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Respecting the Past
Writing the Future

Academic Innovation is saying, "What we have is great. 
...But could we be bett er?"

Why don't we connect the pieces....?



The theme of this edition of @Mays is Academic 
Innovation. We are innovating with regard to 
our physical spaces and digital media platforms, 
simultaneously. The research that our faculty is 
publishing is not only appearing in the top peer-
reviewed academic journals, our research is drawing 
the attention of popular media outlets, such as The 
Wall Street Journal and Businessweek. With respect 
to teaching, we are constantly looking to incorporate 
innovative technology and teaching methods. 

We hope that you enjoy this snapshot of all the 
aMAYSing people, programs, and events happening 
across Mays Business School. Rest assured, there is 
something going on all the time. See for yourself 
by connecting with us on LinkedIn, Facebook, 
Twitter and Instagram, or visit our website at  
mays.tamu.edu.

Thank you, and please visit us soon. We will show 
you around and give you a peek into the future of 
Mays Business School’s Business Education Complex. 
Stop by our new Howdy desk and visit with our Mays 
Experience Team. We look forward to welcoming you 
back home with a hearty, “Howdy!”

Gig ‘em!
 
 

Eli Jones ‘82
Dean and Professor of Marketing

Howdy!
A sincere thank you to all who are helping to 

advance the vision and mission of Mays Business 
School. We are three years into activating our 2017-
2021 Strategic Plan, and we are seeing an aMAYsing 
amount of transformation happening across the 
college. We have made great progress toward our 
vision. So much so, a few months ago, 40 members 
of our college and I met offsite to review our strategic 
plan, discuss the operating metrics associated with 
our strategic initiatives, and extend our Strategic 
Plan to 2025. Importantly, we incorporated Societal 
Impact as integral to our efforts overall. More and 
more, business schools worldwide are emphasizing 
the need for businesses to impact society in positive 
and meaningful ways. 

As you know, @Mays and Benefactor are two 
magazines that we produce in-house. The articles 
are meant to inform you of the impactful work being 
done inside Mays to address the changing nature of 
business education, which is at a critical inflection 
point. Worldwide, business schools are working to 
keep up and, in some cases, get ahead of the rapid 
changes that are occurring in business. At national 
and international academic meetings, Innovation 
and Continuous Improvement are at the center of 
our discussions.

A MESSAGE 
FROM THE DEAN
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Architecture Collaboration
On December 4, 2019, students from the College of 

Architecture presented design concepts for the outdoor spaces 
adjoining the Wehner Building. Eight teams of second-year 
students spent five weeks imagining what the outdoor spaces 
might be as Mays Business School plans for the new Business 
Education Complex. 

Each team was given three sites to consider — the space 
adjoining Lot 72 A, the space between Wehner and the Business 
Library and Collaboration Commons, and the space to the 
south of Wehner. At the half-way mark, the students delivered 
initial concepts to a group of Mays faculty, staff, and students  
as well as representatives from the office of the Campus 
Architect and the Library. Based on the comments they 
received, the teams refined their ideas into final presentations 
delivered in slides and presentation boards. Ideas ranged 
from atriums to amphitheaters, rooftop gardens to outdoor 
classrooms. There were fun features like a mini-golf course, 
water features, and shaded huddle spaces.

The innovative partnership with the College of 
Architecture enabled Mays to get inspiration for future 
planning of the outdoor spaces while providing the students 
with a real-life project. Professors Chang-Shan Huang and 
Kenneth Hurst praised their students for the quality of their 
assessment, analysis, and design of the schemes. Mays Dean 
Eli Jones was so pleased with the presentations that he asked 
for them to be displayed outside the Faculty/Staff Meeting the 
following morning. The collaboration set added excitement to 
the visioning of the Business Education Complex. ◊

Student Transformation Center
In line with the 2017-2021 Strategic Plan, to cultivate the 

mission of developing a vibrant learning organization the 
Student Transformation Center can now be found on the 
second f loor. Complete with coordinated offices, Zoom, and 
natural light, this space was designed with today’s student  
in mind. 

This center will provide access to high-impact learning 
experiences, expand student spaces to communicate, create, 
and collaborate, and accelerate learning outside of the 
classroom to help to give Mays students every opportunity to 
be aMAYSing. ◊

See the grand opening on KAGS-TV: 

tx.ag/STC1

strategic plan 
update

"Ideas ranged from atriums to 

amphitheaters, rooftop gardens to 

outdoor classrooms."
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Reinitiation
In 2017, Mays Business School began implementing its 

current Strategic Plan as a way to clearly communicate the 
five-year plan the school developed to work towards the vision 
of advancing the world’s prosperity. With the initial five-year 
term coming to a close in 2021, Mays extended its strategic 
plan to define and establish the steps the school will be taking 
in the new term.

This reinitiation has set our focus on the 2021 to 2025 
term and was kicked off in early January by an “advance” (not 
a retreat) with Mays stakeholders to celebrate the successes 
of the first plan, investigate the opportunities for the next 
strategic plan, and envision what the future of Mays could be 
and what the steps are to getting there. ◊

Deloitte Digital
The fifth strategic initiative in the Strategic Plan is to 

improve our infrastructure, both physical and non-physical. 
In the non-physical space, there has been a great need to 
improve the website of Mays Business School. As we began 
to dig into the details, it became evident that we needed to 
look at our major digital presence holistically: constituent 
relationship management system (CRM), website, and social 
media. All of these currently exist within the college but  
lack integration. 

To integrate and elevate processes and tools is no small 
undertaking, which is why Mays engaged Deloitte Digital to 
help. Deloitte will help Mays take a step back, assess where 
we are, and where we need to go. Deloitte has expressed an 
interest in helping us create a unified digital platform made up 
of several components, or an omnichannel platform. Deloitte 
will help us explore steps we can take for Mays to lead in the 
digital area. ◊
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"...celebrate the successes of 

the first plan, investigate the 

opportunities for the next strategic 

plan, and envision what the future 

of Mays could be..."
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"Academic Innovation is 
any effort by faculty, staff, 
programs, or students 
to introduce change, 
creativity, research, and 
best practices into what’s 
happening in education."

j

05 @mays magazine spring 2020



‘Jon Jasperson // Office of the Dean
One of the most prevalent buzzwords in the last decade 

of academia has been “Academic Innovation.” Used to justify 
anything and everything from new computers to new faculty, 
the existing use of the term Academic Innovation seems to flex 
and bend to whatever blank higher education needs to fill. As 
it stands now, it acts more as hyperbole than any one thing. 
However, the very idea of innovation (sans the academic or any 
other modifier) is derived from questioning the status quo and 
the notion that change starts inside a community.

With the root idea of innovation in mind, Academic 
Innovation seems to take on a different meaning, or at least 
different than the common scholarly use. In the same way 
that a challenge of the status quo comes from those inside 
a community, Academic Innovation must come from 
inside individual academic organizations. However, it isn’t 
a challenge in the name of insubordination or change for 
the sake of change, but rather, challenge and change for 
the betterment and elevation of the organization. When 
each academic organization elevates, academia as a whole  
elevates, too.

‘Jon Jasperson, Ph.D., Assistant Dean of Learning 
Transformation & Academic Technology, and Clinical 
Professor at Mays Business School, expounds on the idea of 
Academic Innovation as a collaboration within our learning 
community saying, “Academic Innovation is any effort by 
faculty, staff, programs, or students to introduce change, 
creativity, research, and best practices into what’s happening in 

education.” His insight allows the term Academic Innovation, 
as it pertains to Texas A&M University and Mays Business 
School, to set heavier, sink deeper, and create a greater impact.

“Academic Innovation is saying, ‘What we have is great.  
…But could we be better?’” continued Jasperson. “Better could 
consist of being more well-rounded or more widely read, 
showing greater awareness of what’s happening in the world, 
investing in the community, or above and beyond faculty 
delivering or facilitating education conversations.”

For Mays and Texas A&M, Academic Innovation is 
paramount. Faculty, staff, and students here are in the practice 
of Academic Innovation, even if they don’t explicitly list it on 
their resumé.

The signposts are easily read for how this focus is coming to 
life on-campus: the Learning Innovation Classroom Building 
at the old site of The Grove, Zoom collaboration software 
partnership, and announcements about a new Learning 
Management System. Every piece advances Texas A&M on 
the journey toward leading-edge, innovative education and a 
change to the betterment of our learning community.

For a public institution founded in 1876, the tension 
between driving toward the future of education and 
respecting beloved traditions remains. However, the character 
displayed by Aggies to out-work, out-perform, and out-serve  
expectations is a stalwart attribute that lives on from 
generation-to-generation.

Mays will continue to develop transformational leaders and 
employ the inherent characteristics of Aggies to facilitate that 
metamorphosis in students, products of Academic Innovation, 
not Academic Innovation as an end.

The same transformation is available to faculty as well. 
“Academic Innovation employed by faculty members can 
inspire other faculty members to continue to progress and 
better themselves and students,” said Jasperson.

Academic Innovation isn’t merely about one person 
doing something extraordinary. Instead, it’s a mindset and 
a movement to invigorate a community to progress the way 
an organization learns. There’s a vibrancy in trying, failing, 
succeeding, and learning. The process is ongoing and involves 
many and in a variety of ways, as the following pages show. 
Academic Innovation may be high-tech or high-touch. It may 
surprise you how it plays out, but it always results in a better, 
more effective way of developing and diffusing knowledge for 
the betterment of all people. ◊

Read on to see how members of Mays 
introduce change, creativity, research,  
and best practices. 
 
Share your thoughts: @MaysBusiness

AC
A

D
EM

IC
 IN

N
O

VA
TI

O
N

DE . FIN . ING

06@mays magazine spring 2020



Rajan Varadarajan // Marketing
The creation of knowledge through the pursuit of scholarly 

research and dissemination of knowledge in classrooms 
and other means are two sides of a coin, according to Rajan 
Varadarajan, Ph.D., University Distinguished Professor and 
Distinguished Professor of Marketing, Regents Professor, and 
Ford Chair in Marketing & E-Commerce. 

Known for his research in understanding, explaining, 
and predicting the behavior of firms in the marketplace, 
Varadarajan uses his research to create impactful knowledge in 
the undergraduate capstone course and master’s level product 
innovation course he teaches. “The focus of scholarly research 
is creation and dissemination of knowledge,” Varadarajan 
opined. “In a couple of instances, the questions that students 
raised in class during the course of my lecture have been a 
springboard for my research.”

Varadarajan believes that knowledge creation, through the 
pursuit of scholarly research and knowledge dissemination, 
in forums such as classrooms and vehicles, such as scholarly 
journals and books, are among the core missions of educators 
in higher education. 

Currently in the fifth decade of his academic journey, 
Varadarajan now requires his students in both levels of 
his courses to prepare and submit an Innovation Diary of 
about eight to 12 innovations. “I am amazed at leading-edge 
innovations that students write about. I’ve seen environmental 
sustainability-oriented innovations, social innovations, digital 
innovations, and potentially transformational innovations.” ◊
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 academic innovation

Leonard Berry // Marketing
“I love the synergy between teaching and research,” 

said Leonard Berry, Ph.D. “It is exciting when students can 
experience both the ‘discovery’ and ‘dissemination’ roles that 
academics play.” Berry has been merging his research and 
teaching for his students for the 38 years he has been a Mays 
faculty member. 

Berry, University Distinguished Professor of Marketing, 
Regents Professor, M.B. Zale Chair in Retailing and Marketing 
Leadership, Presidential Professor for Teaching Excellence, 
and Senior Fellow at the Institute for Healthcare Improvement, 
is widely regarded as one of the inventors of the services 
marketing field. Berry also coined the term “Relationship 
Marketing.” Both Services Marketing and Relationship 
Marketing are mainstream subject areas in marketing today 
that Berry and colleagues in Mays Business School played a key 
role in creating. Since 2001, Berry has bridged his background 
in the services field to the study of healthcare services and has 
published extensively in medical journals on improving the 
patient experience, with particular focus on improving service 
in cancer care.

Berry says, “Research is hard work, and if you are going 
to do it, you should do it to address important problems that 
matter to managers and that benefit society.” ◊

IMPACTING

07 @mays magazine spring 2020
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Ricky Griffin // Management
With six books currently in print and in widespread use, 

Ricky Griffin, Ph.D., is no stranger to the impacts on Academic 
Innovation. “I’ve worked closely with my publishers to make 
sure that content aligns with student needs and expectations 
and to look for ways to lower the costs of educational materials,” 
Griffin said.

The John R Blocker Chair in Business and a University 
Distinguished Professor of Management, Griffin’s research 
has led him to approach problems, challenges, questions, and 
opportunities from the perspective of the scientific method, an 
approach usually reserved for white lab coats. Griffin uses that 
scientific method on theories and research used in his books. 

Griffin was one of the first people to research workplace 
violence and aggression from a business perspective and 
helped to define that research domain. In the same way, he has 
helped define the way that textbooks are used and updated. His 
books are widely used and have been translated and adapted 
for use in several other countries. 

As an educator of Undergraduate Business Honors students, 
Executive MBA students, and Master of Human Resource 
Management students, as well as executives in the Center 
for Executive Development, Griffin interacts with a myriad 
of different people. Through his involvement in textbook 
writing, scholarly research, and expertise in leadership and 
talent management, Griffin notes that it is always interesting 
how all of these groups of students and branches of knowledge 
interact. “It’s fascinating how each of the individual activities 
both informs and is informed by others.” ◊

Duane Ireland // Office of the Dean
For the better part of 40 years, the fields of strategic 

entrepreneurship, mergers and acquisitions, innovation, and 
organizational productivity have seen a large impact from 
Duane Ireland, Ph.D., Executive Associate Dean, University 
Distinguished Professor, and Benton Cocanougher Chair in 
Business at Mays Business School.

As an unofficial Chief Operating Officer of Mays, Ireland 
has a front-row seat to the ways that Academic Innovation 
enhances students’ job skills, communication skills, and 
critical thinking skills. Because of his widely-referenced 
research (55,608 citations and counting), Ireland has largely 
played a role in Academic Innovation across the board. 
“Innovative research results are the foundation for explaining 
important concepts to students through the written word,” 
Ireland said. 

There’s no one single place you can pinpoint in Academic 
Innovation as attribution to Ireland. Yet there are ample 
examples of the impactful knowledge he is creating. Ireland  
has been involved with multiple additions of two textbooks 
widely used in Management and Entrepreneurship classes 
across the country. “Academic Innovation increases students’ 
curiosity about how the world works,” he said. “It helps students 
to see what their role in society is and seems to resonate well 
with them.” ◊

i
"Academic Innovation 
increases students’ 
curiosity about how  
the world works."
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TEACHING
 academic innovation

Gregory Heim // Information and 
Operations Management

Motivated by a strong innate desire for Academic 
Innovation in the classroom as much as research 
efforts, Gregory Heim, Ph.D., the Janet and Mark H. 
Ely ‘83 Professor in the Department of Information and 
Operations Management, has made innovation a priority 
for his students in his classroom. “Academic Innovation, 
for me, is like shooting fish in a barrel. If you look for 
contemporary developments, you will find them.”

Heim has been frustrated with case publishers who 
avoid writing about Supply Chain technology issues that 
students need to know. Heim saw an opportunity due to a 
gap in publications and began writing his own discussion 
cases for students. Some colleagues in his discipline 
weighed in by offering questions like, “Why would you do 
that? Doesn’t that take a whole bunch of time? What about 
your research?”

That pushback created a grit to give his students the 
best possible education and set them up for success. 
“Academic Innovation simply focuses more on listening 

to what our business constituents are experiencing or 
are challenged by at present, listening to what they need 
students to know, and translating that insight into the 
deliverables [e.g., case studies and experiences] that we 
can reasonably expect our students to accomplish during 
the relatively short time we have them,” Heim explained. 

It has taken Heim more than seven years to evolve, 
during his time at A&M, into the teaching approach he 
uses today.  

“For much of my career, education was about me: 
showing how much I knew, and having control of the 
classroom,” Heim said. “From that beginning, I have had 
to force myself to let go, experiment, and thrive on the 
uncertainty of what might happen during a class session. 
Sometimes it can be scary, but when I get to see students 
master the technology issues as well as exhibit confidence 
in managing an audience of stakeholders, the feeling is 
pure exhilaration.” ◊

"Sometimes it can be scary, but when I get to see 

students master the technology issues as well as 

exhibit confidence in managing an audience of 

stakeholders, the feeling is pure exhilaration." h
09 @mays magazine spring 2020
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TEACHING "Academic Innovation 
is often about breaking 
something that works, 
so when you put it back 
together, it’s even better."

d

EN
GAG
ING
 w/ academic 
innovation

 Shannon Deer // Office of the Dean
For years, student participation in class has largely felt 

like pulling teeth. Whether it is early mornings, post-lunch 
classes, or just general disinterest in a subject, engaging 
students can be tricky even for the most seasoned educators. 
As a core objective of Mays Business School to create impactful 
knowledge, Shannon Deer, Ph.D., Assistant Dean of Graduate 
Programs and Clinical Assistant Professor, has found a way to 
create a vibrant learning community.

“The cost of innovation may be born upfront, but the 
dividends payout for years,” Deer poignantly stated. Known 
around Mays for her inverted classroom, Deer found a way to 
get students to buy into their education by assigning them pre-
work before class so that she could eliminate lectures and focus 
on helping students think critically. “Videos and written text 
last forever…” Deer said of her unusual methods. “Using those 
two tools, among many others, means I never have to repeat 
myself, but the students can hear it over and over again.”

To Deer, Academic Innovation is essential to meet students’ 
evolving learning needs and preferences. Never compromising 
solid pedagogy for student preference, Deer is always seeking 
to find the perfect union between the two to create an even 
more ideal learning exchange.

“Academic Innovation is often about breaking something 
that works, so when you put it back together, it’s even better.” ◊

10@mays magazine spring 2020
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complete a personal branding assignment built on Gallup’s 
StrengthsFinder results and input from a 360 survey. Using 
these inputs, students construct a personal branding statement 
that includes the value they bring to an employer, their points 
of differentiation, and their target market (i.e., companies and 
industries in which they aspire to work). In his EMBA classes, 
Busch uses assignments such as a brand report card and an 
internal marketing assessment that are highly customized to 
the students’ current and past professional experiences. These 
assignments make these marketing concepts and techniques 
“come alive” for these seasoned executive students. With CED 
students, Busch assigns the StrengthsFinder assessment and 
makes students dig deep to understand themselves better 
and how their strengths can be applied to improve their 
professional and personal lives. 

Busch abides by the philosophy, “Students don’t care how 
much you know until they know how much you care.” There 
is no debate that the impacts that Busch has on his students 
ripple into boardrooms and advances the world’s prosperity. ◊

Paul Busch // Marketing
Just as important as the innovations in what is being 

taught (curriculum) is how it is being taught (pedagogy). 
While innovation seems to be synonymous with high-tech, 
an overlooked piece of pedagogy is high-touch learning, 
a specialty of Paul Busch, Ph.D., Texas A&M University 
System Regents Professor, Presidential Professor for Teaching 
Excellence, and Professor of Marketing.

Busch has taken a different approach to Academic 
Innovation, an approach that has been highly recognized by 
academics. Having been awarded some of Texas A&M’s most 
coveted teaching awards (like Distinguished Achievement 
Award, College Level, 2007; University Level, 2008; and 
Presidential Professor for Teaching Excellence, 2019), Busch’s 
high-touch, highly-personal approach is extraordinarily 
applauded. Before classes even start, he asks for the enrollees’ 
resumes. On the first day of class, students answer questions 
such as: 1) What is the most interesting thing that has ever 
happened to you? 2) What are your career goals? 3) What is 
your favorite ad, and your least favorite ad? These questions 
help him become acquainted and build rapport with the 
students. He studies the pictures of the students in the class, 
which are on eCampus, to associate their names with their 
faces. In his classrooms, you will find students at all stages 
in their academic journeys. Busch teaches undergraduates, 
MS Marketing students, Executive MBA (EMBA) students, 
executives in Mays Center for Executive Development (CED), 
and veterans involved in McFerrin Center’s Entrepreneurship 
Bootcamp for Disabled Veterans (EBV).

Busch strongly advocates for his students 
to enhance their self-awareness by using 
projects and assignments that are 
personal in nature. In the case of 
undergraduates and EBV participants, 
Busch implores students to “think 
wide.” Busch’s MS Marketing students 

WINNING
in academic 
innovation

"I think continuous 

improvement 

should be a part 

of everything we 

do, including our 

courses..."

p
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Arvind Mahajan // Office of the Dean
In today’s culture, few people stay in one place long enough 

to make a true impact. In academia, it is hard to retain talent 
because researchers are so well-networked with colleagues in 
their academic discipline. However, occasionally, someone 
will not only stay but invest well beyond expectations to really 
champion for a college. Arvind Mahajan, Ph.D., is one of  
those people.

Mahajan, Associate Dean for Graduate Programs, Texas 
A&M University System Regents Professor, Presidential 
Professor for Teaching Excellence, Piper Professor for Scholarly 
and Academic Achievement, and Lamar Savings Professor of 
Finance, has been called an outstanding teacher, a profound 
scholar, and an accomplished educator. But to understand the 
gravity of those characteristics, one must look at the impact he 
has made on students and industry.

Mahajan has been with Mays for 39 years and has piloted 
and established a handful of Mays most successful programs. 
He is directly responsible for study abroad (started in the 
early ‘80s!), an international finance seminar at the doctoral 
level (one of the first of its kind in the nation), Aggies on Wall 
Street Investment Banking Program, bringing MS Analytics 
program to Mays, and creating the largest healthcare analytics 
case competition in the U.S. in collaboration with Humana, 
Inc. Under his leadership, the Certified Financial Analyst 
Institute (CFA) approved our BBA Finance, MS Finance, and 
MBA programs to receive CFA Partner Status enabling us to 
provide CFA scholarships to ten students each year to take the 
CFA certification examination.

Mahajan believes in the holistic development of a student, 
which means mentoring beyond the mere accumulation of 
skills, information, and knowledge. He also utilizes the power 
of intersectional knowledge, meaning he combines ideas from 
multiple disciplines and links them with business theory. 
Therefore, despite diverse backgrounds, his students (which 
include practicing executives) can relate to the concepts being 
taught and understand their real-world relevance. 

Mahajan teaches rigorously, requires critical thinking, 
sets high standards, insists that students achieve them, and 
facilitates their attaining them. “Relentlessly challenging 
students and taking an uncompromising stance on standards 
occasionally results in a tense classroom, which I am willing to 
deal with,” Mahajan explained.

Mahajan’s decades-long devotion to Mays has left quite an 
impression. “I feel a deeper commitment to my students’ lives, 
future, and well-being than what a one-semester interaction 
requires, and students can sense it,” Mahajan said. “Teaching 
is my calling, and doing it is not only a privilege, it is fun!” ◊

Janet Parish // Marketing
“To reach their highest potential, students and teachers 

alike must engage themselves in the process of learning. 
Both parties must commit to being truly INVOLVED in 
the process,” Janet Parish, Ph.D., stated. Parish is Clinical 
Professor, Associate Department Head, Director of Reynolds 
and Reynolds Sales Leadership Institute, and Mays Teaching 
Fellow. Parish is a University Professor for Undergraduate 
Teaching Excellence Award holder, an award for educators 
who have exhibited uncommon excellence and devotion to  
the education of undergraduate students of Texas A&M 
University. These professors are not only exceptional 
classroom teachers but are also innovating in pedagogy, 
exploring new teaching methods, and seeking engagement 
with other educators in pursuit of excellence.

That pursuit of excellence is what has led Parish to be an 
academic innovator. “I think continuous improvement should 
be a part of everything we do, including our courses,” Parish 
said. “Students learn when teachers use practices that fit the 
topic and the participants. There is no best way to teach.” And 
it is evident that using an ever-evolving, ever-transforming 
pedagogy has helped Parish excel in her career. 

Parish has taught an introductory marketing class for more 
than twenty years and regularly “reinvents” the course. Parish 
now uses a f lipped-classroom where students are introduced 
to the basic course content outside of the classroom so that 
they can use class time in action. For about a decade, Parish 
has included a service-learning project in her courses. Her 
reinventions include enhancement to the projects, new 
examples and richer discussion, new assignments, and an 
increasingly higher bar. Parish also admits that she learns a lot 
from her students. “They share marketing examples as well as 
new technologies with me on a regular basis,” Parish shared.

Parish, with a love for helping people find their passion and 
purpose, thinks in “good to great” terms. “Students and faculty 
both benefit when we work together and utilize the tools and 
resources available to us to maximize our experiences.” ◊
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PRACTICING
academic innovation
valuing bonds, calculating the cost of capital, and more, Zeal 
empowers the students to gain access to individuals who know 
the topics better than almost anyone else. 

“The course is a student-centered, engaging activity,” says 
Zeal. “We’re developing this to be a model course delivery for 
the future online finance courses so these experts can share 
their specialty with students. The main idea is to encourage the 
students to understand the subject from different perspectives.”

The course is expected to launch in fall 2020, and in the 
meantime, vision-casting, content-perfecting, and instructor 
video introductions are well underway. ◊

Stephen Zeal // Finance
When a student registers for a typical class, they’re assigned 

a meeting time, a specific room, and a very specific instructor. 
It is a process that has been used for decades and works just 
fine. However, Academic Innovation doesn’t call educators to 
do something because everyone else has. Rather, it beckons 
educators to think outside the box and create a pedagogy that 
engages the students by combining a variety of resources that 
appeal to many learning styles, offering different ways to learn 
and absorb the concepts required to be successful. That is why 
senior lecturer Stephen Zeal’s Finance 409 class, Survey of 
Financial Principles, will be delivering this knowledge in an 
online format to non-business majors, utilizing seven subject 
matter experts (not a typo).

There’s a lot to unpack on how and why this is occurring.
First, there was an opportunity to invest in this course 

and, subsequently, courses like it, because unknown to many, 
almost 5,000 students with other majors at Texas A&M  
pursue a business minor. To deliver the business minor in a 
resource-constrained environment, efficiencies and synergies 
are necessary, like utilizing the quickly-evolving online 
education technologies.

Secondly, topics like finance can be just plain difficult 
to grasp. Utilizing subject matter experts in modules like 
reviewing financial statements, understanding interest rates, 
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Annie McGowan // Office of the Dean
Learning has changed.
The physical place, the way students receive teaching 

instruction, and even the way a curriculum is planned is different 
than a mere decade ago. Annie McGowan, Ph.D., Associate 
Dean for Undergraduate Programs and Associate Professor 
of Accounting, was charged to update the Core Business 
Knowledge (CBK) curriculum with the primary objective 
of integrating the mindsets and competencies of the Mays 
strategic learning framework. Given the rise in the number of 
students who arrive on campus with significant credit hours, 
she also set out to provide access to fundamental business 
classes earlier in students’ academic careers, integrate learning, 
and prepare students for meaningful internships earlier in  
their academic career.

McGowan saw the need for the redesigned curriculum, and 
thought to herself, “Why don’t we connect the pieces between 
learning opportunities across business disciplines and student 
situations?” Accrediting bodies are moving in the direction 
of calling upon business schools to demonstrate the societal  
impact of undergraduate education. This is the perfect 
opportunity for Mays to leverage existing resources such as 
our Social Impact Programming to strengthen active learning  
within our curriculum.

To innovate an entire curriculum for 5,000+ undergraduate 
business students is no easy task, but McGowan formed a 
curriculum re-design committee consisting of faculty from each 
department and undergraduate advisors. Texas A&M’s Center 
for Teaching Excellence also provided methodological guidance. 
Beginning in fall 2018, the group articulated the problem it was 
trying to solve, identified classes students often failed, researched 
best practices from across the campus and across the country, 
then met weekly throughout 2019 to design and present its ideas  
to department heads.

Ideas like investing more resources to make a tools course to 
teach excel skills a requirement were welcomed with open arms. 
Other ideas like making it possible for students to take Accounting 
229 earlier have been considered but need additional adjustments. 
McGowan is confident the adjustments, such as adding an 
introduction to business and statistics courses at the lower level, 
will benefit students holistically.

“We may offer some of the innovative curriculum ideas for 
a targeted group of students who feel prepared for it, a boutique 
program within this larger program to test it out and learn.”

A boutique program opportunity within a Tier One Research 
Institution business school? Learning has changed indeed. ◊m

"Why don't we 

connect the 

pieces...?"

academic 
innovation
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Lifelong learning is one of the fundamental desires for Mays 
students, staff, and faculty. An unquenchable thirst for knowledge and 
an insatiable hunger to always be improving are characteristics that 
Mays aspires to inscribe in all of our constituents. Leading that charge 
is our very own Eli Jones ‘82, Ph.D., Dean of Mays Business School, 
Professor of Marketing, and Lowry and Peggy Mays Eminent Scholar.

With a desire to innovate both the school and himself, Jones 
attended the Deloitte University Dean’s Summit in summer 2018. 
During that time, he asked the question of his dean colleagues, “What 
are you doing in artificial intelligence?”

Not much was exchanged that day in terms of programs already 
ongoing but it invigorated a pursuit for Jones. The next year, Jones 
returned as a member of the planning committee to facilitate the 
discussion with the topic Artificial Intelligence.

“I wanted to know more and do more with artificial intelligence in 
our organization,” Jones shared. “Many of our partner companies like 
Deloitte are utilizing artificial intelligence in their work, and I believe 
universities can and should, too.”

Jones, a 12-year veteran of the dean role, often leads the 
conversation among his colleagues because he demonstrates Self less 
Service, an Aggie Core Value. This core value has inspired him to 
be leading the discussion in how universities can utilize artificial 
intelligence in recruiting and retaining students, incorporating lessons 
about artificial intelligence into curricula, and distributing artificial 
intelligence implementation through research and dissemination.

Looking to the future, Jones continues to work with partners across 
Texas A&M University and around the world to stir up the discussion 
and implementation of artificial intelligence in Academic Innovation 
to advance the world’s prosperity. ◊

Deloitte  
University  

Dean's  
Summit
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Traditional pedagogy dictates that for studens to learn, 
they must sit in class, take extensive notes, and showcase 
what they learned through test-taking. However, educators 
at Mays have long believed that doing is just as important. 
In the Masters of Science in Business program, students 
spend 16 weeks in the Integrated Business Experience, a 
course where they learn to do business by doing business.

Students are broken into teams and each of those teams 
forms a business. The team then develops a business plan, 
goes to program-partner Aggieland Credit Union, and 
applies for a small business loan. When they’re awarded 
the loan, they begin business and for two months, the 
students run the business. Products have spanned the 
spectrum from coffee to socks to koozies, and more. At 

the end of two months, they’re expected to pay back the 
loan and donate remaining profits to local nonprofits in 
the Brazos Valley. 

This degree attracts non-business undergraduates 
to equip students with business savvy through real-life  
opportunities with their cohorts. By learning, trying, 
failing, and eventually succeeding, students understand 
and integrate business concepts more thoroughly for 
when they enter a chosen profession.

In learning business by doing business, these students 
are primed to be tomorrow’s business leaders, not just 
regurgitate information to pass a test. Instead, they’re 
ready to succeed in life. ◊

MS Business:
Integrated Business 
Experience
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In a spirit of learning by doing, Mays 
believes that the best people to learn from are 
the people who have done it themselves. That is 
why AGGIEvisors is such a valuable networking 
resource for current and former students.

Designed to engage students in all phases 
from underclassmen to former students, 
AGGIEvisors facilitate receiving and giving 
advice. With over 3,000 members, participants 
can engage in career conversations, offer 
resumé critiques, and conduct mock interviews. 
The system also provides webinars to assist  
help-seekers get up to speed quickly on  
industries or companies of interest at any time  
of the day or night. 

AGGIEvisors streamlines networking 
between current and former students of Mays 
Business School and epitomizes the Texas 
A&M tradition “Once an Aggie, Always an 
Aggie.”  Former students who have gone through 
the business school and have accumulated  
knowledge and best practices are able to give 
back to other former students and current 
students. Those current students, having seen 
a former student take an interest in them and 
their studies, are then encouraged to give back  
in similar ways and become the new advisors 
after they graduate. ◊

Join AGGIEvisors:  

aggies.firsthand.co

AGGIEvisors
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In the building, the new Mays Ambassadors serve as 
concierges at the Howdy Desk, an innovative, high-touch lobby 
anchor that offers visitors a welcoming smile and a helping 
hand. The Experience Team manages all signature programs 
and events for Mays, including the Outstanding Alumni 
Awards Dinner, Scholarship Banquet, Women’s Leadership 
Conference, and Partner of the Year, to name a few.

The Mays Experience Team promises to:
• View all stakeholders as family
• Recognize and celebrate excellence
• Create lifelong memories
• Actively listen to the heartbeat of Mays
• Vigorously initiate engagement opportunities
• Proactively partner with the academic community

Next time you’re at Mays, bring your best Howdy; the Mays 
Experience Team’s office is right off the lobby. ◊

One sentiment that binds current 
students, former students, and corporate 
partners together is that Mays is one big 
family. Under the guidance and direction 
of Cindy Billington, the Mays Experience 
Team creates experiences that welcome all 
members into the Mays family

Billington’s team, formerly the Corporate 
and Alumni Relations team, develops 
experiences that engage all stakeholders of 
the college. The team’s rename came from 
the notion that the team was not just offering 
a familiar name on the phone, but rather, an 
entire experience.

Mays Experience  
Team

Howdy from the Mays Ambassadors!
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working with both students and hiring 
partners. The experience she brings 
to the program is important for the 
changes being made.

The curriculum is undergoing 
an exciting transformation while 
maintaining the tradition of excellence 
that it has become known for. In June 
2020, the program will move to a 
10.5-month format with increased 
rigor and a heightened focus on three 
pillars: data-driven, experiential, and 
career-focused. ◊

The MS Marketing program 
was launched as a Mays graduate 
program more than three decades 
ago. The second-ranked U.S. Master’s 
of Marketing Program has shown 
tremendous value to our graduates 
upon their completion. In the spirit of 
improvement and innovation, major 
changes are happening this year.

The MS Marketing Program is now 
under the direction of Lisa Burton 
‘10, a former student of the program. 
Burton spent the last seven years 
with the Texas A&M Career Center 

MS Marketing
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Burton

curve top right edge of picture?
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PHIL ADAMS
COREY ANTHONY
TASEER BADAR
ANTHONY BAHR
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

2020
Dean's Advisory Board

Every semester, the Dean’s 
Advisory Board convenes to 
advise the dean and advocate for 
Mays Business School. Fall 2019’s 
meeting fell around the days of 
torrential f looding downpours 
in Houston, prohibiting many 
members from attending the 
meeting that day. 

Dean Jones’ mind sparked to a 
new campus partnership: Zoom.

Zoom is an online video 
conference software that allows 
anyone with an internet connection 
to join in on collaboration. A few 
days after the original meeting, 
Jones successfully hosted a digital 
follow-up video conference to 
engage those who couldn’t attend 
the College Station event. ◊
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Invest by contacting your 

development officer.

One of the major components of Mays 
Strategic Plan 2017-2021 is strategic initiative 
number five, Infrastructure. 

Under the overarching theme of 
Infrastructure, Mays has several projects in 
various stages of completion, all of which 
will culminate in the Business Education 
Complex. The renaming of the West 
Campus Library to the Business Library and 
Collaboration Commons, Refresh Wehner, 
and a multi-pronged financial and program/ 
design/ building campaign to expand 
facilities are all components of the Business 
Education Complex.

It is our desire to create a state-of-the-art 
education experience that will facilitate the 
education and development of tomorrow’s 
business leaders. New finishes, new spaces, 
and new opportunities will help students to 
connect, create, and collaborate. Fostering a 
vibrant learning community will instill in 
them the importance of lifelong learning. 
The knowledge and experiences students 
gain during their brief time in College 
Station will advance the world’s prosperity 
for decades to come. ◊

See more: tx.ag/MaysBEC

Business Education 
Complex Campaign

finish spread...

need to say what this is?

EXCELLENCE          INTEGRITY          LEADERSHIP          LOYALTY          RESPECT          SELFLESS SERVICE
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Invest by contacting your 
development officer.
Mays Development Office
979.862.7247

Business Education 
Complex Campaign

finish spread...

need to say what this is?

Stephen
Cisneros

Damara
Lotten

Jordan
Buys

Cassie
Bell

connect. 
create. 
collaborate.

--
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--

--
--

--
--

--
--

--
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seasoned sales professional and the Senior Vice President for 
Hardware Operations at Reynolds and Reynolds Company, he 
spoke about not just selling products, but selling themselves 
as well. For students to sell themselves, Shimek gave them 
two responsibilities. The first, to be a good steward of their 
scholarship by striving for success and being involved in their 
school and community. The second responsibility was to give. 
That students should aspire to be donors and give monetarily 
when the time is right, to give physically through mentoring 
programs, and to give corporately by championing for their 
future companies to give to Mays. The champions also heard 
from three students about the impact of their respective 
scholarships. However, rather than listing their numerous 
accolades, Hannah Grubbs ’20, Nicholas Menchaca ’20, and 
Gabrielle Orion ’20 shared stories of how the scholarships are 
about more than the money. The students told how scholarships 
grant students the ability to persevere through hardships and 
give them access to experiences and opportunities that would 
otherwise be impossible.

Grubbs shared how her family fell apart in her first semester 
of college and because of her scholarship, the money she earned 
from her part-time job could help her family. Menchaca told 
the audience how he was raised by a single father who worked 
hard but grew up well-acquainted with financial insecurity. 
Menchaca’s scholarships gave him the ability to knock down 
those barriers and an opportunity to put education first. Orion 
spoke of how in the wake of Hurricane Harvey and a displaced 
family, she never once worried about pausing her education 
because of the generous donors at Mays.

Grubbs implored everyone to have the seemingly hard 
conversations about just how much scholarships mean to those 
receiving them. “For most of us in this room, the money you so 
graciously give back to our school allows us financial freedom 
from hardship both now and in the future,” she said. “Your 
generosity gives us the freedom to find passion and pursue 
excellence. In that pursuit, we aim to someday sit in your chair 
as scholarship donors.” ◊

Read more: tx.ag/SB2019

HELD IN THE HALL OF CHAMPIONS AT KYLE FIELD, 
THE 2019 SCHOLARSHIP BANQUET BROUGHT THE 
CHAMPIONS OF MAYS TOGETHER UNDER ONE ROOF 
TO CELEBRATE THE STALWART MEMBERS OF THE 
MAYS FAMILY.

Dean Eli Jones '82, the emcee for the night, noted how the 
banquet was hosted in a month ripe with gratitude. “November 
is a month synonymous with gratitude. While Thanksgiving is 
still two weeks away, tonight, we give thanks. We give thanks 
for the generous supporters of Mays who make a difference in 
the lives of students. We give thanks to the dedicated students 
of Mays, who will be our future leaders. Finally, we give thanks 
for the ability to gather this Mays family for an evening of 
thanksgiving."

The night was full of exchanged handshakes and stories. 
Donors were able to spend time with their scholarship 
recipients, and students were given a chance to update some 
of their biggest champions on their activities and ambitions. 
Keynote speaker David Shimek spoke about his gratitude to be 
there after his humble beginnings in a very small town. Now a 

Scholarship 
Banquet 2019
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With high-impact learning being a core tenant of Mays 

vibrant learning community, speaker series and leader  
forums are highly treasured events on our calendar. On 
November 18, Mays Business Honors students had the 
opportunity to sit and hear Kris Chester, Chief Operating 
Officer of Kestra Financial, share the wisdom she has  
gathered throughout her successful career.

Chester intentionally brought up workplace interactions, 
product management, and the value of viewing all members 
of an organization equally. One of the most notable takeaways 
that students had was the value Chester placed on finding and 
being a “good boss.” Throughout her career, Chester worked for 
a variety of people. She learned that the best bosses were those 
who truly thought of their employees as partners. As a result, 
when she was put into a leadership position, she frequently 
asked questions and sought advice from everyone — from the 
head of the company to the lowest intern — everyone has a seat 
at her table. ◊

Kris 
Chester

"She learned that 

the best bosses 

were those who 

truly thought of 

their employees as 

partners."
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Years of Service at Mays
• Jim Benjamin (ACCT) | 45 years

• Keith Swim (MGMT) | 30 years

• Mark Baumann (REC) | 25 years

• Victoria Buenger (MGMT) | 25 years

• John Norton (DEANS) | 25 years

Mays on the Move
• Blake Petty (MGMT) | Executive Director of the McFerrin Center 

for Entrepreneurship

• Della Whitcomb (INFO) | Director of the Center for the Management of 

Information Systems

Awards
• Len Bierman (MGMT) | Mays Faculty Service Excellence Award

• InnHee Gee, Ph.D. Student (MGMT) and John Li, Ph.D. Student (MGMT) | 

Doctoral Strategic Entrepreneurship Research Award

• Gregory Heim (INFO) | Ricky W. Griffin Research Excellence Award and 

Lockheed Martin Award for Teaching Excellence

• James Laird (DEANS) | Outstanding Staff Achievement Award

• Mitch Lederman (CMC) | Outstanding Staff Achievement Award

• Deborah Mann (PMBA) | Outstanding Staff Achievement Award

• Rogelio Oliva (INFO) | Jay Forrester Award from the Systems Dynamics Society

• Claire Raabe (USPO) | Outstanding Staff Achievement Award

• Bala Shetty (INFO) | Dan H. Robertson Outstanding MBA Faculty Award

• Sorin Sorescu (FINC) | Mays Faculty Service Excellence Award

• Hari Sridhar (MKTG) | Ricky W. Griffin Research Excellence Award

• Michael Withers (MGMT) | Presidential Impact Award and Ricky W. Griffin

Research Excellence Award

• Christopher Yust (ACCT) | Montague Center for Teacher Excellence

Recognition
• Cindy Billington (DEANS) | Elected to Association of Business School 

Alumni Professionals Board of Directors and to the University Staff  

Council as Mays Business School Representative

• Joel Koopman (MGMT) | Elected to the Executive Committee of the HR

Division of the Academy of Management

• Alina Sorescu (MKTG) | Chancellor EDGES Fellow

• David Sullivan, Ph.D. student (MGMT) | Appointed as student representative 

to HR Division of the Academy of Management

• Diane Johnson (DEANS) | 20 years

• Richard Johnson (USPO) | 20 years

• Dick Lester (MGMT) | 20 years

• Larry Martindale (FINC) | 20 years
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Faculty & Staff 
Recognition
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Anthony Carroll ‘23 began his Mays 
experience before he graduated from high 
school. The summer going into his senior year, 
Carroll and his mom journeyed from Coppell 
to College Station for him to take part in the 
Mays Transformational Leadership Academy 
(MTLA). MTLA is a six-day residential 
program designed for rising high school 
seniors from underrepresented groups who 
have an interest in pursuing a business degree. 

“When I came to the Mays 
Transformational Leadership Academy, we 
participated in a case competition where we 
put together our own company, presented it, 
and scholarships were awarded from that,” 
Carroll recounted. “It was a great way to 
experience all of the different disciplines [at 
Mays] and see all of the opportunities that 
Mays has to offer.”

During Carroll’s MTLA experience, 
his leadership mindset blossomed, he won 
a $1,000 scholarship because of his team’s 
incredible project presentation, and he 
solidified a desire to attend Texas A&M’s Mays 
Business School. A determined student from a  
single-parent home, every bit of assistance 
helped. Following his high school graduation, 
Carroll headed to College Station to pursue  
a degree in Accounting, a beneficiary of 
multiple scholarships affording him the 
opportunity to attend. He is on track to 
graduate with his degree and an enhanced 
leadership mindset in the spring of 2023. ◊

Watch his story in his words: 

tx.ag/anthony

Anthony Carroll
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Mays Business School
4113 TAMU
College Station, TX 77843-4113

#4 MARKETING #6 MANAGEMENT #10 SUPPLY 
CHAIN

#1 PROGRAM IN THE U.S.
MS Accounting
Eduniversal (2019)

#1
Full-Time MBA Program
Financial Times (2020)

VALUE FOR 
MONEY

(#19 among all U.S. public schools) (#5 among all U.S. public schools)

#2 PROGRAM GLOBALLY
Master of Real Estate Management
Eduniversal (2019)

#27 AMONG U.S.  
PUBLIC UNIVERSITIES
Professional MBA Program
U.S. News & World Report (2020)

#1
Executive MBA Program
Financial Times (2020)

PROGRAM  
IN TEXAS

UT Dallas research productivity (2017-2020)


