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letter from the dean

w                        e’re Turning 100 This yeAr, but we still have a lot 
of growing to do. The best is yet to come.

Change is our constant companion at the School of Management. 
Take one step through the front doors of 595 Commonwealth Avenue 
and you’ll see how we’ve transformed our first floor to look more 
like a modern corporate headquarters, with colorful couches and 
communal meeting tables. Our students immediately embraced this 
new area to work on team projects, engage in discussions with faculty 
and staff, and take a break from nonstop student life. We’ve also 
established a dedicated space for Alumni Relations, and expanded 
the Undergraduate Program Office to meet the needs of our growing 
student population—and that’s just the beginning.

With a new century comes a refreshed look and feel, including a new 
alumni publication. Builders & Leaders had a great run for the past 
12 years. You’ll notice the magazine in your hands is different: it’s a 
peek inside what we’ve been up to, and a taste of what’s to come. We’re 
working with an international firm to define our brand and inform 
how we tell the story of SMG. As part of our rebranding effort, we’ve 
been listening to you and learning from you, our alumni. You’ll see the 
results of this work reflected in a fully redesigned magazine from us 
later this year.

We didn’t get to be a century old by playing it safe. Join us as we 
gear up for a yearlong celebration honoring SMG’s 100th birthday 
beginning this September, including Alumni Weekend events, global 
gatherings, and a distinguished speaker series.

While it’s important to celebrate our past, we’re focused on the next 
100 years. We’ve embarked on a series of ambitious fundraising goals 
as part of The Campaign for Boston University, and we’re aiming high.

We need your support to succeed in our next century. Get involved 
in our centennial celebration. Help us reach our campaign goals. Stop 
by and see the building renovations for yourself. You’ll be inspired.

This is an exciting time at SMG. Join us.

Kenneth w. freeman
Allen Questrom Professor and Dean

our 
Campaign 
priorities

1.
2.

3.
4.

We need your support to continue to  

move forward.

faculty support 
Our reputation begins with our faculty. Endowed 

faculty chairs and research funds provide the 

resources to recruit and retain high-caliber 

faculty who will inspire students in the classroom 

and conduct the kind of cutting-edge research 

that creates new knowledge for the world. 

Building expansion and technology 
As our reputation rises, so does the number 

of people who come through our doors. Our 

increasing enrollment, growing faculty, and 

new programs are straining the capacity of our 

existing facilities (our building was designed to 

accommodate 1,700 students, compared to 

today’s student population of more than 3,400). 

We’re seeking your support to build new space 

and enhance classroom technology.

graduate and undergraduate 
scholarships 
With additional scholarships, we can continue 

to raise our academic profile by attracting the 

bright, highly qualified students who will help 

us become one of the top 10 elite business 

schools in the United States.

student support 
 We aim to enrich the student experience at SMG 

and expand global leadership opportunities, 

case competitions, and programming that takes 

learning beyond the classroom.

Read more about our goals: 

bit.ly/smg-campaign

add it up

 25  
The age of SMG’s 
Executive MBA 
Program, which 
was ranked #1  
in New England 
by the Financial 
Times.

7 
The rank of BU 
grads’ employability 
among US schools, 
according to an 
international survey 
published in the  
New York Times  
and the International 
Herald Tribune. 

$955,340
Grant money received by BU professors Nitin Joglekar (SMG), Mark Horenstein,  
and Malay Mazumder (both of Electrical & Computer Engineering) from the US 
Department of Energy for their work on designing a more self-sufficient solar panel.

3,429
Students currently 
enrolled at the 
School—2,224 
undergraduate and 
1,205 graduate. 
That’s a long 
Starbucks line.

76
The rank of 

Allen Questrom 
Professor and 

Dean Ken 
Freeman on 

Harvard 
Business 

Review’s 2013 
“Top 100 

Global CEOs” 
list for his 

tenure as CEO 
of Quest 

Diagnostics, 
1996-2004.

347
Books,  
articles, and 
presentations 
published by 
SMG faculty 
throughout 
the 2011-2012 
academic 
year.

88Seats up for grabs to meet, work, and 
study in the School’s updated atrium.
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candles on our  
next birthday cake. 

Don’t we look  
good for our age? 152 

Countries where  
our alumni live and 
work. Forty-three of 
these countries are  
represented by the  
21 languages in  
Alumni Relations’  
new welcome wall 
graphic.

41% 
Increase in 
applications  
to SMG for the 
undergrad 
class of 2017 
(2,165 more 
than last  
year).
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faculty focus

Health economics. The psychology of financial decision making. 
Gender dynamics in organizations. Our 12 new full-time faculty 
members aren’t afraid to explore complex topics, and we love 
that. Meet them on our website: bit.ly/smg-fac12.

Shuba SrinivaSan has had 
a busy five years. The professor 
in marketing and dean’s  
research fellow is 16th overall 
and first among female 
academics for her number of 
significant research contributions 
to premier marketing journals, 
according to the American 
Marketing Association.

Too often, organizational change 
resembles the Big Bang theory. 
New research from Karen 
Golden-biddle, “How to 
Change an Organization Without 
Blowing It Up,” takes a different 
approach and is featured in the 
Winter 2013 issue of MIT Sloan 
Management Review. Golden-
Biddle is senior associate dean, 
a professor in organizational 
behavior, and an Everett W. Lord 
Distinguished Faculty Scholar.

To understand sustainable 
energy, you have to look at 
it from every angle. Faculty 
members from SMG, the College 
of Engineering, and the College 
of Arts & Sciences developed a 
new, hands-on undergraduate 
minor in this field. It’s the most 
interdisciplinary course  
of study at BU.

“We live in a time of great moral 
ambiguity. …For someone who aspires 
to the corporate suite, there needs 
to be some serious introspection.” 
Following the resignation of General 
David Petraeus, JameS poSt, 
the John F. Smith, Jr. Professor in 
Management, spoke with Bloomberg 
Tv on whether sex scandals should 
become boardroom issues.

Been a while since your last investing 
class? The Wall Street Journal named 
Risk Less and Prosper—coauthored by 
Zvi bodie, Norman and Adele Barron 
Professor in Management—one of the 
five best books for novice investors.

 When people are about to fall off 
a fiscal cliff, they tend to cling to 
their money. In a new study, Kira 
fabriZio, assistant professor in 
strategy & innovation, finds that 
an uncertain policy environment 
undermines investment in clean 
energy projects. Her study, “The 
Impact of Regulatory Uncertainty on 
Renewable Energy Investments,” is 
forthcoming in the Journal of Law, 
Economics, and Organization.            

“The FTC’s decision is a victory for Google, 
a defeat for those who tried to persuade the 
FTC to use the antitrust laws to hinder rather 
than promote competition, and a victory for 
Google users.” michael SalinGer, the 
Jacqueline J. and Arthur S. Bahr Professor in 
Management, writes in Forbes.com that the 
Federal Trade Commission was right to close 
its investigation into Google’s search results. 
He happens to know a little something on 
the subject: he’s a former director of the 
Bureau of Economics at the FTC.

Is the US losing its scientific edge? 
A Senate committee called on 
Jeff furman, an associate 
professor in strategy & innovation, 
to testify on progress stemming 
from the America COMPETES Act. 
Furman has conducted research 
on the ability of legislation to  
drive innovation.
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Create Community: “Think tribes, not segments,” says Dellarocas. 
“Identify their passions and needs beyond your products.” He likes 
to use Fiskars as an example. Fiskars makes scissors. But who wants 
to visit a blog or a Facebook page with post after post about scissors? 
Instead, Fiskars created the “Fiskateers,” an online community of 
5,000 scrapbookers, led by four women who work part time for the 
company. The crafters write and chat about their latest scrapbook-
ing adventure, their personal lives, and, well, the best scissors out 
there. 

employ your employees: No one wants to hear from your “com-
munications department,” says Dellarocas. They want names and 
faces of employees who care about the product, the company, and 
the customer. Best Buy has set a high standard with its “Twelpforce,” 
a Twitter account to which anyone can post a question or comment 
and get a response from a Best Buy employee. There’s no obligation 
to buy. Just a couple of guys and gals who love to talk tech. Next time 
such consumers are looking for a new computer, it’s likely they’ll 
swing into the Best Buy parking lot. After all, they now know the 
folks who work behind the counter. 

Pay your Customers: That’s right. Give them something for a 
change. “We are a status-driven society,” says Dellarocas, and online 
status can be achieved with incentives, anything from monetary re-
wards to virtual badges. But make sure it’s the right something. One 
company, says Dellarocas, found itself dealing with a problem when 
it adopted a system that handed out personal rewards for racking 
up contributions that others recommended. Visitors began bullying 
others to recommend their contributions. It certainly wasn’t good 
for business. The company decided to change the personal rewards 
to charitable rewards—and the move had no effect on the level of en-
gagement from the audience. 

keep it Pg: Never say online what you 
wouldn’t say in person in an interview or 
around the water cooler. Some workplaces 
are casual and fun, but that’s hard to gauge 
as an applicant. Just keep it clean until you 
land the job. 

double-Check: Review and re-review the 
Facebook privacy settings—they’re rela-
tively sophisticated, and there are lots of 
things you can do to have separate identi-
ties publicly and privately.

Let the good stuff shine: Chang says, 
“There’s actually a small percentage of em-
ployers who’ve said, ‘We saw that they were 
great communicators, were intellectu-
ally curious, did charity work, and we cor-
roborated their qualifications. Their social 
media use tipped the scales in their favor.’”

shut it down: Not having a Facebook 
page won’t hurt you. Chang notes one study  
that says it’s neither good nor bad in the 
eyes of an employer if you don’t have an 
online presence. 

Call in the Pros: If you’re really in hot 
water, there are companies you can hire 
to help clean up your Facebook page. 
(Note: if you’re seeking their services, we  
don’t recommend you apply for a position 
with them.)

chriS dellarocaS:  

finding your tribe
By maureen harmon

All that stuff you think you know about marketing? Forget it. Social 
media is not the place for you to spout off the latest and greatest about 
your product or service, says Chris Dellarocas, professor and chair of 
the Information Systems Department. It’s a place for you to create a 
community of like-minded folks, and the best-case scenario is that 
they’ll do the spouting for you. “Customers now become partners, 
who not only buy products,” says Dellarocas, “but might also act as 
volunteer evangelists, customer support associates, and even product 
codesigners.” How to encourage that? Give them a place to socialize. 
“Human beings are social animals,” says Dellarocas. “Our behavior is 
fundamentally tribal.” So your job is to find your tribe and foster its 
sense of community. Here are Dellarocas’ tips for doing just that.

Kabrina chanG: 

professional 
posting
By Patrick kirchner

Can your Facebook page really prevent you from 
landing that great sales job? Yes, says Chang, assistant 
professor in markets, public policy & law—and it’s not 
just because of how it reflects on your character. There’s 
a legal precedent called “negligent hiring” that allows 
for companies to be prosecuted for not performing 
their social media research on candidates. An example: 
A salesperson who chronicles his constant speeding 
tickets and accidents on Facebook is later hired and 
hits someone en route to a client meeting. That victim 
might be able to sue the employer on the grounds  
that he should’ve known the salesperson had a bad 
driving record.

The good news is, a few common-sense guidelines can 
save you and your potential boss that awkward “we-like-
your-qualifications-but-we’re-just-not-comfortable-
with-your-cat-photo-obsession” moment.



10       bu.edu/management bu.edu/management       11  

stay Tuned:  “Facebook is evolving continuously,” says Venkatraman, 
“and marketers and advertisers need to keep pace with the developments.”  
One of the latest developments he points to is Facebook Graph Search, 
which offers easier ways to find user information based on photos, com-
ments, likes, friends, and more. In other words, data that’s incredibly useful 
to marketers. 

eyes on the Competition: While Facebook is king now, Venkatraman 
says Twitter, Pinterest, and Google+ could take a big bite out of the com-
pany’s market share in coming years. But if the throw-down to attract users 
will ultimately be won according to where people spend their online time 
shopping—not just tweeting or posting—and how marketers can influence 
them, Venkatraman says Amazon could become another major player. And 
as tablets and phones begin to play a larger role in our shopping habits, 
Apple could end up launching its own Facebook killer.

Tech Check: Venkatraman says the best innovations in social media’s near 
future won’t likely be in the technology itself, but in business models that 
take advantage of the existing technologies in new ways. So while the Next 
Big Thing in social media might grab some headlines, the most successful 
companies will be the ones that can figure out new ways to make money 
from the old guard.

n. venKatraman: 

beyond the wall
By Patrick kirchner

Tumblr or Twitter? Pinterest or Instagram? Planning a social media strategy can 
often mean making sure you’re investing in a medium that won’t go the way of 
MySpace. N. Venkatraman, David J. McGrath, Jr. Professor in Management, says 
that while the landscape is dominated by a few big names now, user trends can shift 
in the click of a mouse. Here, Venkatraman offers his take on the next era in the age 
of social media, and what companies can do to keep pace. 

open up: In a recent study, Bickart and her colleagues found that the more personal  
revelations that bloggers share with their audience, the more influence they have on their 
audience’s purchasing decisions. Their experiment presented subjects with two fake blogs 
that featured book recommendations: one offered by a writer prone to share private stories 
and the other who was strictly informational. Not only did the more personal blogger show 
greater ability to sway sales, but the buttoned-up blogger’s recommendation actually made 
readers less likely to buy the book. “It suggests that if you tell me something that makes 
you vulnerable, then I am more likely to accept your recommendations,” says Bickart. 

Post, Post, Post: Blogs are a conversation, says Bickart, and bloggers have to keep up their 
end. “The more often you post, the closer your audience will feel to you,” says Bickart. She 
notes that the theory has its basis in sociological studies that show the more couples talk 
to each other, the happier they are in their relationship. 

keep the Brand in the Background: Even if a brand’s blog is on its company website, 
Bickart advises to keep the corporate shilling on mute.  “Consumers don’t want to feel like 
the brand is controlling the blog,” says Bickart. “It’s not like the consumer is naïve—they 
are on the company’s website. But they’re not constantly processing that the intent is  
to sell.” 

barbara bicKart: 

the business 
of blogging
By dan morrell

Blogs, says Associate Professor in Marketing and Dean’s Research Fellow Barbara 
Bickart, are a paradox: a mass communications vehicle that feels like it is crafted for 
an audience of one. Bickart and her SMG marketing colleagues—Lecturer Julia Kim, 
Assistant Professor Seema Pai, and Associate Professor Frédéric Brunel—have been busy 
trying to figure out exactly what this unique relationship means for online marketing. 
Here, Bickart offers three strategies to make sure your brand doesn’t get blogged down. 

Shuba SrinivaSan: 

moneyball 
your marketing
By dan morrell

Social media may appear to be an unpredictable, unwieldy stream of noise. But 
Marketing Professor and Dean’s Research Fellow Shuba Srinivasan has been working 
on turning that massive pile of media into minable metrics. Her recent research into 
the effects of Internet media on sales offers a few gigabytes worth of guidance on 
collecting and crunching your social media stats.

Track Changes: Let no Facebook “like” go un-
counted: Companies need to build a useful data 
set to guide their marketing. “You have to take 
an active and proactive role in monitoring your  
social media,” says Srinivasan. 

read the Writing on the Walls: Pre-Internet, 
finding out what a customer was thinking meant 
costly, slow-moving surveys, says Srinivasan. 
Social media changed that. “Now marketers can 
get a window into a consumer’s mind and heart in 
real time as they move along the path to purchase.” 

Which means that when your latest ad blitz starts 
losing you friends on Facebook, you can pull the 
plug—before it starts to affect the bottom line.

Consider the Big Picture: Social media engage-
ment is great, but sometimes that online experi-
ence is driven by traditional, offline factors like TV 
advertising. “Without considering online metrics, 
the effects of TV ads tend to be underestimated,” 
says Srinivasan. But with a more complete under-
standing of a campaign’s effect, businesses have a 
better idea of where to spend their cash.
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 power
lunch

How former Merrill Lynch 
President  and COO  

Ahmass Fakahany (BSBA’79)
brought Wall Street to the table

By maureen harmon
photography By peter murphy

n hiS cramped office on West Broadway in New york City—among 
the drafts of menus and plans for new restaurant openings—Ahmass 
Fakahany keeps a relic of his past life. While he presides over his restau-
rant group, Altamarea, he occasionally looks up to see the latest market 
numbers on a 40-inch television screen. It’s tough to shake a decades-
long career in finance that started with a position as a financial analyst at 
Exxon and ended as president and COO of Merrill Lynch.I

bu.edu/management       13  
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fakahany took a long road to the seat he sits in now, in a room he says 
could be a “poor man’s finance office,” but he always wanted to be 
here. Even before his successes on Wall Street. Before the subprime 
crisis and the Merrill Lynch buyout. Before he ever boarded a plane 
for America, really, Fakahany’s dream career was the restaurant 
business. But as a teenager applying to hotel management schools 
in Europe, he didn’t speak the requisite three European languages 
needed for entry. So he changed his path and headed toward the 
finance world, much to the delight of his father, who had hoped for 
a more stable and lucrative career for his son. “Boston University 
stuck out as a place that had an international footing and a strong 
undergraduate business program,” says Fakahany, who was born 
in Cairo and spent his adolescent years in Switzerland before his 
family’s move to London. 

Making the Boston University choice was indicative of how 
Fakahany would approach many decisions in his life: a move that 
was weighed carefully and with calculation. It was also a move that 
could throw him out of his comfort zone. And that it did. 

First of all, Boston was awfully cold. “I couldn’t even describe it,” 
says Fakahany. “I would tell my parents, ‘Imagine the freezer in the 
grocery store.’” Then there was the buzz of the place. “I had never 
been around so many young people in my life,” says Fakahany, who 
says that London life was very much geared toward older adults, 
with children and teenagers tagging along for the ride. Boston 
was different. “It was full of life, opportunity, and potential for 
everyone’s dreams,” says Fakahany. 

He started out in Rich Hall, but moved out 
of what he calls “the wild west” after just one 
year in order to focus on his studies. His father 
was footing the bill, and Fakahany was going 
to make him proud. He graduated summa cum 
laude and headed off for his MBA at Columbia. 
When he graduated, he began the interview 
process, and found that the jobs were mainly 
geared toward Wall Street. He remembered an 
internship he had at Exxon. It was much more 
appealing to Fakahany than the alternative. 
“On Wall Street,” he says, “they throw you into 
a pit with other people, and see who comes 
out on top.” He was after something with a more tangible product, 
something more measured, a place where he could learn the ins 
and outs of business, governance, and discipline. He was hired by 
Exxon and promoted within eight months. “My career was growing 
quickly,” says Fakahany, “but it was too predictable.” Wall Street, 
suddenly, seemed very exciting. 

 When he walked into the Merrill Lynch offices, though, it was 
a whole new world. Where Exxon was pristine—all marble floors 
and mahogany desks—Merrill Lynch was chaotic. “It was a total 
zoo,” says Fakahany. “It was like Animal House.” And it made him 
apprehensive about the move, but not for long. “I told myself, ‘Take 
a chance. Be a daredevil. Bet on yourself.’” 

The bet proved to be a good one. Fakahany helped take the young 
domestic company to an international financial powerhouse. 
He spent a decade in Asia building the company’s international 
presence. He rose through the ranks and eventually landed in the 
president’s seat. 

Part of Fakahany’s job required him to wine and dine clients, and he 
often chose the private floor of a restaurant in SoHo named Fiamma. 
The food was fantastic—Italian, Fakahany’s favorite—and he loved to 
chat with the chef, Michael White. White, the son of a banker and 
a CNBC and Bloomberg fan, would come out and rub elbows with 
the financial wizards. “He loved to talk about the markets,” says 
Fakahany, “and I equally loved talking about what he was doing in 
the kitchen.” When White told Fakahany that he wanted to open his 
own restaurant, the financier agreed to partner with him, but on a 
broader scale. Fakahany figured the pair could open a restaurant 
group, and he could take the business sense that helped him climb 
the Wall Street ladder and bring it right into the kitchen.

•••••

Sometimes the business world can be exciting and limitless, and 
sometimes it can be brutal. The housing crisis of 2008 proved to 
be challenging for Merrill Lynch and changed the direction of the 
firm. After working to stabilize the company and meeting all his 
obligations to the board and its employees, Fakahany decided it 
was time to move on.

Even though his 21-year career with Merrill Lynch ended with 
the market crisis, the job offers came rolling in. “When you’re the 
former president and COO of Merrill Lynch, people look to you 
to help them build their own global enterprise.” The offers were 
lucrative and they were tempting, yet Fakahany kept thinking 
of his 17-year-old self, the one who wanted to cast his lot in the 
restaurant world. So he packed up all of his financial knowledge, 
traded in his visions of lavish office suites overlooking the city, 
and headed full time into the restaurant business in 2007, opening 
Altamarea Group with White. 

It started with Due Terre in New Jersey, which later became the 
fun and rustic Osteria Morini, boasting a menu of gnocchi with 

beef cheek ragú, dried cherries, and black olive 
and wild arugula antipasto. The restaurant was 
created in the vein of the successful flagship 
Osteria Morini in SoHo. Later came the more 
upscale Marea, with its spaghetti with crab and 
Santa Barbara sea urchin, and Ai Fiori, with 
cuisine from the Italian and French Riviera. It 
was all a far cry from the world of numbers, of 
dividends, of stock prices, of bulls and bears. But 
just because Fakahany walked off Wall Street 
didn’t mean he let it go entirely. There’s that TV 
in his office spitting out the latest numbers, for 
one thing. And then there are all the lessons he 
learned in 21 years at Merrill that are making 
their way into his new line of work. 

First, he’s giving his customers what they 
want. There’s a reason Altamarea restaurants 
serve predominantly Italian food. “It’s the 
number one—and most accepted—cuisine in the 
world,” says Fakahany. “Italian allows you to go 
up the curve of food and still feel comfortable. 
It’s timeless.” He’s using financial analytics and 
metrics (“In a business that screams for them,” 
he says) to test brands in different markets, and 
he’s trying new things (in the restaurant world, at 
least) with compensation and innovative benefits 
for his employees. And he’s instituted Cash 
Performance Units that are awarded to team 
members who show promise. (After three years 
of socking them away, the employee gets the lot. 
And then, says Fakahany, “It’s party time.”) The 
CPUs act as retention tools, savings tools, and 
motivators. That’s a foodie with good business 
sense. “All the business skills I’ve learned over my 
life and at Merrill, I apply immediately to this business.”

Fakahany brings these lessons to his work, to students, and to 
the School of Management. “I’m very much an American, very 
much a New Yorker,” says Fakahany, “but I’m a global citizen.” 
The world is rebalancing itself, he says, and everyone, especially 
those in the business world, must be prepared to operate in a 
global environment. That’s why Fakahany funded the Ahmass 
Fakahany Visiting Professorship in Global Leadership in the 
School of Management. The professorship is Fakahany’s way of 
helping prepare the next generation of business leaders. “The 
visiting professors help give hands-on insight into the world,” he 
says. “They’ll show students approaches they may encounter when 
they become global leaders themselves.” Fakahany has stepped 
up his involvement at the School. He is a leadership donor to The 
Campaign for Boston University, a member of the Dean’s Advisory 
Board, and a regular visitor who comes back to campus to talk with 
students. “I can share my story with them. Show them my worn 

knuckles, and where I got hit.” And he reminds them to do what 
he’s done time and again throughout his career: take calculated 
risks. “Really understand the direction you want to pursue,” he 
says. Then? “Bet on yourself.” Like he did when he left London for 
Boston. When he left Exxon for Merrill Lynch. When he left Merrill 
for the romantic but unpredictable world of fine cuisine.

“I don’t know where this all goes. I’m trying my best. I’m having 
fun. I’m learning every day what I don’t know,” says Fakahany. 
“We’ll see if we can build this into a great company. Part of the fun 
and fear is not knowing how it all turns out.” 

Right now it’s turning out just fine. The award-winning Altamarea 
Group is expanding, planning to open four or five new restaurants 
in 2013, and Fakahany admits that being profiled on the front page 
of the New York Times business section—which happened earlier 
this year—is a pretty big deal for a young hospitality company. But 
he’s a realist. “I know there could also be a story written about how 
much of a fool I was,” he says. “But I’m not going to let that bother 
me, because I believe in our people and our direction.” •

making the boston university 
choice was indicative of how 
fakahany would approach many  
decisions in his life: a move that 
was made carefully and with  
calculation, but one that could 
throw him out of his comfort zone.
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sustainableassets
For Adam Taylor (MBA’13), 
            financial investing is 
      all about the green

By Patrick Kirchner / 
     Photography by Jarrod McCabe

             DAM TAYLOR’S (MBA’13) interest in finance began 
in one of the most unlikely places—on a farm. 

When the Torrance, California, native arrived at BU in 
2011, he had spent three years working as a major gifts 
associate for the Rainforest Alliance, an international 
nonprofit focused on conservation. His job involved 
securing funding for owners of small, rural farms who 
wanted to convert to sustainable practices, including 
soil protection and crop rotation measures to offset the 
toll on farmland. But that switch wouldn’t be simple—
farmers consistently told Taylor that the move would 
be both time-consuming and costly.

Through the Rainforest Alliance, Taylor learned 
about the growing niche of “impact investors”—lenders 
who specifically look to finance businesses and groups 
involved in implementing the kind of sustainability 
measures the alliance was pushing. It was a revelation—
an opportunity for Taylor to unite his head for business 
and his passion for the planet on a larger scale.

bu.edu/management       17  
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  e heArd you Loud And CLeAr.
We put out a call for alumni to mentor current students this past October, 

and were delighted by the response: more than 800 of you answered. Now we’re 
working to match these 800 alumni with their student counterparts. 

To get the program off the ground, we called on Kathy Kram, Shipley Professor 
in Management and an expert in mentoring. She’s one of many faculty mem-
bers helping us create a foundation for our programming by making sure our 
alumni mentors get just as much out of the matches as our student mentees. 

Now we’re hoping for an equally impressive alumni response to our other 
new opportunities, and we’re making it easier than ever by providing more ways 
to be involved however you want, when you want, and where you want. Share 
ideas. Inspire students. Challenge what we do. Make your presence felt. How 
will you get involved?

1  mark your calendars. Return to campus for Alumni Weekend, network 
with fellow alumni, get LinkedIn tips from our career center professionals, 
contribute your ideas, or take the reins and help us organize an original event.  

2  get connected. Suggest industry-specific event topics for alumni in your 
field, identify possible speakers, or connect us to other BU alumni in your 
company.

3  help us celebrate. Our yearlong centennial celebration will include 
Alumni Weekend events, global gatherings, and a speaker series. Attend one of 
these celebrations, suggest guest speakers, assist with promotion, and help us 
organize events around the world. 

4  Welcome new grad students. It can be tough to know what you’re getting 
into at a new school. Organize or host an event in your area to welcome students 
to the SMG community, and share your own experience.

5  get social. It’s a big world and we can’t reach everyone. Share our tweets 
and Facebook posts, promote upcoming events online, and give a shout-out to 
highlight alumni and faculty accomplishments.

6  Come together. We know we have a presence in the US and in countries all 
over the globe; let’s show it through international programs and networks. Help 
us create an alumni group in your area, or share ideas about how we can reach 
your corner of the world.

7  Work with undergrads. Partner with our new Undergraduate Student 
Alumni Council to create opportunities for students and alumni to connect. 

Read more about our opportunities for involvement, and sign up on our  
website: bit.ly/smg-involved

ways to eNgage
“Working ad hoc on the ground level to promote 

sustainable development sounds great,” Taylor 
says. “But by using traditional financing, some 
groups are leveraging hundreds of millions of dol-
lars for sustainable ventures. That’s going to have 
a much bigger impact.” Ultimately, his revelation 
led him to BU. 

The day he arrived on campus in August 2011, 
he joined the BU chapter of Net Impact, a national 
volunteer group of students and professionals 
who use business skills to address social and en-
vironmental problems. And through Net Impact,  
Taylor took on two internship projects in Brazil  
this past summer with Instituto Ecologica, a 
Brazilian NGO dedicated to reducing the effects of 
climate change.

His first project, which began in June 2012, 
involved helping establish a bioethanol produc-
tion plant in the relatively impoverished state of 
Tocantins in central Brazil. Currently, Brazil’s 
ethanol—a major gasoline supplement—is derived 
from sugar cane grown in the more developed 
southern part of the country. But sugar cane can 
wreak havoc on the farmlands, exploiting Brazil’s 
natural soil resources for short-term profits 
while causing long-term damage to the land. The 
goal of Taylor’s bioethanol plant is to produce  
ethanol from cassava, a starchy root vegetable 
indigenous to Tocantins that can be grown year-
round in sandy, nutrient-poor land and potentially 
increase soil quality.

Over the course of three months, Taylor helped 
lay the groundwork for the plant: he developed a 

business plan, found investors, contracted with 
local farmers to grow and harvest the cassava, and 
set up the plant’s financials. 

When not knee-deep in cassava, Taylor also 
worked on an internship with another Instituto 
Ecologica initiative called SocialCarbon, which 
evaluates the practice of carbon offsetting—renew-
able energy projects funded by businesses and gov-
ernments elsewhere in the world to compensate 
for the greenhouse gases they produce. 

As an intern, Taylor was tasked with assessing 
problems that had been plaguing SocialCarbon—
specifically, a lack of funds—and offering solu-
tions. He advised the organization to relocate the 
standard’s base of operations to the United States 
or Switzerland, both of which have more favor-

able nonprofit laws and tax structures, as well as  
greater access to organizations that engage in  
carbon offsetting.

Taylor wrapped up his time in Brazil in late 
August. And now that he’s back at BU, he continues 
to work with Instituto Ecologica around his MBA 
studies, using much of what he learns in the class-
room for real-world impact with the organization. 
He continues to work on the bioethanol project, re-
fining the business plan with the hope of attracting 
enough financing to finalize the plant’s construction 
and start pumping out ethanol. And he’s close—
about $850,000 away from achieving that goal. 

Ultimately, he sees a future where he can con-
tinue to apply the lessons of private business to 
social enterprise, making the world a greener place 
for farmer and financier alike. •

           Working ad hoc on the ground level to promote 
  sustainable development sounds great. But through 
          finance, some groups are leveraging hundreds  
        of millions of dollars for sustainable ventures. 
     That’s going to have a much bigger impact.
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alumni relations

shipley professor in management 
Kathy Kram’s five tips for 
mentors and mentees

 1 you don’t have to read books or articles. 
Don’t overthink it. Come with a willingness to 

listen and learn, ask thoughtful questions, and share 
your own experiences.

 2 everyone needs more than a single mentor; 
you need a network of developers. Create 

and cultivate a small group of people to whom you 
can turn and who are invested in your professional 
success.

 3communicate and appreciate. Express 
gratitude,and respond to calls and emails in a 

timely and professional way.

 4think of mentoring as a career development 
tool. Make goals and have realistic expecta-

tions. For mentees, be explicit about how your men-
tor can assist your learning and development.

 5mentees aren’t the only ones who benefit 
from these relationships. Use mentoring to 

sharpen your coaching and motivational skills, and 
to gain insight into your own career choices.

Get more mentoring tips on our website:  
bit.ly/smg-mentor
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See what the launch of our first  
University-wide campaign means for  

BU—and how you can be part of it—at 

bu.edu/campaign

have you  
heard the news?

bu’s making history. 

rewind

april 10, 1961 

From this IBM computer 
to today’s Digital Learning 
Studio classroom, the School of 
Management has always been at 
the forefront of digital technology. 
In this photo, a faculty member 
and student plug away on print-
outs. Top of the line for its time, 
this slim-fitting machine only 
took up one corner of the room.



Boston University 
School of Management
595 Commonwealth Avenue
Boston, MA 02215

Follow SMG on:

and at management.bu.edu

twitter.com/bumanagement

facebook.com/BU.management

youtube.com/bumanagement
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