable resource. 
Kainer encouraged each 
student to set boundaries, 
consider what their “yes” 
means, and to make time for 
what matters. ♦

C O N S I D E R  Y O U R  Y E S :
K I M B E R LY  K A I N E R

MAYS LEADER FORUM
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On August 27, 2019, Leonard L. Berry, Ph.D., 
University Distinguished Professor of Marketing, 
Regents Professor, and M.B. Zale Chair in Retailing 
and Marketing Leadership, was honored with 
the publishing of an article he penned in The 
Responsible Research in Business and Management 
(RRBM) Network. In his article, Berry recounted his 
journey through healthcare, how it has intertwined 
with his academic life, and how he remains 
fully engaged in health service research for the 
betterment of society.

RRBM is an elite community of over 1,000 scholars 
who are dedicated to inspiring, encouraging, and 
supporting credible and useful research in the 
business and management disciplines. It is a virtual 
organization initially developed by a group of 24 
leading scholars in 5 disciplines at 23 university-based 
business schools in 10 countries. RRBM is supported 
by many partners, including Association to Advance 
Collegiate Schools of Business, European Foundation 
for Management Development, Principles for 
Responsible Management Education, Aspen Institute‘s 
Business and Society Program, Globally Responsible 
Leadership Initiative, and many business schools 
worldwide. ♦

Read the article: tx.ag/MaysBerry

Lorraine Eden, Ph.D. 
City of Rennes (France) medal recipient
tx.ag/Eden

Eli Jones, Ph.D.
University Sales Center Alliance 
Outstanding Dean 2019
tx.ag/DeanEliJones

Unnati Narang 
Mathew Joseph Emerging Scholar Award 
Winner 2019 — American Marketing 
Association Doctoral Student Special 
Interest Group 
tx.ag/DocSIG

Manjit Yadav, Ph.D.
2019 Sheth Foundation — 
Journal of Marketing Award 
tx.ag/YadavM

L E O N A R D  L .  B E R R Y

Additional Recognition

FACULT Y RECOGNITION
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M E E T  M O R E  
A M A Y S I N G  S T U D E N T S
tx.ag/MaysStudents

It is common for Aggies to get involved 
with various organizations during their time 
in college. For Zoher Darugar ‘21, his time has 
been spent with the Office of Diversity and 
Inclusion focusing on the Mays Transformational 
Leadership Academy (MTLA).

MTLA is a six-day residential program for 
rising high school seniors that gives them a 
chance to tangibly experience Aggieland and 
Mays Business School while learning leadership 
mindsets and competencies. “The impact MTLA 
has on Mays is perfectly aligned to the vision of 
advancing the world’s prosperity,” Darugar said. 
“These students are in the process of applying 
to college. MTLA helps them decide if both 
business and Mays Business School is a right fit 
for them.”

At MTLA, students learn various leadership 
skills, such as identifying their values and 
gaining global awareness, which will be helpful 
throughout college and beyond. 

“While working as the Director of Facilitation 
for MTLA, I got a chance to work closely 
with the Small Group Leaders and the high 
school students as they took part in various 
sessions and worked on their project,” Darugar 
explained. “It was an amazing experience 
watching the high school students going from 
being reserved the first day to owning the stage 
in their presentations just days later.”

Some of the key takeaways that this year’s 
class reported on the last day of MTLA was that 
they had gained valuable skills, they got a taste 
of the Aggie Spirit, and they felt valued and a 
part of the A&M family. ♦

See the Academy students come to life:  
tx.ag/MTLAcademy19

Z O H E R  D A R U G A R  ‘ 2 1
Mays Transformational Leadership Academy

Additional Recognition

CURRENT STUDENT RECOGNITION
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Mays Business School
4113 TAMU
College Station, TX 77843-4113

M A Y S  V I S I O N  F O R  T H E  B U S I N E S S  E D U C A T I O N 
C O M P L E X  I S  C O M I N G  T O  L I F E

Read the full story: tx.ag/BLCC


