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ABOUT
Virginia Tech’s nationally ranked Pamplin 
College of Business offers undergraduate 
and graduate programs in accounting and 
information systems, business information 
technology, economics, finance, hospitality 
and tourism management, management, and 
marketing. Pamplin emphasizes technology 
and analysis that improve business, entrepre-
neurship that leads to innovation and innova-
tive companies, international opportunities 
for learning and research, and an inclusive, 
collaborative community. It is named in honor 
of two alumni: the late Robert B. Pamplin, 
retired chairman of Georgia-Pacific, and busi-
nessman, author, and philanthropist Robert 
B. Pamplin Jr.

You can support the Pamplin College of Busi-
ness through your estate, through your retire-
ment account, or with a gift that produces 
lifetime income for you.  
To learn more, please call Alex Fritz at 
800-533-1144 or email afritz@vt.edu. 

AMONG THE SPEAKERS the college hosted last fall were 
Donald Kohn, former vice chair of the Federal Reserve, 
who gave the BB&T Distinguished Lecture, “The Fed in 
the Crisis and beyond: new policies, old principles,” and 
Tracy Mendez Eagar (MKTG ’81), a vice president at 
Xerox, who shared lessons she learned in her career as 
part of the Wells Fargo Distinguished Lecture.

VIRGINIA TECH’S online 
master of information 
technology degree pro-
gram once again earned a 
No. 2 ranking, while the 
part-time MBA program 
in the Washington, D.C., 
metropolitan area moved 
up to No. 16 in the 
nation, according to the 
latest U.S. News & World 
Report rankings of online 
education and graduate 
schools.

The master of IT 
program — a partnership 
between Pamplin and the 
College of Engineering — also ranked second 
last year, behind the University of Southern 
California. The program’s success “reflects our 
commitment to high-quality innovative teaching 
and our expertise in business intelligence and 
analytics,” said Pamplin dean Robert Sumi-
chrast.

Parviz Ghandforoush, professor of busi-
ness information technology and the program’s 
executive director, added that the program 
enrolls students from all over the world and has 
been recognized since 1999 for “educating and 
training outstanding professionals in the field of 
information technology.”

The MBA program is known as the 
Evening MBA. “Our top 20 ranking makes us 
the top ranked school in Virginia for part-time 
MBA programs,” said Pamplin dean Robert 
Sumichrast. “The ranking also puts us among 
the top 10 part-time MBA programs at public 
schools.”

Master of IT ranked #2, Evening MBA in top 20

Look who’s talking

Donald Kohn Tracy Mendez Eagar

Pamplin ranked nationally

The University of California-Berkeley was 
the nation’s top ranked school; Pamplin tied 
with programs at Rice University, the University 
of Massachusetts-Amherst, and the University 
of South Carolina. Georgia Tech was ranked in a 
group behind Virginia Tech.

The top 20 ranking “continues the improve-
ment we are seeing in our programs based in 
the National Capital Region,” Sumichrast said.

“In updating Pamplin’s strategic plan over 
the past year, we have focused some of our re-
sources on our Evening and other forms of MBA 
while suspending admission to the full-time 
program,” he said. “The results are beginning to 
pay off, as demonstrated in the new rankings.” 
In last year’s rankings, the Pamplin Evening 
MBA was ranked No. 46.
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AS YOU KNOW, we are celebrating the 
first 50 years of Virginia Tech’s College 
of Business, the Pamplin College of 
Business. Our kickoff event was late 
afternoon on Friday, January 30, 
and the atrium was packed from the 
basement to the third-floor balcony. As 
you can see in the photo, the HokieBird 
came to the event dressed for business.

At Pamplin, our goal is to ensure 
that students get the best business 
education anywhere. We take a broad 
view of what constitutes education. 
Formal education organized by courses 
and programs is an important part — but only a part. Pamplin educa-
tion includes experiences beyond the classroom. 

Last year, we organized nearly 300 presentations by alumni and 
business leaders for classes and student groups. Students worked on 
projects to improve services and manufacturing — increasingly, these 
projects are developed with actual companies or other organizations. 
Most of our students also complete internships before graduation — 
last year 85 percent did so. Pamplin takes the Virginia Tech slogan 
“Hands On, Minds On” very seriously.

We are changing our degree offerings to better match current 
student interests and employer needs. For example, we will launch a 
new master’s program in business analytics in the fall. 

Thank you for your interest in Pamplin — together we will reach 
our goal — the best business education anywhere.

PAMPLIN kicked 
off a yearlong 
celebration of its 
50th anniversary this 
year with a reception 
in January in the 
Pamplin Hall atrium.

President Timo-
thy Sands, dean Rob-
ert Sumichrast, and 
Student Government 
Association president 

and finance senior Elizabeth Lazor 
welcomed Pamplin students, fac-
ulty, staff, and other attendees from 
the university community and the 
public. More info online:

Pamplin turns 50

ON THE 
COVER

DEAN’S MESSAGE

THE CENTER FOR INNOVATION AND ENTREPRENEURSHIP in the college has been renamed 
in recognition of a joint commitment of $5 million by alumni Brian Callaghan (PSYC ’93), Ted 
Hanson (ACCT ’91), Edwin “Win” Sheridan (PSCI ’94), and Jeffrey Veatch (FIN ’93).

The Apex Systems Center for Innovation and Entrepreneurship is named after the information 
technology staffing and services company that Callaghan, Sheridan, and Veatch founded in 1995, 
which Hanson joined as chief financial officer in 1998. The four are donating as individuals.

The center became operational in 
August 2014. Among its initiatives is 
an investor group to fund high potential 
start-ups.

The center is partnering with the 
Institute for Creativity, Arts, and Technol-
ogy at Virginia Tech to prepare students 
for entrepreneurial opportunities.

Apex Systems Center
C

O
N

T
EN

T
S

busdean@vt.edu    
Follow me on Twitter @Sumichrast

DEAN SUMICHRAST with the HokieBird and Virginia 
Tech President Timothy Sands at the 50th anniversary 
kickoff in January.

NOTABLE

APEX SYSTEMS’ Ted Hanson, Brian Callaghan, 
Edwin "Win" Sheridan, and Jeffrey Veatch.

Clockwise: 
Students 
gather at the 
main entrance 
of Pamplin 
Hall in the late 
1970’s; a sketch of the Pamplin 
Hall addition in 1984; the late Rob-
ert B. Pamplin (BAD ’33), retired 
chairman of Georgia-Pacific, and 
businessman, author, and philan-
thropist Robert B. Pamplin Jr. (BAD 
’64); an IBM computer from 1970; 
fireworks over campus in 2009; the 
Business class ring of 1967.

www.50years.pamplin.vt.edu
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Historical photos throughout this special an-

niversary issue are from Special Collections, 

University Libraries, Virginia Tech, or from the 

Bugle Archives, unless otherwise noted.
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“IMAGINE A WORLD in which your 
private life was exactly that — private,” 
says France Belanger, professor of 
accounting and information systems.

The year was 1965. Your driver’s 
license, checks, and university ID had 
your Social Security number on them. 
Professors posted grades with a listing 
by Social Security number. Unless you 
disclosed the information, no one besides 
your family and friends knew if you liked 
coffee, where you liked to eat lunch, or 
your parents’ middle names.

When you shopped, you paid by 
cash or check. You might have had a Sears’ 
credit card and one from your favorite 
department store. When you applied for 
those cards, you filled out a paper form. 
Credit cards such as MasterCards and 
VISA that you could use in virtually any 
store did not exist, and most stores and 
restaurants were slow to adopt them. 

When you bought an appliance in 
1965, the mail-in warranty form asked 
simple questions related to your purchase. 
“Manufacturers figured out that they 
could create customer profiles and get 
valuable demographics information from 
these forms,” says Belanger. “They began 
asking about annual family income, age, 
occupation, education level, hobbies, 
and if you owned or rented your home.

Many people initially thought you 
had to answer the questions to get the 
warranty,” she says. “When we all figured 
out we would get the warranty anyway, 
many stopped answering those increas-
ingly intrusive questions.”

SHADES
OF 

PRIVACY

Today, many of the same businesses 
can obtain our information without us 
knowing about it.

Businesses now follow our every 
move online. Cookies and even spyware 
track our Web browsing habits. Our cell 
phones provide information about where 
we are — even if we haven’t already 
posted our whereabouts on Facebook or 
Twitter. Our credit cards reveal details 
about our spending habits. If you browse 
a web store, an ad for it appears later the 
same day on your Facebook page.

“Just think about all the information 
companies now get with just one mouse 
click. If you shop on Amazon and select 
the ‘one-click shopping’ button, your 
shopping cart will automatically contain 
information about you.

The apps, or applications, we install 
on our cell phones and tablets ask for 

more and more information about us, 
and we willingly agree because we want 
the app,” Belanger explains. “It’s so easy 
to click on ‘I Agree’ without reading the 
agreements or stopping to think what we 
are giving away.” 

Why would a game app need access 
to our stored photos or files? Obviously, 
it does not. “That free app retrieves 
information about us that its makers can 
use and sell.”

“For example, I use a GPS app 
called Waze. It has made my life easier, 
but it also knows where I am all the time. 
I’m giving away something in trade for 
convenience,” says Belanger.

“The big issues we face today are 
the privacy, accuracy, property rights, 
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and accessibility of information about 
ourselves. Everyone has to become infor-
mation literate to make sure the informa-
tion available about us is accurate.”

Services that compile and sell per-
sonal information, such as Peoplefinders.
com, Intelius, and BeenVerified just col-
lect and sell data, they don’t verify it. As a 
result, there is a lot of false “information” 
out there. 

“We need to go to these websites 
and search for our own names, and then 
check the data. We also should make 
sure that someone with a similar name 
isn’t listed as having our college degree 
or our work experience,” Belanger says. 
“You can ‘opt out’ of these databases, or 
you can correct their bad information, 
but you must provide them with your 
personal information to do either.”

Legislation is in place that provides 
some protection, she says, but with 
children as young as three years old being 

allowed unsupervised computer access, 
there is a problem. 

Congress passed the Children’s On-
line Privacy Protection Act of 1998 to re-
strict collection of personal information 
from children under the age of 13. Le-
gally, children may give out information 
with their parents’ permission.

“There are ways around this restric-
tion,” Belanger says. “Some Web gaming 
sites display qualifiers that say, ‘You can 
only play this game if you are 13. Click 
here if you are 13.’ And, guess what hap-
pens?”

Wearable devices, such as health, ac-
tivity, and sleep trackers, are a big prob-
lem. “People are wearing them all the 
time, even unwittingly giving up their 
data while they sleep.”

Software is available to help make 
Internet users more mindful about the 
personal information they are giving 
away. Belanger and a colleague, Robert 
Crossler (Ph.D., ACIS ’09), assistant 
professor of information systems at Mis-
sissippi State University, have created a 
privacy protection app called “Privacy 
Helper,” available for beta testing at the 
Apple store (or search for iPhone free 
apps with keywords “privacy helper”). 

The two are also working on a pro-
gram to test efficacy of their privacy app 
and outside privacy training programs 
(See Virginia Tech Business Magazine, 
Fall 2014).

The world has changed dramati-
cally, Belanger muses. “Who would have 

thought 50 years ago at Pamplin that stu-
dents and faculty might be wearing com-
puters on their wrists, or that students 
would be sitting in class with their mo-
bile phone,” Belanger says. “Or that we 
would have to protect our privacy with 
something more than window shades.”

Everyone has to become 
information literate to make 
sure the information available 
about us is accurate.

RESEARCH & TEACHING
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WHEN TERRY RAKES (IEOR ’71;  
MBA ’76; Ph.D., MSCI ’80) was a stu-
dent at Virginia Tech, the university had 
a highly centralized computing model, 
with “dumb” terminals for users that 
were connected to an IBM 370 main-
frame computer. (Dumb terminals could 
not operate independently from the 
mainframe.) 

Computing and information tech-
nology have changed much since then, 
says Rakes, who joined the faculty in 
1986 and is a professor of business infor-
mation technology at Pamplin. 

Looking back at some milestones, 
Rakes notes that the first commercially 
available personal computers of the late 
1970s, such as the Apple II, the Radio 
Shack Tandy TRS 80, and the Commo-
dore Pet computer, could perform only 
simple tasks, such as basic word process-
ing. Users bought modems so they could 

dial up other computers or bulletin 
boards using the phone lines.

“My first computer in the early 
1980s was a Compaq ‘luggable,’ which 
weighed 20-some pounds,” he recalls. 
“The IBM personal computer was 
released in August 1981, and soon 
became the dominant computer for 
personal use in business.” 

The next three decades saw a move 
toward a distributed networking model, 
with centralized servers connected in a 
network to individual personal comput-
ers running their own software. 

The Internet
Once the Internet came into play, 

nearly everything changed. First came 
dial-up connections. Now network 
servers have direct connections to the 
Internet through special modems, 
and individuals are accessing the Web 
through those servers.

“Although personal computers are 
far more numerous, we still need super-

computers for extremely complex tasks, 
such as DNA mapping or other ‘big data’ 
processing, which personal computers 
can’t handle.

Now we are coming full circle with 
the advent of cloud computing. Since 
businesses and individuals can run 
software through their Web browsers 
that is on a remote computer (the cloud) 
and save their files to a remote system as 
well, the way we work is changing,” says 
Rakes.

Mobile Devices
“New technologies are certainly 

changing the way we do business, and 
the Internet is driving many of those 
changes.

It would be difficult to overesti-
mate the importance of mobile devices, 
including smart phones and tablets,” ac-
cording to Rakes. People can now work 
wherever they are, whenever a task fits 
into their schedule. “Mobile devices have 
opened up whole new paradigms relating 
to how and where we work.”

CLOUD
HEADING
to the
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The fact that we now have virtually 
instantaneous communication has led 
to major changes, he says. “Instagram, 
Facebook, Twitter, and other networking 
sites have become an important part of 
any business model. We can facilitate the 
whole process of holding a meeting with 
Skype and WebEx.”

Cloud Computing
The cloud is becoming so important 

that a Gardner Group report in 2013 
predicted the cloud will account for the 
majority of IT spending by this year.

The cloud has diverged into three 
areas — private cloud computing, pub-
lic cloud computing, and hybrid cloud 
computing. “The whole idea of the cloud 
has a lot of appeal,” Rakes says. “While 
some security issues have arisen, Internet 
data safety is now addressed by a whole 
industry. Businesses and some govern-
ment sectors have definitely accepted 
cloud computing.”

Rakes says that “virtual machines” 
— software-based computers that run 
on another computer as if in a nest, and 
have their own operating system and ap-
plications software — have made cloud 
computing more attractive. 

Artificial Intelligence  
and Business Analytics

Artificial intelligence is another 
technology that has burgeoned in its ap-
plications during the past 50 years. 

“Artificial intelligence has really 
moved from the research lab to main-
stream within the past 20 to 30 years,” 
Rakes says. “At first artificial intelligence 
was largely used in robotics for smart 
robots that could go into space. Robots 
soon made their way into manufacturing 

production lines, firefighting, rescue, and 
bomb defusing applications.

It didn’t take long for analysts to 
realize that artificial intelligence was part 
of a larger area of business analytics that 
would have a tremendous impact on 
business applications. Software manu-
facturers have seamlessly woven artificial 
intelligence concepts into business ap-
plications software that does data mining 
and advanced data analytics. Artificial 
intelligence and analytics are behind e-
mail marketing, credit scoring, resource 
management, and other mainstream pro-
cesses.”

With the current state of technology 
and innovation, expectations of what can 
be accomplished with analytics are high, 
Rakes says. “What might be surprising 
is that there are areas of business where 
artificial intelligence and analytics have 
NOT been extensively applied, as in the 
healthcare industry,” he notes.

Decision Support Systems
One of the options in the Depart-

ment of Business Information Technol-
ogy is a field that can help graduates sort 
through these strategies: decision sup-
port systems. 

“Decision support is a framework 
— it’s a way to use data, intelligence, and 
modeling to provide support for a busi-
ness decision. So many of these technol-
ogies and practices didn’t even make it 
into science fiction 50 years ago,” Rakes 
explains. 

RESEARCH & TEACHING

Mobile 
devices are 
changing 
how and 
where we 
work.

BUSINESSES and some gov-
ernment sectors have definitely 
accepted cloud computing, 
says Terry Rakes, seen at the 
Bugbook Historical Microcom-
puter Museum in Floyd.

TERRY RAKES looks at computers from another era with museum curator David Larsen.
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“IT USED TO BE THAT WHEN most col-
lege students went home for the week-
end, they made sure that they went to the 
bank first and got enough cash to cover 
expenses,” says finance professor George 
Morgan. “When their child headed back 
to school on Sunday, Dad or Mom would 
hand out cash. Banks were closed. ATMs 
and debit cards didn’t exist yet, and stu-
dents were grateful for the extra cash.” 

Fifty years ago, there were two gen-
eral groups of banks. Commercial banks 
offered bank accounts to the public, but 
specialized in financial services for busi-
nesses. If you wanted a high interest sav-
ings account, or a mortgage loan, you 
went to a savings and loan, often called 
an S&L. People deposited their money in 
passbook savings accounts and withdrew 
cash as needed. 

It is a different world today. Fewer 
people, especially students, carry cash, 
Morgan notes. “Passbook savings ac-
counts hardly exist anymore. Banks 
make a multitude of retail and commer-
cial loans.”

How we access our money is just 
one of the numerous changes over the 
past 50 years in the way people bank.

“Since the 2008 recession,” says 
Morgan, “people are asking more ques-
tions about their banks and sometimes 
find that the shifts in services are per-
plexing.”

Banking Abuses and Regulations
Federal regulation of banking re-

sulted from the Great Depression. 
“In order to restore consumer con-

fidence in the banking system after the 
stock market crash of 1929 and the ensu-
ing bank failures,” Morgan says, “Con-
gress voted for federal guarantees of de-
posits early in 1933 and, later that year, 
created the Federal Deposit Insurance 
Corporation.”

Banks could buy insurance for their 
customers’ deposits from the FDIC and 
another agency that was subsequently 
created, the Federal Savings and Loan 
Insurance Corporation, but there were 

BORROWING AND LENDING 
A DIFFERENT WORLD

GEORGE MORGAN 
demonstrates the old 
way of making a deposit, 
with a savings account 
passbook. (In the spirit 
of the times, he wore a 
tie that commemorated 
the nation’s bicentennial 
in 1976 and a space 
shuttle pin.)
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BASEL I SOUGHT TO CREATE the same capital requirement for banks on an international basis 
so their owners could not simply shift a bank from one country to another to escape regulation, 
says George Morgan. Most developed countries around the world followed Basel I.

“The Basel II rules were written to make Basel I rules more specific and, in some ways, 
more stringent. It also allowed banks to have some autonomy in grading their own risks,” 
Morgan says. “Basel III supplements the previous accords, includes a restructuring of capital 
requirements, and aims to increase the minimum capital requirements for banks. Implemen-
tation is expected to be complete by 2019.

The Basel II capital requirements placed a penalty on, and 
made it costly, for commercial banks to offer mortgages, by 
requiring them to use more equity capital. However, the capital 
requirements were so much less when Fannie Mae and Freddie 
Mac were involved than for directly holding a mortgage that 
banks turned to mortgage-backed securities,” he says. 

strings attached: the federal government 
could intervene in a more fundamental 
way in bank decisions to enforce their vi-
sion of safety.

“One of the ways that authority 
has been used is to establish capital re-
quirements,” Morgan explains. “The fed-
eral government developed methods for 
computing whether a bank had enough 
capital to face the risks they were taking 
on their assets.”

The Mortgage Gambit
In the 1960s and 1970s, the S&Ls 

made typical 30-year mortgages at 
around 6 percent interest. There was a 
clear demarcation in bank function and 
there were tax advantages to being an 
S&L, according to Morgan. The S&Ls 
were betting that interest rates would be 
stable for three decades, and those mort-
gages seemed like sound investments.

“The oil embargo of the 1970s hit 
the economy hard. Then new money 
market mutual funds siphoned money 
off the banking industry’s cash pool. 
When the Federal Reserve doubled its in-
terest rates in the 1980s to counter high 
inflation, S&Ls began to fail as their ex-
penses exceeded their revenues.”

The FSLIC bailed out the S&Ls, 
saving families from financial ruin, and 
in turn had to be bailed out by Congress 
three times. More than 1,000 financial 
institutions failed, most of them S&Ls.

More Regulation
The widespread failures of S&Ls 

in the United States and abroad in the 
1980s led the G-10 countries to negoti-
ate the Basel Accords, another big step in 
banking regulation. 

Most S&L functions were absorbed 
into the regular banking industry, Mor-
gan says. Banks started loading up on 
mortgage loans when adjustable-rate 
mortgages became legal and interest rates 
increased. 

In the early 2000s, there was huge 
liquidity in the world financial markets. 
Investors from China and other pros-

perous Asian countries were seeking in-
vestments and finding an outlet in the 
U.S. real estate market, Morgan says. 
Compensation for mortgage brokers was 
based on mortgage volume, encouraging 
them to approve loans, including those 
to people who could not afford them, 
and that ultimately led to the 2007 mort-
gage crash. 

“Today, the mortgage market has 
done a 360-degree turn,” Morgan says. 
“Just like people did in the 1960s, you 
don’t go to a commercial bank for a 
mortgage. Mortgages are lower risk now 
because requirements for buyers are 
higher than they were during the real es-
tate bubble.”

Regulation Q
From 1933 to the 1980s, a regula-

tory restriction on banks put a cap on 
interest rates that they could pay to de-
positors. It was also illegal to pay interest 
on checking accounts. 

In 1980, interest restrictions on 
NOW accounts disallowed banks to offer 
checking-like services with interest. The 
Dodd-Frank Act of 2010 effectively end-
ed Regulation Q restrictions on paying 
interest on demand accounts in 2011. 

Retail Banking Operations 
In 1966-1967, big banks began of-

fering credit cards that were as good as 
cash in multiple stores and restaurants 

RESEARCH & TEACHING

that accepted them. 
“Credit cards basi-

cally give consumers loans 
on which they must pay 
interest if they don’t pay 
off the balance in full when they receive 
their bill,” Morgan says. 

“Your credit card gives you an in-
stant loan at the point of sale. You can 
borrow more readily, which is good for 
the economy in the short run, but the 
debt creates a possible long-term finan-
cial burden on the individual, sometimes 
even an inability to pay the bills.”

If you do not count student loan 
debt, the average indebtedness is actually 
lower now than it was in 2008, Morgan 
explains. “There was a backlash effect re-
sulting from the recession.”

Personal transactions today are 
certainly a lot more convenient than in 
1965. We have direct deposit of our in-
come. We can pay all our bills and even 
apply for car loans and mortgages online. 
We can use debit or credit cards when we 
shop online or go to a store to shop. We 
never have to write a check or mail a pay-
ment. We can even make deposits or pay 
for merchandise with our smart phones. 

“Who would have dreamed that all 
this would be possible by 2015?”

BASEL I, II, and III
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SECURING PLANE TICKETS, hotel 
rooms, and car rentals. Deciding where 
to eat by looking up restaurant menus 
and reviews. Figuring out how to get to 
museums, shows, and shopping. Com-
municating news and photos to family 
and friends while on vacation.

The Internet has dramatically al-
tered how we travel and plan for it.

Indeed, among the many develop-
ments of the past 50 years in the hospi-
tality and tourism industry, likely none 
has had more impact than the Internet. 

Since its advent in the early 1990s, 
the Internet has become an indispensable 
tool: search engines have influenced how 
consumers access products and services; 
more recently, social media and mobile 
computing have allowed consumers to 
consult other users in planning activities 
and share their own experiences through 
posts and blogs.

Pamplin hospitality and tourism 
management researchers 
Zheng Xiang and Vince 
Magnini, in a recent ar-
ticle (co-authored with 
Daniel Fesenmaier, of the 
University of Florida), 
reviewed various studies 
on how U.S. consumers 
use the Internet for travel 
planning and summarized 
their findings.

The findings of these 
studies, the authors said, 
have practical implica-

tions for travel and tourism businesses, 
and they noted several observable trends 
from the studies.

Though flights, lodging, and car 
rentals continue to be the dominant trav-
el purchases online, “growth in these seg-
ments has flattened, leaving little room 
for further development.” 

Consumers are changing how, when, 
and where they conduct information 
searches, given the “anytime, anywhere” 
availability of the Internet through 
smartphones and tablets. 

For example, printing maps and 
driving directions off the Internet is 
declining, the authors said, likely due 
to the growing reliance on GPS or 
location-based services on smartphone 
apps. With Internet ubiquity, travelers 
are also postponing many decisions that 
they used to make before departure — 
content to consult the Internet for eating 
or shopping possibilities, for example, 
upon arrival. 

“Electronic word-of-mouth” — via 
social media, photo and video sharing 

sites, and travel websites that offer con-
sumer comments — has become a sig-
nificant part of travel planning, helping 
to “influence consumer perceptions, in-
tentions, and decisions.”

Despite the Internet’s dominance, 
the researchers noted that traditional me-
dia such as TV, radio, and movies remain 
relevant and play a complementary role, 
contributing to the diversity of informa-
tion sources.

The findings also indicate an emerg-
ing “bifurcation” among travelers: those 
who are content to use their habitual 
sources of information and channels 
of transactions, and those who “engage 
through social media and mobile devices 
and shop for their travel needs through 
multiple channels, online and offline.”

The latter are more likely to be the 
younger generations, who are “not only 

THE DUAL NATURE 
 OF MODERN TRAVEL

PAPER
AND 

PIXELS 

PRE-TRIP travel planning — a fundamental part of the trip experience — is being changed 
by smart phones and tablets, say Vince Magnini (left) and Zheng Xiang.
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• Breakdown of geo-political 
barriers

• Credit cards
• Central reservation systems 

(and, later, global distribution 
systems)

• “Green” travel
• 9-11, TSA

FOR THE AVERAGE BUSINESS OR VACATION TRAVELER in the U.S. 50 
years ago, life on the road was quite spartan by today’s standards.

“Amenities were very few back then,” recalls hospitality and tourism 
management instructor Howard Feiertag, who has logged more than 50 years 
as a hospitality professional and an educator.

Hotels were non-existent outside the larger cities, he said, and travelers 
were served by “motor courts.”

These establishments had small rooms, “something under 
300 square feet,” with no in-room coffee, no air conditioning or 
television, and certainly no Wi-Fi. Motor courts generally lacked 
restaurants, bars, and pools — don’t even mention gyms — but 
“all had parking right outside the room door.”

As travel increased and amenities added, he said, motor 
courts went by a new name — motels.

Feiertag, whose lengthy roster of professional honors in-
cludes multiple awards for lifetime achievement, has expertise 
covering convention bureau management, food and beverage 
operations, hotel operations, meetings and convention manage-
ment, sales and marketing, and tour and travel.

Outlining some of the major changes he has seen in the 
lodging industry, Feiertag noted that while comforts and con-
veniences have multiplied, the traveler’s life has also become 
more complicated and expensive, with the proliferation of 
choices and surcharges. 

Feiertag can remember when nightly room rates at mo-
tor courts around the country were around $6.00 or $7.00 a person in the 
1960s, while $10.00 was the going rate at most major city hotels. 

“Most hotels then had just two rates: single or double occupancy. Nowa-
days, you may find as many as 20 different rates, in any one day.” Rates 
today change by the day or even by the hour, based on revenue management, 
he said. The busier a business, the more likely rates would be raised.

“Hotel surcharges, so common today, were at a minimum then. Only 
some of the larger, in-city hotels charged for parking.”

MORE THAN JUST A ROOM

RESEARCH & TEACHING

more digitally savvy but also in general 
more involved in travel planning.”

The authors said travel and 
tourism businesses must find “optimal 
combinations of channels and sources 
to distribute their products and better 
communicate with their customers in 
order to develop sustainable competitive 
advantage.”

For example, various strategies in 
website content development and on-
line/offline relationship management 
programs can be used to target younger 
consumers.

Businesses must also recognize the 
revenue potential of products tradition-
ally perceived as secondary, such as mu-
seums and festivals and other events, for 
which tickets can be conveniently pur-
chased online.

What has changed hospitality and tourism most since 1965? 
Professors Mahmood Khan, Nancy McGehee, and Zheng Xiang made a list. 

• Franchising 
• Cooking technology
• Delivered foods
• Information technology (digi-

tized passports, card keys)
• New, larger airplanes
• European Union

• The Internet, social media, 
mobile devices

• Bottled water  
• Smoking bans,  

non-smoking floors 
• Quick service and fast casual 

restaurants
• Specialty coffee shops

50 years of hospitality
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Feiertag greets 
the HokieBird 
at an event 
at the Inn at 
Virginia Tech.
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FOR PAMPLIN management professor 
Rich Wokutch, these have been the key 
components of change that shook and 
reshaped America’s business and social 
landscape over the past 50 years.

As a graduate student at the Uni-
versity of Pittsburgh in the early 1970s, 

Wokutch had MBA classes with only two 
or three women out of 100 or so students 
(he was actually in the Ph.D. program 
but had to complete some MBA courses 
early on). There was just one woman on 
the business faculty.

Women weren’t just scarce as busi-
ness graduate students and faculty mem-
bers. In the corporate workplace, they 
“were even less represented among senior 
managers at that time.” 

Efforts at change, however, had been 
under way, as the publication of Betty 
Friedan’s “The Feminine Mystique” and 
her founding of the National Organiza-
tion for Women in the 1960s introduced 
a new surge of feminism in the U.S. and 
abroad that focused on workplace, fam-
ily, reproductive rights, and other issues 
of inequality faced by women.

The publication of two other pio-
neering books during the 1960s, Wo-

kutch noted, paved the way for more so-
cial and cultural reforms across America: 
Rachel Carson’s “Silent Spring” height-
ened concerns about pesticides and pol-
lution and eventually led to the establish-
ment of the Environmental Protection 
Agency; Ralph Nader’s “Unsafe at Any 

Speed” helped spur the 
passage of the National 
Traffic and Motor Vehicle 
Safety Act, the country’s 
first significant automo-
bile safety legislation, 
and inspire the consumer 
rights movement.

The creation of the 
National Highway Traf-

fic Safety Administration and the Con-
sumer Product Safety Commission led 
to major changes in how companies do 
business, Wokutch says, as did lawsuits 
about defective and dangerous automo-
biles and other consumer products.  

On the political front, the country 
was roiled by the demonstrations asso-
ciated with the civil rights and anti-war 
movements. Congress passed the Civil 
Rights Act of 1964, the most sweeping 
civil rights legislation since the Recon-
struction Era, which prohibited dis-
crimination in employment and in pub-
lic places and spurred the integration of 
schools and other public facilities.

The changes, legislative, legal, and 
literary, had a significant impact on both 
businesses and business school education 
that rippled through the next five de-
cades, Wokutch says.

More than a casual observer of so-
cial developments, Wokutch teaches and 
does research in a field that has been 

variously called “business and society,” 
“business, government, and society,” and 
“social issues in management” but is now 
commonly known as business ethics.

Businesses in the ’60s, in an effort 
to survive the onslaught of criticism, 
lawsuits, riots, and regulations, initially 
responded in reactive or defensive ways, 
he says.

“But as time went on, some firms 
found that they could actually benefit by 
making safe, clean products in an envi-
ronmentally sensitive way and by using 
all the talents of a diverse workforce. 
They found that they could deal with 
social issues in a strategic way, one that 
emphasized their core competencies and 
allowed them to achieve competitive ad-
vantage in the marketplace.”

Their motivation has been described 
as “enlightened self-interest” — “good 
ethics is good business and good busi-
ness is good ethics”— or, to use the term 
currently in vogue, “strategic corporate 
social responsibility.”

Toyota’s development of the Prius, 
researchers have pointed out, is a recent 
example of a product that is good for 
both society and the company, Wokutch 
says. “In my own research on worker 
safety and health, I have found this as 
well: an unsafe or unhealthy firm is an 
inefficient firm.”

The pace of change in management 
practices has fluctuated over time, Wo-
kutch notes. “There have been some big 
changes immediately after major pieces 
of legislation, such as the Americans with 
Disabilities Act, or the establishment 

Gender, race, consumers, sweatshops, the environment

Firms found that they could actually 
benefit by making safe, clean 
products in an environmentally 
sensitive way.

ST
U

D
EN

T 
U

N
RE

ST
 P

H
OT

OG
RA

PH
S,

 H
IS

TO
RI

CA
L 

PH
OT

OG
RA

PH
 C

OL
LE

CT
IO

N
, S

PE
CI

AL
 C

OL
LE

CT
IO

N
S,

 U
N

IV
ER

SI
TY

 L
IB

RA
RI

ES
, V

IR
GI

N
IA

 P
OL

YT
EC

H
N

IC
 IN

ST
IT

U
TE

 A
N

D
 S

TA
TE

 U
N

IV
ER

SI
TY

.

A SOCIETY TRANSFORMED



13SPRING 2015

BUSINESS SCHOOL EDUCATION has 
undergone enormous changes over the past 
50 years or so, said management professor 

Richard Wokutch.
“I would mark 

the turning point with 
the issuance of the 
Ford Foundation and 
Carnegie Founda-
tion reports in 1959. 
These reports called 
for more holistic 
and liberal — in the 
‘liberal arts’ sense of 
the word — training 
in business schools 
and less emphasis on 
technical training.” 

The reports, 
he said, also called 

for greater emphasis on teaching students to 
use theory and quantitative methods in their 
analysis of firms’ operations and to take ethi-
cal issues into account. In addition, they en-
couraged business faculty to do more research 
and less consulting.

Through required courses, Pamplin has 
been a pioneer in the teaching of ethics and 
social issues in management, he said. 

Pamplin has also offered an annual ethics 
symposium for the past 24 years. This series 
has been sponsored since 2011 by Robert F. 
Hogan Jr. (ACCT ’78, MACCT ’80), and Jorge 
Del Alamo Jr. (ACCT ’69) and his wife Lin Del 
Alamo and is now named the Del Alamo/Ho-
gan Ethics Symposium.

of new agencies such as OSHA and the 
EPA. Major disasters, physical or finan-
cial, have produced big changes as well.”

Overall, “there has definitely been 
an improvement in the handling of 
corporate social issues.” Industry as-
sociations have been formed to discuss 
such issues as monitoring 
worker safety and health 
and dealing with environ-
mental protection laws, 
and companies, in his 
view, have generally be-
come much more cooper-
ative on such issues, partly 
due to the impact of vari-
ous stakeholder groups.

Groups of employ-
ees, consumers, environ-
mentalists, investors — 
especially those engaging 
in socially responsible 
investing — have put 
pressure on firms to adapt 
products and practices so that they are 
more in line with the groups’ views of 
what is socially acceptable.

By the early 1970s, Wokutch says, 
corporate social responsibility had en-
tered a second phase, which saw an em-
phasis on practical responses to the social 
demands and the need to manage social 
performance. 

Sweatshops and child labor are one 
aspect of the increasingly interlinked 
economies and cultures of globalization, 
a phenomenon that Wokutch says has 
played “a huge role over the past 50 years 
and brought about all sorts of changes 
for business and consumers.” 

Many are concerned that globaliza-

tion has led to greater income inequality, 
both in the U.S. and abroad, he notes. 
“There are similar concerns that corpo-
rate profits are at all-time highs, yet real 
wage growth has stagnated here in the 
U.S. over the last couple of decades.”

As for women, Wokutch notes that 

it was only in 2009 that the Lilly Ledbet-
ter Act was passed to try to eliminate pay 
discrimination against women. “Women 
still make on average much less than men 
— the figure of 78 cents for every dol-
lar is cited by the Institute for Women’s 
Policy Research.”

Wokutch says that “there can be no 
doubt, however, that the workplace and 
educational opportunities for women 
have vastly improved, compared to 50 
years ago” — progress he is reminded 
of when he looks at the students in his 
classroom or his colleagues in the depart-
ment. 

BUSINESS 
EDUCATION: 
a broader social focus

RESEARCH & TEACHING

THE LEGISLATIVE, 
legal, and literary 
changes of the ’60s 
had a significant 
impact on busi-
nesses and business 
education through the 
next 50 years, says 
Richard Wokutch.

JIM
 STROU

P

ONLINE: “A Pioneer Remembers.”

A SOCIETY TRANSFORMED
CAMPUS UNREST was endemic in the U.S. 
in the spring of 1970. Angered by the sudden 
widening of the war in Southeast Asia, more 
than 100 students at Virginia Tech seized Williams 
Hall on May 12. State police were called in to manage 
the crowd outside the building and deal with 
the protesters inside. 
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PRICEY TIMEPIECES, “statement” jew-
elry, designer handbags…watch clubs, 
jewelry forums, purse blogs: this is not 
your grandparents’ conspicuous con-
sumption or, for that matter, marketing 
strategy.

Conspicuous consumption is not 
a new social phenomenon (economist 
Thorstein Veblen coined the term in 
1899), but the act of buying luxury 
goods to telegraph social power and pres-
tige has gained vigorous and articulate 
new expression in the Internet age. 

“Consumption has become a self-
defining activity. We are what we buy,” 
says marketing professor and department 
head Paul Herr. 

It has also become a very public ac-
tivity, says marketing associate professor 
Rajesh Bagchi. Going beyond merely ac-
quiring and using, “consumers are shar-
ing information about their purchases 
on social media,” Bagchi notes, through 

posts on Facebook or product forums.
Reflecting on the broad develop-

ments in their field that have had an 
impact on consumers and the industry 
over the past five decades, Pamplin mar-
keting faculty note that technology has 
produced profound changes in how con-
sumers consume and companies market 
goods and services.

The impact of the Internet and its 
related technologies, including social 
media, mobile devices, and apps, says 
Herr, has been “enormous in scope.” 

To begin with, the Internet has 
“influenced which sources of information 
consumers pay attention to,” Herr says, 
“and it is probably changing the way in 
which consumers process information 
and see the world in general.”

The Internet has also created a 
decision aid for consumers by “reducing 
search costs and potentially increasing 
the number of alternatives consumers can 
efficiently consider” — but whether this 
is good or bad, he adds, “is debatable.”

Thirdly, it has changed how firms 
communicate with consumers. In 
providing firms with the opportunity to 
collect metadata concerning consumer 
search, choice, and behavior, Herr says, 
the Internet has opened up “a window 
into the consumer’s soul.”

Indeed, says marketing professor 
David Brinberg, marketers today are able 
not only to “capture real-time behavioral 
data and use it to segment consumers 
based on purchase patterns, but also to 
target individual consumers with specific 
advertisements based on his or her search 
behavior and purchases.”

Marketing is, after all, an effort to 
create targeted change, says Brinberg. 
It is about “moving a consumer from 
not owning to owning a product, from 
not using to using a service, from not 
performing to performing a desired 
behavior.” 

In his view, the biggest change over 
the past 50 years has been how marketing 
approaches have evolved “from treating 
consumers as a relatively undifferentiated 

WE ARE WHAT WE BUY
…and share on social media

LOGAN
 W

ALLACE
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MARKETING’S CORE FOCUS is on understanding how consumers and firms 
make decisions, and how these affect each other, says Rajesh Bagchi, associ-
ate professor of marketing. 

Marketing as a scholarly field has been changed by two significant de-
velopments, he says: the recognition by researchers that “consumers are not 
robots,” and the emergence of better tools to investigate consumer and firm 
behavior (see main story).

“In the 1940s and 50s, researchers 
believed that consumers are ‘rational’— 
their choices follow certain rules, and they 
want to maximize utility or satisfaction.” 
Models were developed to predict consum-
er behavior, and experiments run. 

“However, models using these math-
ematical notions of what ‘ought’ to happen 
often were unable to explain what actually 
happened,” Bagchi says. “Initially, these 
were just thought of as being anomalies or 
paradoxes.” As the field emerged, research-
ers began questioning what really consti-
tuted “rational” decision-making.

They began to recognize that consum-
er decisions often deviated from the norm. 
“To a large extent, this could be explained 

by the limitations of the human brain to process, comprehend, remember, 
and make objective decisions,” he says. 

For instance, it is now clear to researchers that humans are “cognitive  
misers,” Bagchi says. “People often process information selectively and 
passively and make intuitive judgments and decisions, which often lead to 
suboptimal decisions.” 

population to tailoring messages, 
products, or services to the individual.” 

By the mid-20th century, marketers 
were segmenting consumers based on 
general demographic characteristics. 
As technology and theory advanced, 
Brinberg says, marketers were better 
able to gather information to allow more 
refined segmentation by psychographics 
— such consumer traits as values, 
opinions, interests, and lifestyles.

The development of systems to 
collect, store, and analyze data, Bagchi 
notes, has given managers invaluable 
tools to make marketing decisions. “They 
can now easily answer such questions as: 
who is my target consumer, what does the 
target consumer like, how can I persuade 

RESEARCH & TEACHING

these consumers, how profitable is this 
consumer going to be for me, and so on,” 
he says. “Decisions on when to promote 
a product, which kinds of promotions 
to offer, and for how long to offer, for 
example, are based on data analyses.”

Brinberg expects that future 
targeting will become even more 
focused on factors that influence the 
individual’s decision beyond clickstream 
data. The result would be “genuine mass 
customization — products tailored to 
the needs or expectations of individual 
customers.”

It may come as no surprise that new 
technologies are ever emerging to find 

more consumers by ferreting out more 
details about them.

“As a consumer, it’s really hard to 
hide,” says Herr. “Most of our really neat 
technologies also reveal our identities 
— including location, activities, buying 
behavior — to advertisers and others.

Increasingly, we take this as a given, 
but there are, apparently, generational 
differences in responses to the goodness, 
badness, or inevitability of this: some 
studies indicate younger consumers are 
less troubled by lack of privacy than 
older consumers, perhaps because lack of 
privacy is the only thing they’ve known.” 

In any case, to promote their prod-
ucts or services, “companies have always 
relied on neat, new technology media 
that consumers frequent and love,” Herr 
notes.

“Newspapers, magazines, radio, 
television, the Internet, and social media 
were all new and marvelously seductive 
at one time, and consumers gladly used 
the medium for the benefits provided, 
often blissfully unaware of the intent 
of product communications that came 
along with the news, articles, radio 
and TV shows, and pictures of best 
friends’ dinners — until the corporate 
communication became too intrusive, 
or the medium was replaced by a new 
technology.”

As a consumer,  
it’s really hard  
to hide.
- Paul Herr

ONLINE: “What does the future hold for consumers?”

MORE ONLINE: “50 Years or Five Decades?”

50 Years or Five Decades?

RAJESH BAGCHI
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WHEN JORGE DEL ALAMO (ACCT ’69) first landed in the United 
States, in Miami on a Pan Am flight from Havana, he was 14, parent-
less, and English-challenged. 

It was 1961, and Del Alamo was accompanied by his sister and 
cousin, both of whom were younger than he. They were part of a his-
toric mass migration of children from Cuba during the early 1960s. 
Alarmed that Fidel Castro’s government might deprive them of their 
parental authority and freedom of choice 
over their children’s education, Cuban 
parents dispatched their young ones to 
the United States.

“The arrangements were made 
through the U.S. Embassy in Cuba in 
what later became known as the Peter 
Pan Program,” Del Alamo recalls. The 
mass departures of more than 14,000 
children between December 1960 and 
October 1962 were the “largest recorded 
exodus of unaccompanied minors in the 
Western Hemisphere,” according to the 
Operation Pedro Pan organization.

Says Del Alamo: “We flew on a 
regular scheduled Pan Am flight. Repre-
sentatives of Catholic Charities met us at 
the Miami airport, where we were then 
transported to Homestead Air Force Base 
for lodging until more permanent place-
ment could be arranged.”

He and his relatives were then sent together to orphanages in New 
York state, in Rockaway Beach at first and then in Buffalo, which was 
where they spent the most time.

The children, who knew only “some English words and phrases 
from school,” initially viewed their newly itinerant circumstances as 
“a big adventure,” thinking they would soon return to their homeland 
and family. Things became more difficult “after it became apparent 

that we were going to 
have to stay for a long 
time,” Del Alamo says. 

“Going from a 
sheltered environment 
to one where you were 
on your own was very 
hard,” said Del Alamo, 
whose father had been 
a lawyer but worked 
as a Spanish instruc-
tor after emigrating to 
the U.S. “Eventually, it 

forces you to become more independent and resourceful, as you have 
to depend on yourself for most things.” 

The lessons that came from enduring the hardships, and their in-
fluence on his personal growth and development, are benefits he has 
come to appreciate of that long-ago time. “You had to learn to do for 
yourself. You had to accept responsibility for your actions and work 
hard to get ahead.”

A year and a half would pass before 
Del Alamo was reunited with his parents, 
who eventually put down new roots in 
Danville, Virginia. At his first account-
ing class at Virginia Tech’s satellite cam-
pus there, Del Alamo discovered what 
would be his lifelong career. He moved 
to the main campus before his junior 
year to continue his accounting studies 
and, upon graduation, signed up with 
the firm that later became KPMG.

Del Alamo stayed at KPMG for 23 
years. He found the work challenging, 
he says, and “was given opportunities to 
grow and excel,” including a move from 
the firm’s Greensboro, North Carolina, 
office to Corpus Christi, Texas, to help 
lead its business there as partner.

In the early 1990s, he decided to 
retire from the firm to set up his own 
shop, and he continues to operate as a 

CPA today. There is a lot he finds fulfilling about his public accounting 
work, he says: interacting with a diverse group of clients, becoming 
their trusted business advisor, applying his professional skills to help 
them structure transactions in the most tax-advantageous way.

Del Alamo attributes some of his career success to hard work and 
a desire to succeed as well as creativity and “an ability to look for solu-
tions that may not be obvious.” He also owes much to Virginia Tech 
and its accounting program, he says, “which played a very significant 
role in that it provided me with training and a path I could follow.”

Seeking to give back, he has contributed funds for a professorship, 
a scholarship, an excellence fund, and, along with his wife Lin and 
alumnus Bob Hogan (ACCT ’78, MACCT ’80), an endowment to 
support the ethics symposium.

Of the latter, he says, he was motivated by the “great need in busi-
ness to teach ethical behavior and to realize that there are more impor-
tant things in life than just to make money at all cost.”

He would like students today to be mindful of the importance of 
not only finding “happiness and fulfillment” in their endeavors — but 
also being “grateful and generous to people and organizations that in-
fluenced and helped us.”

Jorge Del Alamo AN OPPORTUNITY TO EXCEL

1965-1974

LOOKING 
BACK 
1965-1974 
A business 
class in 1968.
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David Calhoun
A COUPLE OF YEARS AGO, with a long career behind him as a highly 
successful manager of companies, David Calhoun (ACCT ’79) consid-
ered what lay ahead.

“I knew I had a final 10-year window,” says Calhoun, who spent 
27 years at GE, including as vice chair, and seven years at Nielsen as 
CEO. “I wanted to gain a new perspective on business in that final 
10 years that would be satisfying. And the itch I’ve always wanted to 
scratch was that of being an owner or 
entrepreneur, as opposed to being just a 
manager and an operator.”

In November 2013, he was named 
senior managing director and head of 
private-equity portfolio operations at 
Blackstone (BX), one of the world’s 
biggest private-equity businesses. He 
is also part of the firm’s management 
committee.

He got to know the private-equity 
industry through Nielsen, which was 
owned by a consortium of private-equity 
firms, including Blackstone. Calhoun 
had contributed a significant percentage 
of his own funds toward the acquisition 
in 2006. “The opportunity to work with 
BX was very appealing…I had operated 
something they had owned, and they be-
lieved they would gain some value from 
the perspective I might share across their 
broad portfolio.”

The past year has been an education. In some ways, “I feel like I 
am starting all over and learning a whole new game or, at least, watch-
ing the game from a different seat. Everything’s different! The way you 
think about risks is different. You don’t get paid the same way — you 
only do well if the companies you invest in do well and the investors 
that share their hard-earned money with you do well.” 

He has come to understand how private-equity investors think 
and why they are so successful. “Having improved a company’s operat-
ing performance, they don’t, for example, become so enamored of their 
progress that they forget there is a duty to monetize at the right time 
and return proceeds to their clients. Their ownership tenure is typically 
between five and 10 years.  

“As an operator, you never think about that, because you love 
your company — you make it the best it can be, and you don’t want an 
ownership change to screw it up. 

“But as a private-equity owner, you have to orchestrate that 
change, because you have to return gains to your investors. When to 
make that decision, how to do it the right way, how to protect the 
company in the process — that’s all new learning for me.” 

The office culture is different too. “It’s a partnership. Everybody 
says what’s on their mind. Some discussions you might view as mean 
spirited, but they are not.   They are just sharing opposing points of 
view. Partners understand and essentially agree that, in good partner-
ships, you have to hear opposing points of view.”

Calhoun was unaccustomed to the candor and contention. In his 
former world, “when the CEO says let’s do X, usually everybody lines 

right up, and we do X,” he recalls. “In 
the investment community, when you 
are trying to make a decision on a mul-
timillion- or billion-dollar deal, it doesn’t 
work that way. Everyone has to be able to 
have their say.”

Opposing points have to be rec-
onciled, or judgments must be made. 
“When we make that investment, every-
body then puts their oars in the water 
and pulls in the same direction. That is 
a very interesting dynamic. The good in-
vestment firms know how to get the most 
out of that. There is very little looking 
over our shoulders.”  

Calhoun spends most of his time 
helping CEOs at the companies Black-
stone owns. Building a solid board of 
directors and finding the right people or 
leaders for the CEO, he says, is another 
essential aspect of his role.

In his work, he draws not only on his formidable business opera-
tions expertise and his extensive network, but also — as a former CEO 
— a keen understanding of the concerns and needs of the CEOs he is 
trying to help. 

His objective is to help them be as good as they can be, “chal-
lenging them when they have to be challenged” and supporting them 
“more than anything else,” he says. “Whenever they are in a tough spot, 
they have to be able  
to call me. They need 
to believe that having 
Blackstone on their 
team makes them bet-
ter than they would 
be on their own. My 
job is to make sure it 
always feels that way.”

FROM OPERATOR TO OWNER

ALUMNI

1975-1984

LOOKING 
BACK 
1975-1984 
Students 
outside 
Pamplin Hall 
in the early 
1980s.

CO
U

RT
ES

Y 
OF

 D
AV

ID
 C

AL
H

OU
N

ONLINE: 
“Business Acumen 
for the Long Term” 
and more.



18 VIRGINIA TECH BUSINESS

WHEN STARLETTE B. JOHNSON (FIN ’85) went to work as finance 
director of PepsiCo’s Kentucky Fried Chicken Division in 1990, she 
never expected that it would turn into a new career in hospitality. 

She owes this change of focus to her boss at KFC. 
“Until then, I was totally concentrating on the numbers,” she 

recalls. “He told me that I should go out into the field, talk to the 
restaurant managers, and learn the ‘why’ behind the figures. I should 
also ask them what they need to make 
their jobs easier.”

That may be common guidance 
today, but you didn’t hear it on television 
reality shows in 1990. 

“My trips into the field really broad-
ened and intensified my understanding 
of how a hospitality business works,” 
Johnson says. “They gave me a lasting ap-
preciation for the people who are work-
ing with customers on a daily basis.”

She owes her earliest lessons in 
customer care to her father, William 
Barker (BAD ’56), who was a funeral 
director in Danville, Virginia. “I saw how 
concerned he was about taking care of 
people and staying connected to peoples’ 
lives, even at the worst time. It made me 
want to be in an industry connected to 
people.”

Johnson, who previously worked 
in the utilities and pharmaceuticals fields after earning an MBA at 
Duke University, gained valuable experience at KFC that extended her 
expertise beyond finance and contributed to her career development.

In 1995, she accepted a new position as Brinker International’s 
director of planning. The $4-billion-portfolio corporation, which 
owned eight restaurant and café chains, gave her an on-the-job learning 
experience in human resources management, marketing/advertising, 

and strategic planning.
“The diversity of the 

restaurant chains, from 
Chili’s Grill and Bar to 
Maggiano’s Little Italy, 
and the diversity of the is-
sues across multiple func-
tional areas definitely kept 
me ‘spinning plates,’” says 
Johnson. 

Starlette Johnson A NEW CAREER IN HOSPITALITY

LOOKING 
BACK 
1985-1994 
Workers put 
the finishing 
touches on 
the Pamplin 
Hall addition 
atrium in 
1988.

The CEO at the time became another mentor for her.
“Because I could write, he had me come to every board meeting. 

l would listen to his ideas, and then help communicate them to the 
rest of the organization. He pushed me and gave me more than I 
thought I could handle. But I did it, and learned about enterprise-wide 
management from a master.”

Johnson became the firm’s senior vice president for human resources 
in 2000 and executive vice president/
chief strategic officer in 2001. Her 
responsibilities included the emerging 
concepts division, overseeing business 
model and infrastructure development 
for several nascent restaurant chains, a 
job with immense possibilities. 

In June 2006, she joined the multi-
state Dave & Buster’s as chief strategic 
officer, becoming president and chief 
operating officer the following year. Each 
of the chain’s restaurants has a separate 
game room featuring hundreds of arcade 
games and a bar with sports on the big-
screen televisions.

“This was my most fulfilling job,” 
Johnson says. “I was involved in so many 
pieces of the business that it seemed 
all my experience came together. My 
coworkers were great, and it was a lot of 
fun.” She left the chain in 2010 when the 

Dave & Buster’s parent company sold the restaurant operation.
After leaving Dave & Buster’s, she wanted the flexibility to choose 

her own work schedule and clients in the following years. Now a 
consultant to the restaurant industry through SBJ Advisory Group, 
Johnson is a member of the boards of directors for Chuy’s, SusieCakes, 
and Snappy Salads. She is based in Dallas, Texas, where she has lived 
since 1987.

Her latest venture has also given her the time to serve on the 
Pamplin College of Business hospitality and tourism advisory board.  
She agreed to join the board when a college development director 
suggested that her career experience would make her a valuable 
member of the advisory board. 

“The opportunity to give students advice about their careers has 
been very rewarding,” she says. “Virginia Tech no longer feels like it’s 
halfway across the country.”

1985-1994
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Coach Frank Beamer taught him, “Focus on the little things, and 
the big things will happen.” He also mentions learning a lot about 
organizational management and logistics from Coach John Ballein.

After Fuller’s second graduation from Tech, he interned with the 
NFL Players Association’s Former Players Department in Washington, 
D.C. Next, he spent five months as a fellow in the office of Congressman 
Danny K. Davis, of Illinois, conducting research and drafting reports 

on education, finance, and health.
Then he was off to Fordham Uni-

versity Law School in New York. “I had 
first considered law school when I was in 
high school,” Fuller says. Now finishing 
up his first year at Fordham, he expects 
to receive his J.D. in 2017.

Fuller is the oldest of four Fuller 
brothers who have played on the Vir-
ginia Tech football team. Kyle (FIN ’14) 
plays NFL football as a cornerback for 
the Chicago Bears, and Corey (SOC ’12) 
plays as a wide receiver for the Detroit 
Lions. His youngest brother Kendall is 
currently an undergraduate majoring in 
finance and a cornerback on the Virginia 
Tech team. He says he gives his broth-
ers advice nearly every day and reminds 
them to make good decisions and take 
their education seriously.

“I believe that your quality of life is 
earned by the cumulative number of good decisions you make. What-
ever your idea of success, it can be attained through sound decision-
making and good cost-benefit analysis when making those decisions.”

As for life after football, he tells his brothers to pursue their choice 
for their second careers with as much zeal as they pursued their goals on 
the football field. “It most likely will be something that they really enjoy 
doing, or have always wanted to do,” he says. “We only get one shot at life  
and we should spend 
it chasing our dreams 
and goals. That way, 
we will hardly ever 
have to ask ourselves, 
‘what if?’”

Vincent Fuller LIFE AFTER THE NFL
WHEN VINCENT FULLER (BIT ’04, MKTG ’12) left Virginia Tech 
for a National Football League career with the Tennessee Titans in 
2005, he was prepared with more than his high school and college 
football experience as captain, cornerback, and free safety.

When he entered Virginia Tech, he was already a down-to-earth 
young man who valued education, knew football wasn’t forever, and 
applied common sense both on the playing field and in the classroom.

“My parents always emphasized 
education while I was at Tech,” he says. 
“I took classes during the fall, spring, and 
summer semesters.”

“I felt that if I was challenging 
myself academically, it would translate 
into challenging myself mentally in 
football. I could pick things up more 
quickly in the film room and on the 
field, where it’s important to recognize a 
changing situation and react instantly.”

Fuller emphasizes the importance 
of being grounded, with good decision-
making, accountability, efficiency, and a 
serious attitude toward education.

He applied this philosophy to his 
years with the NFL as well. “The more 
successful you become, the greater the 
consequences are for bad decisions,” 
he says. “When you are in high school, 
a bad decision can be a lesson learned. 
When you play in the NFL, one bad decision on the football field can 
cost your team the game, but one bad decision off the football field can 
cost you your career.”

After seven years and 102 games playing for the NFL with the 
Titans, the Detroit Lions, and the New England Patriots, Fuller headed 
straight for his next career. He returned to Virginia Tech and earned a 
second bachelor’s degree from Pamplin, in marketing management — 
and he was a Dean’s List student.

He has a long list of faculty whom he admires, including profes-
sors Terry Rakes, Laurel Shirr, and Nikki Giovanni, who “definitely en-
lightened me to the limitless possibilities of life, achievable with strong 
motivation and drive.” Adjunct marketing faculty member Don Gresh 
first fueled his interest in marketing when he was an undergraduate — 
and the two are still in touch today.

ALUMNI

1995-2004

LOOKING 
BACK  
1994-2004 
A student 
works at 
her desk in 
1995.
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2005-2014

LAUREN PROCIV (MKTG ’10, M.S., MKTG’ 12) is a self-proclaimed 
“data nerd” who, as a student, helped found PRISM (Pamplin Re-
Inventing Social Media), the student group that manages the college’s 
social media channels.

With only two years under her belt as a strategic planner at 
The Martin Agency, she’s already making her mark in advertising for 
clients such as GEICO, Walmart, and Norwegian Cruise Line. And 
she recently made Mashable’s “15 Rising 
Stars” list for her inspiring creativity and 
work ethic.

“Today, customer experience is 
everything,” Prociv says. “With endless 
online platforms and forums, a single 
online comment about a customer’s 
experience can spark unparalleled success 
or chaos for businesses. That’s where I 
come in.” Prociv says she “slices and dices 
data to give businesses the insights they 
need to fuel relevant conversations and 
experiences with could-be and current 
customers.” 

Analytics, she says, “helps us find 
insights faster, gauge  impact sooner, 
and see things from new perspectives 
— it helps us  be nimble, which is 
critical in staying relevant and creating 
user experiences that  facilitate  decision 
making in a world constantly in flux.” 

When asked about her favorite work project, Prociv says, “I can’t 
pick just one, because I take pride in everything I do and have fun 
while I’m at it, thanks to my awesome colleagues — my friends — 
whom I learn from every day. As long as I feel like I’m trying my best 
for myself and my teams, I’m happy.”

The Martin Agency’s chief creative officer, Joe Alexander, calls 
Prociv “a doer,” noting that “she makes things happen and isn’t afraid 

Lauren Prociv PAYING IT FORWARD
to put herself out there.” 

As a student, Prociv assembled a support system to ignite her 
success and keep her moving forward. “I’ll never be able to pay back 
Dr. Quinton Nottingham, Dr. Jane Machin, Dr. Kent Nakamoto, 
Professor Donna Wertalik, Professor Waverly Evans, Professor Brian 
Collins, Dr. George Morgan, Dr. Dilip Shome, Earl Cox (partner and 
director of strategic planning at The Martin Agency), or countless 

others who took a chance on me, taught 
me that hard work pays off, and helped 
me bridge the gap between academia and 
industry,” she says.

“I’m also endlessly grateful for my 
twin sister, Kathryn, and best friends and 
Hokies Christine, Erin, Alli, Stephanie, 
and Whitney for their encouragement 
and fierce friendship to this day.”

Prociv says she is doing work she 
loves with people who inspire her. And 
she seeks to pay it forward by helping 
fellow Hokies find their career passions.

For those with an affinity or even a 
mere curiosity for a career in advertising, 
she offers these tips:

“Enthusiasm is contagious. Great 
readers make great marketers — Advertis-
ing Age, Adweek, Fast Company, Con-
tently, and Creativity Magazine are must-
reads. Zero in on a passion or hobby, and 

find a way to channel it for a career.” For Prociv, it was art history. 
She invites students to meet her whenever she visits campus to 

guest lecture. “I want to hear your story and help you shine,” she says 
to students.

“I still have much to learn about advertising and about life in 
general, but I offer these words of advice to my fellow Hokies: work 
hard, don’t settle, smile.”
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2005-2014

Business Horizons 
career fair in 2009.

Dean Richard E. Sorensen 
retires in 2013.

The Executive MBA 
program graduates its 
first class in 2005.
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Four Virginia Tech alumni, BRIAN 
CALLAGHAN (PSYC ’93), TED 
HANSON (ACCT ’91), WIN SHERIDAN 
(PSCI ’94), and JEFF VEATCH (FIN 
’93), jointly pledged $5 million in 
support of the Apex Systems Center 
for Innovation and Entrepreneurship. 
Callaghan and Hanson live in 
Richmond, Virginia; Sheridan and 
Veatch live in Alexandria, Virginia.
 
CHARLES SCHWAB FOUNDATION,  
of San Francisco, on behalf of Charles 
Schwab Corporation, has provided a 
gift of $200,000 in support of the 
financial planning program and the 
Business Learning Community.

ROBERT H. DIGGES (BAD ’59), 
of McLean, Virginia, has provided 
$134,000 to the Robert H. Digges 
Professorship in Entrepreneurial 
Studies.

JAMES H. HATCH (MACCT ’72), 
of White Stone, Virginia, has given 
$110,000 to support various endow-
ments within the Department of Ac-
counting and Information Systems  
and the Pamplin College of Business.

JAKE ALLISON (ACCT ’85) and his 
wife, Pamela Allison, of Norfolk, 
Virginia, have pledged $100,000 to 
establish the Jake Allison Excellence 
Fund in Accounting and Information 
Systems.

ELECTRO-MECHANICAL 
CORPORATION, of Bristol, Virginia, 
has pledged $100,000 to establish 
the Francis L. Leonard Distinguished 
Speaker Series in Entrepreneurship.

ALTRIA GROUP, INC. of Richmond, 
Virginia, has contributed $97,475 
toward several Pamplin initiatives, 
including the LEAP program for 
incoming freshmen, the Business 
Diversity Center, the social media 
program, the Department of Business 
Information Technology, the PUMP 
program for student mentoring, the 
Business Leadership Center, the 
Student-managed Endowment for 
Educational Development (SEED), 
and Bond and Securities Investing by 
Students (BASIS).

DAVID CALHOUN (ACCT ’79), 
and his wife, Barbara Calhoun, of 
New Canaan, Connecticut, have 
given $62,000 to the David L. 
Calhoun Fund for Excellence in 
Accounting and Information Systems, 
providing unrestricted support to the 
department.

DEBORAH PETRINE (MGT ’78), and 
her husband, James Petrine (CE ’80), 
of Hardy, Virginia, provided a gift of 
$50,000 for college priorities.

FRANK W. WEBBER JR. (BAD ’64), 
and his wife, Mary L. Webber, of 
Midlothian, Virginia, have given 
$50,000 in support of the Apex 
Systems Center for Innovation and 
Entrepreneurship.

TRACY CASTLE-NEWMAN (FIN ’90), 
and her husband, Andrew Newman, of 
Westfield, New Jersey, have pledged a 
generous bequest, which will ultimate-
ly benefit the Department of Finance.

JANET L. POULSON (FIN ’83), of 
Richmond, Virginia, has designated a 
portion of her retirement account that 
will ultimately provide scholarship 
support for deserving students within 
Pamplin.
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Hospitality and tourism 
management assistant professor 
ZHENG (PHIL) XIANG, has 
been named as an Emerging 
Scholar and invited to attend 
the International Academy 
for the Study of Tourism’s 
Conference in Rhodes, Greece, 
in May to present his current 

and planned research.

Outstanding Dissertation
ANNE HAMBY, 
assistant professor of 
marketing at Hofstra 
University, explored 
the use of narratives 
as a platform for 
persuasion in her 
dissertation.

Doctoral Student Research
LINA HYELIN KIM, 
hospitality and tour-
ism management 
doctoral student, re-
searched quality of life 
and its relationship to 
tourism. Kim has had 
six papers published 
or accepted.

NANCY GARD MCGEHEE, 
professor and department 
head of hospitality and tourism 
management, has received 
a Fulbright Specialist grant. 
She will be spending part 
of the summer of 2015 at 
the University of Aveiro in 
Portugal, in the Department 

of Economics, Management, and Industrial 
Engineering. 

Four new members were 
appointed to the Pamplin 
Advisory Council. All Virginia 
Tech alumni, they are CECIL 
DOYLE, of Roanoke, Virginia; 
TODD ROWLEY, of McLean, 
Virginia; BOB LAM, of Oakton, 
Virginia; and KURT ZUCH, of 
Atlanta, Georgia. They will 
each serve a three-year term, 
ending on December 31, 2017.

STUART MEASE 
has been pro-
moted to executive 
director of student 
advancement and 
career services for 
Pamplin, and 
EMILY AFRICA has 
been promoted to associate director of recruitment. Their promo-
tions are part of the organizational restructuring of Undergraduate 
Programs to improve the student experience within Pamplin.  
GINA FRENCH, formerly assistant MBA director, has been promoted 
to director of college relations, a new position. French will work 
with internal and external groups on behalf of the Dean’s Office. 

College Service 
Business information 
technology and 
marketing senior 
ROHIT RAJENDRAN 
has served as the 
analytics/IT officer 
for PRISM (Pamplin 
Reinventing Social 
Media).

H.H. Mitchell  
Outstanding Leadership 

Finance senior 
ELIZABETH LAZOR is 
Student Government 
Association president 
and treasurer for the  
Class of 2015. She 
took part in the state-
wide “Save Our Slice” 
campaign.

Outstanding Pamplin Senior 
TIM DUFFY, 
a finance and 
accounting major 
who graduated in 
December, was 
named Virginia Tech 
Man of the Year in 
2014.

Graduate Student Teaching 
JITENDRA TAYAL, a 
doctoral student in 
finance, has taught 
three different upper-
level courses covering 
a wide range of topics. 
Tayal averaged 5.8 
(out of 6.0) on his 
student evaluations.

HONORS + AWARDS
NATIONAL

ON THE MOVE
NEW ADVISORY  
COUNCIL MEMBERS

Hospitality and tourism 
management professor 
MUZAFFER UYSAL was recipient 
of the Founders Award at the 
20th Annual Graduate Education 
and Graduate Student Research 
Conference in Hospitality and 
Tourism in Tampa, Florida. The 
award was established in honor 

of Pamplin alumnus Professor Kaye Chon, founder 
of the conference.

COLLEGE AWARDS: STUDENT

Cecil DoyleStuart Mease Emily Africa Gina French Todd Rowley

Bob Lam Kurt Zuch
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Research
SATTAR MANSI, 
finance professor, 
has published more 
than 25 articles in such 
top journals as Journal 
of Finance, Journal 
of Financial Economics, 
and Journal of Financial 
and Quantitative Analysis. 

According to the ISI Web of Science 
Citation Index database, his papers 
have been cited nearly 800 times. 

Excellence  
in International Research

Assistant professor of 
finance UGUR LEL has 
focused his research on 
corporate finance and 
international finance, 
with an emphasis on 
corporate governance. His 
research on international 
finance and business has 

resulted in papers published in the Journal 
of Financial Economics, Journal of Finance, 
Review of Financial Studies and Journal of 
Corporate Finance, among others.

MBA Faculty
A group of RAMAN 
KUMAR’S MBA students 
agreed to extend every 
session of their evening 
finance class late into the 
night “just so we could 
learn more during the 
semester. There are not 
many professors who can 

keep students on the edge of their seats 
and excited,” wrote one student. 

“His passion for teaching and subject 
matter produce a world-class learning envi-
ronment,” wrote another.

Excellence in Outreach
For the past four years, 
marketing professor 
ELOISE COUPEY has 
worked with the Women’s 
Resource Center of the 
New River Valley, first as 
a board member, then 
as president and now 
as past-president. She 

helped develop a strategic plan and devel-
oped processes for board recruitment and 
training. She also helped develop marketing 
communications and led board efforts in the 
WRC’s first major funding campaign.

Excellence in Diversity
Hospitality and tourism 
assistant professor 
KIMBERLY MATHE-SOULEK 
“has actively sought ways 
to both grow the research 
in diversity and HTM and 
to greatly enhance the 
awareness of sensitivity 
to diversity issues,” wrote 

department head Nancy McGehee.
Mathe-Soulek has published papers  

on diversity in the food and beverage indus-
try, specifically focusing on female leaders  
in quick-service restaurant chains. 

Excellence  
in International Programs

Marketing professor 
DAVID BRINBERG 
created and now directs 
two semester-long 
study abroad programs, 
one based in Lugano, 
Switzerland, and the other 
in Lugano and East Africa. 
Students in the spring 

program enroll in a total of 18 credit hours 
and are involved in a field practicum that 
is an internship-like experience with a non-
governmental organization. 

Outstanding Faculty  
in Doctoral Education

SUZANNE MURRMANN, 
professor of hospitality 
and tourism management, 
“has been a guiding force 
in our Ph.D. program,” 
wrote department head 
Nancy McGehee. She has 
served on or chaired more 
than 100 M.S. and Ph.D. 

graduate committees. She chaired 20 
Ph.D. students to completion.

Murrmann has also co-authored more 
than 40 articles with her Ph.D. students.

COLLEGE AWARDS: FACULTY

College Certificates  
of Teaching Excellence  
and Warren L. Holtzman  
Outstanding Educators 
JOHN EASTERWOOD, finance associate 
professor; RAJESH BAGCHI, marketing 
associate professor; BARBARA HOOPES, 
business information technology 
associate professor; RICK PARSONS, 
hospitality and tourism management 
associate professor; GREG JENKINS, 
accounting and information systems 
professor; RYAN ZIMMERMAN, 
management associate professor.

John Easterwood Rajesh Bagchi Barbara Hoopes

Rick Parsons Greg Jenkins Ryan Zimmerman

PEOPLE
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