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D
ean Robert J. Dolan missed the
moment itself, but what mattered
most was making it possible.

Dolan was en route to campus from
Detroit Metropolitan Airport, having
attended an alumni function in Boston the
night before, when he received the call
from Communications Director Cynthia
Shaw informing him that the Stephen M.
Ross School of Business had been ranked
number one in the annual Wall Street
Journal /Harris Interactive survey of
nearly 3,000 corporate recruiters.

He arrived at the Alessi Courtyard
just after the CNBC cameras departed,
having telecast the cheers, high-fives and
renditions of “The Victors” of a crowd of
about 150 that turned out for the live
announcement on the crisp, sunny morn-
ing of the last full day of summer.

Jonathan Soffin, MBA ’05 in market-
ing, one of the students interviewed by
CNBC correspondent Phil LeBeau, said
his mom called him twice while he was
on the air. “That was a little weird,” said
Soffin who is from Buffalo. “I could feel
the vibration on my leg.”

It was only the first of many good
vibrations rocking the school that day,
culminating in a late-afternoon celebration
under the portico, much as the number-
one ranking was the culmination of years
of visioning and hard work.

“To me, it’s an affirmation of our basic
strategy,” said Dolan. “Ten years ago, the
school started experimenting with action-
based learning. I came here from a case
method place, and when I saw what was
possible by complementing what students
learn in the classroom with practical
experience, I knew this would be a point
of differentiation. We’ll teach you analyt-
ical skills, but we’re also going to put you
in the field. This is what’s distinctive
about Michigan.”

The recruiters thought so too. “What

they said they love about Michigan is its
focus on practical experience,” said Wall
Street Journal reporter Ronald Alsop,
who reported the story. “At a time when
companies want their MBAs to be ready
to roll the first day on the job, Michigan
graduates can do that.”

“They’re living what they have to do,”
said Alan L. Cotrone, director of career
development and academic services.
“When the dean clarified our strategy, it
became very easy to tell both prospective
students and recruiters what we stood for
and what we’re all about. We made it
clear to recruiters what they’re getting.”

“Michigan MBAs do more than take
notes, they take action,” said Kristina L.
Nebel, who served as the school’s admis-
sions director from January 1999 until
this August, when she became director of
strategic planning and outreach for the
school’s Office of Admissions. “It all

comes down to action-based learning.
Incoming students know this is the kind of
program they’re after—they can co-create
their Michigan experience, including
reaching into cross-campus opportunities.”

Partnerships with other academic
units, especially the Corporate
Environmental Management Program
(CEMP) shared with the School of
Natural Resources and Environment,
also made a favorable impression on the
recruiters surveyed. “At a time when cor-
porate citizenship has become a hot topic,”

Alsop wrote, “Michigan is far
ahead of most of its rivals.”

Two other students inter-
viewed by the Journal and
CNBC, Kate Napolitan, MBA
’06, and Nick Cucinelli, MBA
’05, are both in CEMP. “There
was no better fit for me than
Michigan,” said Napolitan, of
Cleveland. “I worked for six
years before coming back to
school, mostly in environmental
compliance consulting, and I had
come to recognize that maybe
that wasn’t the best way to

make the sort of changes I was interested
in making in manufacturing settings.”

Cucinelli served seven years in the
U.S. Coast Guard, then founded a yacht
maintenance and delivery business before
returning to school. “The only way to
protect the marine environment that’s so
dear to me is to reduce our dependence
on petroleum products,” he said. His goal
is to get involved in start-ups focused on
renewable energy technology. “I wanted
to come to Michigan to get exposure to
the transportation and energy industries,
and I’m happy to say I’ve gotten just that.”

Cucinelli was on the air often as a fed-
eral on-scene coordinator for oil spills
and hazardous materials releases during
his Coast Guard days. “That led to a lot
of TV interviews,” he said. “This is the
first one that was really a whole lot of fun.”

Jeff Mortimer

#1-Ranked Ross School of Business
Rocks with Good Vibrations

Students cheer and the camera rolls as CNBC
correspondent Phil LeBeau announces The
Wall Street Journal / Harris Interactive survey
rankings. PHOTOS BY D.C. GOINGS 

Dean Robert J. Dolan, right, and students cele-
brate in a late-afternoon party under the portico.
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system is highly susceptible to ‘contagion’
among managers,” Davis wrote in Contexts.
“From who serves on boards of directors
to which bank underwrites new securities
issues and how financial analysts rate
them—personal connections were cen-
tral to inflating the financial bubble and
to its subsequent burst.”

Global Ties, 
Shared Ownership

The number of foreign firms listing on
the NASDAQ and the New York Stock
Exchange (NYSE) increased from about
170 to more than 750 during the 1990s—
raising the question of whether interlocking
boards are becoming a global phenomenon.

To investigate, Davis and doctoral stu-
dent Christopher Marquis studied 209
companies listed on the NASDAQ and
NYSE from the United Kingdom, France,
Germany, Japan, Chile and Israel. In a
paper written for The Economic Sociology
of Capitalism, they reported that few of
these firms shared directors with U.S.
companies or adopted U.S. governance
practices—although many emphasized
their American listing because it appealed
to investors and boosted share value. “U.S.-
listed firms may wear American fashions,”
Davis and Marquis wrote, “but they con-
tinue to speak in their native tongue.”

In a recent paper for the French jour-
nal Gerer et Comprendre, Davis and Mina
Yoo explored how corporate America is
increasingly interconnected through com-
mon ownership by institutional investors.
FMR Corporation, the parent company 
of the Fidelity mutual funds, owned 10
percent of 94 companies in 2001, compared
with 13 in 1990. The French financial
services conglomerate AXA held 10 per-
cent stakes in 35 U.S. companies in 2001,
followed by Wellington Management
Company at 26 and Capital Research 
& Management Inc. at 18.

Davis and Yoo found that institutions
with large stakes in multiple companies
generally don’t seek to influence the firms
in which they invest. The researchers
speculate that this “passive” ownership
style may occur, in part, because mutual
funds don’t want to jeopardize potential
contracts—to provide employee benefits
administration, for example—with the
companies in which they own large stakes.

Dave Wilkins

Redefining How 
We Think About 
and Develop Leadership

F
ifty percent of
all organiza-
tional-change

efforts fail. One 
reason for this diffi-
culty is change lead-
ership. Too often we
confuse leadership
with a title or 
position, such as
president or CEO,
and believe that authority is enough to
alter people and move organizations, says
Robert E. Quinn, the Margaret Elliott
Tracy Collegiate Professor of Business
Administration and professor of manage-
ment and organizations. 

In his book, Building the Bridge As You
Walk on It: A Guide for Leading Change
(Jossey-Bass, 2004), Quinn launches a study
on what he calls the normal state and the
fundamental state of leadership. Most
people spend the majority of their time in
the normal state. Although they claim they
are committed to change, they actually are
committed to remaining comfort-centered
(staying on the path of least resistance),
externally driven (complying with existing
social pressures), self-focused (egocentric)
and internally closed (neutralizing external
signals for change).  

When a person is forced to make deep
personal change, he or she has to move
forward without control. In effect, that
person has to learn to “build the bridge 
as he or she walks on it.” In the process,
people tend to move from the normal
state to a state in which they become
more results-centered, internally driven,
other-focused and externally open.

When people make the shift, they often
report they are more focused, feel increased
integrity, are more connected to others and
experience great increases in awareness
and learning. Quinn calls this condition
the fundamental state of leadership.

“Developing leaders is not about getting
them to imitate the thinking and behavior
of other people who have been successful,”
Quinn says. “It is about attracting people
to the decision of entering the unique
state from which their own great thinking
and great behaviors emanate.” 

Contact Quinn at requinn@umich.edu.

Most of Us 
Are Poor Judges 
of Our Own Abilities

M
ost of us
believe
we can

accurately gauge
how our personal
performance and
abilities stack up
against those of
our peers, but
research suggests
that we are, in
fact, poor judges of our own comparative
talents, reports Katherine Burson, assis-
tant professor of marketing.

Burson and colleagues from Duke
University and the University of Chicago
report that people at all skill levels are sub-
ject to similar degrees of inaccuracy and
bias in making interpersonal comparisons. 

These errors in judgment are tied to
perceptions about the difficulty of an
assigned task. When the task seems hard,
top achievers underestimate their stand-
ings relative to their peers, resulting in
less accurate predictions. When a task
appears too easy, poor performers over-
estimate their relative standings, making
their predictions less accurate. 

“Overestimates of relative ability can
lead to frustration, loss and even physical
harm, as in the case of beginning skiers
who attempt to ski advanced trails,”
Burson says. “On the other hand, there
also are significant domains in life where
relative ability may be underestimated, so
people fail to participate when they would
have succeeded.”

Burson and her colleagues conducted a
series of 10 tasks involving quizzes, trivia
and word games to investigate the cogni-
tive processes underlying judgments of
relative standing. Test results revealed that
skilled and unskilled participants were
inaccurate in estimating their relative
performance. However, exactly who
appeared to be more or less accurate
depended on the difficulty of the task
because the perceived difficulty affected
estimates of relative ability, but not actual
ability. 

The researchers found that estimating
one’s performance standing is difficult
regardless of skill level. 

Contact Burson at kburson@umich.edu.
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M
ost of us reach for a
beverage because of
the drink itself, not

the bottle cap that seals it.
But it’s no small concern to

Sandra Beach Lin, MBA ’82,
president of Alcoa Closure
Systems International. “Our
job is to provide an easy-to-use,
tamper-evident closure, with
maximum eye appeal,” she
states. “As a result of our work,
consumers benefit in ways they
may not be fully aware of:
fresher, better-tasting products;
resealable bottles; lowered
packaging costs; product
integrity and ease of opening. 

“We lead the beverage mar-
ket by continuously improving
key performance needs that
most soft drink consumers
happily take for granted.”

Alcoa produces more than
70 billion closures a year world-
wide, from push-pull spouts of
sports drinks to peanut butter
lids. Coca-Cola and Pepsi are
her biggest customers. 

Under her leadership, the
company operates 29 manu-
facturing plants in 20 countries
and is constantly improving
its nearly 60 varieties of clo-
sures. “Packaging is a rapidly
changing, competitive market-

place,” she observes. “What’s
exciting is creating new prod-
ucts, entering new geographies
and exceeding customer
expectations.”

Lin discovered her love of
business as a teenager in Junior
Achievement. On scholarship
at the University of Toledo,
she interned four years with
the Dana Corporation, which
exposed her to every area from
accounting to production. She
was immediately accepted at
Michigan, where she found
mentors and enduring friend-
ships.

She joined the sales force at
American Cyanamid, quickly
absorbing the technology of
tire adhesion chemicals and
holding her own in the male-
dominated automotive arena.
Working from home, making
cold calls and growing the
customer base over a five-state
territory increased her self-
reliance and ability to build
customer relationships.

“Establish credibility, earn
their trust.” This became her
first objective in every position
that followed. Soon she was
responsible for marketing
eight lines of chemicals, from
aerospace to cosmetics, out-
side the U.S. Two years later,
she moved into international
marketing of medical devices. 

“I toured tire factories in
Italy and watched airplane
sub-assemblies being built in
Japan. Then when I shifted 
to medical products, I saw
surgeries being performed in

Spain and Hong Kong,” she
marvels. “It opened the world
to me.”

Lin scaled back somewhat
during 1990-93 after her two
daughters were born, and 
she and her husband Patrick
began building their dream
house. Then Allied Signal
(now Honeywell) offered 
her the chance to head up its
new specialty wax business in
Asia. The family was off to
Singapore. “I have often been
placed in a first-time position,
building an operation from
scratch,” she reflects. “Again,
it comes down to the need to
establish credibility and earn
trust as quickly as possible.”

And she continued, through
several more management
transitions, including presi-
dent of Bendix Commercial
Vehicle Systems, leading to
joining Alcoa in 2002. From
truck brakes to bottle caps,
Lin focuses on three areas:
strategic planning, year-to-
year operations and develop-
ing her team — as individuals
and as talent for the Alcoa
pipeline. She is particularly
committed to mentoring
women through such organi-
zations as the Committee of 200
and Women Unlimited. She
also is active on the Business
School’s Women’s Leadership
Council and the Tauber Manu-
facturing Institute board.

Each venue creates new
networks. Recently, Lin was
among the Alcoa leaders
instrumental in combining
funds from the Committee 
of 200 and Alcoa Foundation
to sponsor a Girl Scout pro-
gram: From Badge to Busi-
ness. Piloted in Chicago, it is
expanding to several other
cities. “The goal is to teach
girls what I learned at an
early age,” she concludes.
“Business is an outstanding
career choice for women.”

Pat Materka
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“I have often been placed in

a first-time position, building

an operation from scratch,”

she reflects. “Again, it comes

down to the need to establish

credibility and earn trust as

quickly as possible.”
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Putting More 
Pop in Tops
SANDRA BEACH LIN, MBA ’82

JOHN WHEELER
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I
n 1999, the Chicago Aca-
demy of Sciences moved
its native prairie flora and

fauna to a sunny new building,
and thus the Peggy Notebaert
Nature Museum was born. 

Board members soon real-
ized the museum, devoted 
to environmental education,
must update its exhibits to
provide visitors a more mem-
orable, hands-on experience.
They hired Joseph E. Shacter,
BBA ’82, as president and
CEO to do the job.

Shacter had managed major
exhibits at Chicago’s Museum
of Science and Industry. He
also brought a strong business
background, including a BBA
from the Michigan Business
School and an MBA from
Northwestern University.
Board members were attracted
by his business knowledge and
familiarity with nonprofits — 
a sought-after combination in
museum management.

“Traditionally, museums
were run by curators who
would become museum man-
agers,” Shacter says. In the
last two decades, however,
running a museum has
become more akin to running
a business. Increasingly, “not-
for-profit institutions are
expected to bring in their
own revenue,” from admis-
sions, facility rentals, stores
and cafes, Shacter explains.

Shacter has spent most of
his career working for non-
profit organizations. After
graduating from Michigan,

he spent three years as associ-
ate director at a boys summer
camp in Wisconsin. At North-
western, he earned a master’s
degree in journalism along
with an MBA, with an eye
toward becoming a business
reporter. After working for the
CBS affiliate in Little Rock,
Arkansas, Shacter returned to
his native Chicago to manage
large exhibits at the Museum
of Science and Industry,
including the Titanic exhibit.

To enhance the visitor
experience at the Nature
Museum, Shacter and his staff
began by defining the muse-
um’s role. “It goes back to
Marketing 101. What’s the
niche, where’s the need and
how are we fulfilling that
need?” he says. By focusing
on environmental education
and encouraging urbanites to
reconnect to the natural world,
the Peggy Notebaert Nature
Museum occupies a special
space in Chicago’s rich cultur-
al repertoire. Its butterfly
sanctuary—an airy atrium
where dozens of varieties of
butterflies flit around and
land on visitors—also offers a
respite from midwestern win-
ters for visitors, who number
almost 200,000 annually.

By this October, the museum
will have redone five permanent
exhibits to include more live
animals and make the exhibits
more interactive: the butterfly
sanctuary, an exhibit on how
rivers work, a midwestern
wetlands gallery, a “hands-

To enhance the visitor experi-

ence at the Nature Museum,

Shacter and his staff began by

defining the museum’s role.

“It goes back to Marketing

101. What’s the niche,

where’s the need and how

are we fulfilling that need?”
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premiere of Animal Grossology.
Last year, the museum

mounted an exhibit that grew
out of Chicago Metropolis
2020, a nonprofit organization
created to offer ideas for man-
aging future population growth
in the Chicago area while
limiting urban sprawl. The
exhibit showcased the projected
consequences of current life-
styles on the Windy City,
including longer commutes and
the loss of 500 square miles 
of open land to development. 

Shacter also is excited about
the “greening” of the museum’s
building, which began this
spring. Rooftop plantings,
climbing native vines and a
limestone wall that resembles
ravine walls in Illinois will
mirror the museum’s mission
and brand identity: an oasis
where native flowers flourish
and butterflies alight on visi-
tors’ shoulders.

Mary Jean Babic

on” habitat that features a
two-story tree house, and a
two-story home inside the
museum that models environ-
mentally friendly behaviors
and introduces visitors to the
animals that share our homes.  

The museum also hosts
temporary exhibits. Grossology:
The (Impolite) Science of the
Human Body was one of 
the most popular. Exploring
every imaginable bodily func-
tion, the exhibit included a
large-scale replica of human
skin, a burp machine and a
vomit center. This fall, the
museum will host the world

JOHN WHEELER

Connecting
Urbanites 
with Nature
JOSEPH E. SHACTER, BBA ’82



Your Business School
classmates want to
hear from you!

Please take the time to
respond in one of these fast
and easy ways:

MAIL Fill out all or part of
the forms on the previous
two pages and mail in the
envelope included in this
magazine.

FAX You can also fax the
forms to 734.646.2401.

E-MAIL Our address is
Dividend@bus.umich.edu.

There are better ways
to stay in touch!



OnaRoll I
n addition to being the top
business school in the nation
according to the 2005 Wall

Street Journal / Harris Interactive
survey, the Stephen M. Ross
School of Business rates highly
among companies hiring minori-
ties (No. 1), providing women job

701 Tappan Street
Ann Arbor, Michigan 48109-1234

candidates (No. 7) and in such aca-
demic specialties as marketing
(No. 2), operations management
(No. 4), corporate strategy (No. 7)
and accounting (No. 9).

Journal reporter Ron Alsop sum-
med it up: “Michigan is on a roll.”

D.C. GOINGS

ON THE COVER: Stephen M. Ross met with BBA 
students, left to right, James Kempa, Christine Hayes,
Nathan Suh, Amy Borer, Juli Gilliam, Ikedichi
Nwankwo and Nancy Stano on September 9.
Photograph by Steve Kuzma
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