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BusinessWeek
AUGUST 9, 2006 By Janie Ho

Attracting Gay MBAs
Subhead: Financial services firms are making more of an effort to recruit and keep gay
employees, and activist groups are helping smooth the way
Being a gay employee at the PricewaterhouseCoopers office in Tampa wasn't always easy for
Catheryn Sarno. Four years ago the senior associate, who wasn't open about her sexual orientation,
sat in the accounting firm's break room listening to caustic remarks made about other gay
colleagues. "There's no way I'm going to come out," she recalled thinking. She even considered
leaving the firm at one point.
Jennifer Krause, a senior manager at PwC, felt the same way at a another financial company where
she used to work. There, gay employees could not talk about their personal lives at work, she said,
fearing it would affect their career growth or sour relationships with big clients. "After going to a
few holiday parties alone, I realized I was not happy, and left," Krause says.
EMBRACING CHANGE.
For gay employees, the financial services world hasn't always been the most welcoming
environment. But the sector—once a stereotypically macho, white male environment—has been
changing. And those changes are being reflected not only in the workplace but on B-school
campuses.
Major companies like Deloitte, Deutsche Bank (DB ), JPMorgan Chase (JPM ), and Lehman
Brothers Holdings (LEH ), have been holding recruiting dinners at B-schools for gay students, and
more companies are sponsoring the 9th Annual Reaching Out MBA Conference for gay, lesbian,
bisexual, and transgendered (GLBT) students and recent grads. More than 300 GLBT MBA
students, 60 companies, and 300 professionals will attend this year's conference in New York this
October.
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Gay and lesbian student clubs have been picking up at B-schools as well. A 2002 study by Jason
Lorber, a gay Stanford MBA alumnus, found that 86% of leading business schools had gay student
groups, up from 50% in 1995. (see BusinessWeek.com, 8/5/04, "B-Schools Gain a Lavender
Tinge").
These clubs hope to create a supportive environment, provide social opportunities, and offer a
network for students, alumni, staff, and faculty. The groups also provide ways for students to
explore the roles and contributions of gays and lesbians in the business community, and act as
liaisons between the B-school gay community and other organizations within the schools.
Chris Schuster, an MBA candidate at NYU's Stern School of Business and a co-chair of the
upcoming Reaching Out conference, says she's had no apprehensions about being out in the
corporate world or at B-school. "This generation of MBA students has grown up with gay-straight
alliances in our high schools, and queer associations in our colleges. We're accustomed to being in
environments where we are accepted and our rights are honored."
So for this large demographic, it's not a question of "Is it ok to be gay in business?" but "At which
business can I be the most myself?" As a member of Stern's OutClass gay and lesbian group,
Schuster is enthusiastic about the more than 20 GLBT-targeted events per year, some of which take
place at recruiters' homes. OutClass members also talk to prospective Stern students who are most
concerned about what schools and companies will best allow them to be themselves.
Still, the shift in attitudes in the financial services sector hasn't been easy, as the industry strives to
dispel stereotypes of imposing conservative, cookie-cutter standards. "Wall Street has not had the
best reputation over the last 20 years with gay and lesbian diversity. Our challenge is convincing
people," says Arden Hoffman, co-head of the Gay & Lesbian Network at Goldman Sachs (GS )
investment bank.
REACHING OUT.
But given the hot job market for MBAs, the whole industry is battling for top talent (see
BusinessWeek.com, 5/30/06, "Puffed-Up Paychecks"). Companies are reaching out to minorities,
women returning from maternity leave, and other streams of talent. (see BusinessWeek.com,
5/11/06, "The Return of the MBA Mom"). In return, they're getting employees who bring new ways
of thinking to the organization. "What the GLBT community has always done is think outside the
box," says Sarno, who attributes some characteristics to different hurdles they have had to
overcome.
Plus, there are economic incentives. In 2006 the gay community reached an estimated buying
power of $641 billion, with 69% of gay people fiercely loyal to companies with progressive work
policies, according to the Human Rights Campaign, a gay rights advocacy organization. "If the
business world didn't reach out to the GLBT community, years from now the result would be
staggering—not only to the U.S. economy, but to the global economy," says PwC GLBT Strategy
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Leader Matt Milligan.
At PwC, the company has tackled the subject of gay employees in the workplace from the chief
executive office on down, with employee resource groups, appointment of diversity leaders,
networking circles, and a GLBT partners advisory board. "Our highest-performing people feel more
included," says PwC's Milligan, "and we can't achieve that with roughly 10 percent of the firm not
firing on all cylinders."
SUPPORT AND RESISTANCE.
Still, leading corporations will have to do more persuasion, both in their offices and on B-school
campuses. Even now, Krause says 90% of her gay friends are not out at their jobs, as most don't
work in an environment that makes them feel comfortable. One way to change that, says to Krause,
is to educate people on who gays are, and what value they bring to the workplace.
But educating comes with adversity, as the more companies press on the diversity issue, the more
people they are likely to irritate (see BusinessWeek.com, 4/17/06, "Companies in the Crossfire").
"There are hidden biases in everyone at every organization," says Milligan. "My job is to uncover
those and make sure they're not affecting people's work."
When Catheryn Sarno first came out, she recalls going to the human resources department to
discuss a hostility problem. Their reaction was more, "Oh I see why there was resistance there." But
Sarno is happy now with her position, after joining the GLBT circle started by Milligan. That not
only gave her support but also opened the culture for all employees at work.
Despite efforts to reach out, Krause still thinks companies are in the infancy stages of gay
awareness. But with larger outfits leading the way, she says, more are bound to follow.
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Business Schools

A Liberal Take on Hiring
By Janie Ho

April 25, 2006

Villanova graduate Dominique DuMouchel will never forget her first day of training at
JPMorgan Chase (JPM). In the summer of 2001, as the only new recruit from a
nonbusiness background, DuMouchel could not help but wonder, "Who is this person they
keep talking about...Alan Greenspan?" An English major, she had no idea who the thenchairman of the Federal Reserve was. Among her business savvy peers, she raised her hand
-- and asked. "It was unbelievable to see how many people could turn around and stare at
you all at once," says DuMouchel.
Despite a lengthy adjustment period, DuMouchel outlasted most of her colleagues and
stayed with the investment bank for more than three years. Now, as a recruiter herself, she
offers advice and weeds out students on behalf of Wilmington Finance, a subsidiary of the
major insurance corporation, AIG (AIG).
Like many liberal arts students, DuMouchel thought that her lack of business knowledge
would keep her from entering investment banking. To the contrary, recruiters seek the
depth and diversity that liberal arts grads bring to the heavily team-oriented business
world. They are trained to read critically and extract detail, which is key to being good
analysts. Business concepts can be taught. The ability to manipulate them cannot. Students
with good grades, networking skills, and strong alumni representation at big companies,
can outshine -- and outlast -- even the best business students. That's why they're a hot hire
in the corporate world these days.
DIVERSE BACKGROUNDS.
A key thing is that they can communicate, say employers. "Interpersonal and
communications skills, as well as a hunger for knowledge, are enormously important" says
Jonathan Jones, co-head of U.S. Campus Recruiting at the global investment bank,
Goldman Sachs, (GS). "None of these things necessarily have to do with a course that the
student is studying."
A significant proportion of Goldman Sachs hires come from schools that don't offer any
formal business, finance, or general management curriculum. Likewise, about 50% to 60%
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of the new class at Citigroup (C), the world's largest financial services company, also enters
the industry with no business background. (see BW Online, 10/10/05, "Star Search").
With this kind of interest, it's no wonder that liberal arts students want in on the business
world. At Yale, 26% of the graduating class of 2004 went into business or finance, that's
almost 10% more than education, the second-most sought after sector. And the school
doesn't even offer an undergraduate business program.
THE CASH FACTOR.
Sometimes students who aren't sure about what career is right for them look to current
trends for guidance. Recent reports show public accounting and consulting services firms
are offering the brightest outlook for new grads. (see BW Online, 3/21/06, "The Jobs Come
Looking For Grads").
Money is certainly a factor. With hefty loans and high costs of living, recent graduates find
the higher salaries of finance jobs appealing. Recent reports show financial services
employers offer an average starting salary of $43,974, with $52,318 from investment banks.
At Citigroup, the average starting salary for bachelor's degrees -- from any major -- is
$60,000. These figures squash the average salary, $30,828, of liberal arts majors.
Still, most experts agree that basing your choice of career on what jobs will be in demand is
not wise. Rather, students should study what they are truly passionate about because most
recruiters say good grades and schools are the key screening factors when deciding who to
hire.
BASIC TRAINING NEEDED.
But how successful can an English major be in business? Jones says that while new hires
with pre-knowledge clearly have an early advantage, differences disappear within a few
months after an effective training program. Over his 10 years in recruiting, he's found that
the ability to acquire knowledge is a better indicator of long-term success. A wealth of
senior executives at Goldman Sachs hold liberal arts degrees, including English major Hank
Paulson -- the company's CEO.
Recruiters across the board say that companies will teach the fundamentals. Patti Harley,
who oversees training for analysts and associates at Citigroup, says, "The way we train
people takes everybody's skillsets and gets them to an even playing field." Citigroup's five8

week training program consists of all basic accounting and finance concepts, along with
corporate finance and mergers and acquisitions modeling.
Psychology major Rachel Holt, took her 2005 degree from the top-ranked liberal arts
school, Amherst College, and became an associate at Bain & Company in New York City.
Holt says she enjoys her team-oriented, analytical work for clients ranging from large
Fortune 500 companies to tiny equity firms -- even if it wasn't always so simple. "I'm sure it
took me longer to do stuff in the first two weeks than it took other people," says Holt. "All
these terms take a bit of getting used to." Roughly half of Holt's training group at Bain did
not have a business background when starting. But six months into the job, the differences
were hardly noticeable, she says.
LOYAL LIBERALS.
What intimidates liberal arts majors is their lack of detailed knowledge about the
challenges in the business world. Nick Corcodolios at asktheheadhunter.com, says those
wanting to break the barrier need to study their areas in excruciating detail, and focus on
transferable skills such as problem solving and finishing tasks. They need to learn enough
to map their skills and market themselves as the best candidate for any position. It's the
same approach to writing an effective term paper or conducting an experiment. (see BW
Online, 3/30/06, "Job Seekers, Take Heart -- and Control").
Regardless of their penchant for reading Jane Austen novels or their desire to debate
Nietzsche philosophy, liberal arts students are as loyal to business employers as those with
undergraduate business degrees, employers say. Barry Salzberg, Managing Partner of
Deloitte & Touche, also finds no meaningful difference in turnover rates having come from
any one background.
An employee's understanding of the demands of the industry may be a better indicator of
success, he adds. Salzberg should know; his chief of staff was a psychology major. With the
business world evolving into the primary cultural force in our society, it will likely become
even more important to understand dollars and cents as well as Sense and Sensibility in the
future.
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Puffed-up paychecks
Average starting salary for newly minted MBAs: $92,000

By Janie Ho

updated 5/31/2006 5:40:43 PM ET

University of Chicago Graduate School of Business second-year student Alison Nickum is planning to
rest easy at her June graduation. With three job offers under her belt, she's taking on a position in Wal-
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Mart's corporate finance department this fall. And if she's like many other newly minted MBAs, she's
likely to be seeing a bigger paycheck than last year's.
With a strong job market, and in many cases, multiple job offers, new MBAs are finding strong bidding
for their services, with average salaries, according to one estimate, up more than 4 percent.
Chicago's career services department estimates that the median starting salary for the Class of 2006
will be around $95,000, which is not a bad payback for the $41,000-per-year education. Chicago grads
are not alone.
B-school students across the globe are signing for hefty packages, thanks to renewed employer
confidence in the economy. And experts say this trend should last well into the future.
Why MBA salaries are increasing is something the grads would understand — supply and demand.
While the number of MBA candidates has remained stable, companies have increased the number of
people they're hiring. "With higher demand comes an increase in the amount companies are willing to
pay," says David A. Wilson, president and CEO of the Graduate Management Admission Council, a
nonprofit education organization in McLean, Va.
GMAC, best known for administering the Graduate Management Admission Test, recently surveyed
more than 6,000 students at 147 business schools worldwide and found that the MBA continues to be a
solid value in the U.S. and abroad. MBA graduates in 2006 are commanding heftier salaries than their
counterparts did last year, with the average MBA earning a starting base salary of $92,360, up 4.2
percent from $88,626 in 2005, according to GMAC's 2006 Global MBA Graduate Survey.
MBAs also have more choice when it comes to their first job out of school. The survey also showed that
52 percent of business school graduates said they had received or accepted a job offer before
graduation, compared with 50 percent in 2005 and 42 percent in 2004. For example, University of
Virginia graduate Trevor Brown received two offers before commencement and had declined five finalround interviews.
Brown says that most of his peers have received multiple offers, and many were able to negotiate
substantial increases in compensation. "The job market was strong this year," he says. "I think many
firms found that overall compensation was higher than they initially expected as well." In addition to
the increase in job offers, signing bonuses are also on the upswing, with two-thirds of new MBAs who
were surveyed landing average bonuses of $17,603, up slightly from $17,428 in 2005.
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Although these numbers show how eager recruiters are to sway the right hires, observers should not
think this is a return to the heady days of the late '90s, when recruiters were offering all sorts of perks
to job candidates. Experts expect growth in both compensation and bonuses for MBAs in the coming
years, but companies are taking a cautious approach to this market trend. "We aren't seeing signing
bonuses that include a lease on a new BMW," says Wilson. But that is probably a good thing.
"Never again are we going to see the irrational exuberance of the dot-com era." Wilson says. "There was
nothing real about those salaries or the stock market in those years."
While GMAC has generally found that an MBA will increase a graduate's salary by 44 percent compared
with their jobs before entering B-school, the recent increases seen in the worldside survey show how
employers are valuing the MBA, Wilson says. "The MBA has really become a global currency," says
Wilson, who recently visited MBA programs around the globe. He adds that significant MBA players
will increasingly be coming from prominent programs in Europe, China, and India. It's a small, and
increasingly lucrative, world, after all.
Copyright © 2012 Bloomberg L.P. All rights reserved.
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Mission: Social Responsibility
A U.N. initiative to promote business ethics is readying a set
of principles. It could change the way B-schools operate
Janie Ho | April 5, 2007, 3:29 AM EDT

In July, 2000, the U.N. launched the U.N. Global Compact, an initiative to encourage
responsible business practices worldwide. The program developed principles for responsible
investment and now has more than 3,800 participants, including more than 2,900 businesses in
100 countries.
Recently, the Global Compact decided to expand its efforts to the academic community and is in
the process of developing a set of Principles for Responsible Business Education. In January,
Angel Cabrera, president of Arizona-based Thunderbird School of Global Management was
named senior adviser to the Global Compact and is heading the task force developing the
principles, which are to be presented at a meeting in Geneva in July.
Members developing the principles envision that business schools will reassert their commitment
to teaching business ethics and address issues of human rights, labor, environment, and
corruption.
Last month, Cabrera and Manuel Escudero, the head of global compact networks and academic
initiatives met at U.N. headquarters in New York to fine-tune the education initiatives. There,
they discussed the project with BusinessWeek.com reporter Janie Ho. Edited excerpts of the
conversation follow:
More than 150 academic organizations are already part of the Global
Compact, in places ranging from the U.S. to Nigeria. What role will they
play with the new principles?
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Cabrera: Lots of business schools want to be part of this movement with the Global Compact,
but when you read those Principles for Responsible Investment, it's meant for policing
companies. Business schools would have to be pretty creative to violate human rights issues,
child labor, or even environmental issues. Maybe some money issues.
It's to have a clear commitment to ensure that their graduates joining the ranks of companies
around the world understand that.
So B-schools would have to change their curriculum?
Escudero: Yes, exactly.
Cabrera: We want to make it clear: Your very mission as an educational institution must
ensure that business leaders understand their social responsibilities. You must be committed to
integrate that kind of thinking into your subjects—MBA, undergrad, research. You need to be
listening to the companies that you serve. Then you need to make this progress public. Just like
the companies do. If you're going to sign up with these principles, you need to publicize what
you do.
How many academic partners do you hope will sign on these new
principles, if adopted?
Escudero: We have participants from all over the world. It's not limited to those 150-plus
schools that are already involved with the Principles for Responsible Investment, aimed at
companies. We're aiming at a wider participation in the Principles for Responsible Management
Education. We're trying to create change throughout business schools all through the world.
Who else besides business schools are to follow these principles?
Cabrera: First we need to figure out who influences academic institutions, how we can ensure
that academic institutions do this. The U.N. can influence them by publishing this report.
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So you want accrediting bodies such as the Association to Advance
Collegiate Schools of Business (AACSB) to try to help instill these principles
or make this part of the accrediting requirements?
Cabrera: Ideally, we want to be co-conveners of this project. They have not agreed yet to
make this part of the accreditation. It may take a few years to agree to incorporate it into their
accrediting process.
Would cost be a factor such that smaller schools may not have the
resources to adhere to these principles?
Cabrera: Well, it could be. Some of those things are more a question of attitudes.
Escudero: I'd like to add that the U.N. does not work on our own.
We act as facilitators of this initiative, the same way that the Principles for Responsible
Investment have been facilitated by the U.N. Here, we are not only working with academic
partners, but also these big institutions. The AACSB, the European Foundation for Management
Development, and the Academy of Management have shown interest in exploring these
principles. This is who business schools respond to. They look at requirements on the list and if
they don't do it, they lose their accreditation.
Do media rankings have any role?
Cabrera: The influence of BusinessWeek, Financial Times, The Wall Street
Journalrankings have a huge impact on these guys. Suppose that in a couple of years these
publications require progress in ethics. It's already happening with the Aspen Institute and
Beyond Grey Pinstripes, which measures and ranks social responsibility practices of business
schools.
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What bureaucratic challenges, if any, are there in working with an
international organization like the U.N.? Would companies or business
schools see a big barrier to entry?
Escudero: What we are putting forward is not a model of excellence. We are talking about an
engagement model—the conviction to start a transformation. The process of becoming a
responsible business school takes time. So it's a model with no entry barriers. It only takes the
conviction and the commitment of the dean and the board to participate.
Cabrera: You do not have to pass an expensive test. You have to make a public commitment.
Many business schools will not take that step until they're ready to. But that's the role that the
U.N. will take. Schools might react against it initially, but when more schools, organizations,
and businesses sign up, we hope this basically becomes mainstream.

A lot of people say you can't teach ethics. How would you respond?
Cabrera: Until now, we have avoided the whole topic of business ethics. People say, you
cannot teach ethics, they are adults…. Well, the Aspen Institute ran a study measuring the values
and beliefs of business students before they started their MBA and after they finished. Their
beliefs changed dramatically.
Give me an example of how a company needs ethically trained business
students.
Cabrera: I had a lunch yesterday in Chicago with a CEO of a major corporation that produces
agricultural products throughout Latin America. They had an issue of child labor in Latin
America. They knew that their farmers were using children in the production and they did not
want to deal with this liability. Their solution was to quit.
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They turned to the business schools and said, "We've given them the tools as managers to do
complex international finance deals, marketing strategy. But we have not given them the skills to
figure out how to deal with a child labor problem."
Escudero: Even in finance, responsible behavior is not valued. They do not take into
consideration the conditions under which their business is generating. That's why this is not
about an ethics course or corporate social responsibility. It's a whole curriculum change in
operations, strategy, and marketing and so on. And that is only going to happen gradually.
Will it require many resources for these schools to invest in ethics?
Cabrera: It's not a question of putting more money into a school. It's a question of allocating
your current resources. Imagine that new cases can lean toward a more responsible way of
conducting business. It will take time. Also, even today a faculty member says to the dean, "I
want support to run a project in international marketing in China," and the dean says, "Fabulous,
we want to be in China." Everybody wants to be in China. But now say: "I'm going to do
research about violation of human rights by manufacturing companies in Southeast Asia." Now,
we're not sure about the value of that….
With these principles, if a professor applies for tenure, they would have to show how much
research they've done. Are you going to value this type of research as much as you value
traditional research? Are you going to require that they incorporate these things in their courses?
So it's a change in attitude and mind-set.
Are you looking to instill this at the undergraduate level as well? Far more
college students take business courses at that level.
Escudero: We are talking any academic institution involved in the education of future
mangers or current business leaders. We're talking undergraduate, postgraduate, executive
education, schools involved with public management, public administration, national relations,
law schools that are training corporate lawyers. Of course the core is the business schools.
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What is the consensus on opening business programs to international
scrutiny?
Cabrera: It's a pretty significant change for a school. In fact, some institutions won't even sign
it.
Escudero: That's why we're discussing the levels of participation. You don't need to have the
whole school or university participate. Even a department could be a participant. And we'll work
from there.
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Showtime at Cornell
In Rich Curtis' finance class, the spotlight is on the
students. Think "American Idol," with derivatives
Janie Ho
September 20, 2006, 12:00 AM EDT

BusinessWeek asked B-school undergrads to tell us about their favorite professors.
Here's an installment:
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Rich Curtis doesn't teach your average finance class. Walk into his large lecture hall at Cornell
University's Undergraduate Business Program filled with upperclassmen, and you'll hear highenergy music like OutKast's The Way You Move before each class begins. This fast dance music
serves to wake everyone up, and possibly tie into a topic Curtis will be covering that day.

Rich Curtis
Senior Lecturer
Cornell University Undergraduate Business Program
rtc3@cornell.edu
Bio
It's not easy to capture the attention of 260 20-year-olds recovering from their post-lunch torpor.
But somehow, as the clock strikes 2:55 on Tuesday and Thursday in Curtis' classroom, chatting
stops, cell phones are shut off, and pencils are poised.
After all, who would want to miss a show like this? Curtis, a West Coast swing dancer in his off
hours, spices up his tough four-credit course by playing movie clips and cartoons. He does magic
tricks, and even has competitions with prizes—think American Idol with derivatives.
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TRANSLATION SKILLS.
This time, the Rochester native himself is a winner, having recently been voted a favorite
professor by Cornell University students surveyed for BusinessWeek's 2006 undergraduate Bschool rankings. "He puts more time and effort into his course than any person I've ever seen,"
says junior Jared Beckerman, of AEM 324, the required finance class for most Applied
Economics & Management (AEM) majors. "He made a class that could have been dull and dry
very interesting and fun," Beckerman adds.
Curtis also directs an intensive seven-and-a-half-week summer business immersion for 15 to 28
non-business majors. And on top of that, he teaches many weekly sections which complement
lectures, in order to get to know students in a smaller setting.
Curtis spent three years teaching at Cornell's Johnson Graduate School of Management, where
he received his MBA in 1981. Working as a TA at the Johnson School, he discovered his love of
the profession. Finance teachers face the challenge of making difficult concepts understandable
to students with varying degrees of quantitative ability, Curtis says. "I turned out to be pretty
good at 'translating' finance to English, so that experience encouraged me to consider future
teaching opportunities," he adds.

GETTING TO KNOW THEM.
After a few years off, he returned to Cornell to teach undergraduates in the spring of 1999.
Since then, he has been a staple in the finance department. What students such as Kristen Mackie
value most about Curtis is his ability to keep it simple. "He made sure we understood everything
and laid it out in a clear manner," she says.
Like many good teachers, Curtis enjoys getting to know his students—and especially likes to see
the light go on when they finally grasp a topic. "Helping someone to understand a difficult
concept is very rewarding, especially if it requires a creative explanation," he says.
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But students say he's more than a good teacher of skills. By the end of the semester, Curtis
knows not only most of his students' names but also their home towns, high schools, career
goals, extracurricular activities, and interests. Getting to know as many students as possible is a
pretty high priority for Curtis. In return, he says, "students are more likely to be prepared in class
if they're not anonymous and think they're going to be called upon."
Some students say he has inspired them to pursue a different path. After learning to understand
financial news, corporate issues, and personal finance, a number of Curtis' students have gone
from being unenthused about finance to pursuing internships or full-time jobs in the field.

"PROACTIVE" TUTORING.
"His course gave me the confidence to pursue a career in finance, an option I wasn't convinced
about," says junior Lauren Elizabeth Lanni. Curtis had a similar influence on junior James
Kessler. "He was intense, but his thoroughness made finance easier to understand. His passion
for teaching made me want to do well even more than normal."
And make no mistake, Curtis does want his students to do well. "If someone has very weak
analytical skills, they will probably struggle in finance," he says. But only a small percentage of
Curtis' students fail. "If it's clear early on that a student may be in trouble, I've been proactive in
suggesting more TA visits or one-on-one tutoring, which I may be able to facilitate," he says. His
office door is usually open.
Curtis' AEM 324 class is definitely not easy. Students are responsible for 18 chapters of text,
Curtis' own course notes, a few cases, and 12 sets of weekly exercises. They also read Burton
Malkiel's A Random Walk Down Wall Street and are encouraged to work on Curtis' practice
problems, which are optional but highly recommended when preparing for exams.
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ENTERTAINMENT BREAKS.
This professor says he has just a few secrets to making his finance class stand out for students:
He tries to keep materials and presentations clear and accessible, to let students know what's
expected of them, and to make sure they find their evaluations fair. Curtis grades his students
based on just four exams, which he sweetens by handing out Hershey's Kisses.
He expects a lot—and usually gets it. Come test time, you'll see AEM students scattered in
libraries furiously studying his sacred notes and colorful problem packets, says Lanni. "There's a
certain satisfaction in performing well for a teacher like Professor Curtis. He pushes you to be
the best you can," she says.
Cornell junior Leah Weiss calls Curtis a fabulous lecturer whose passion is contagious. He
brings unusual approaches to mundane topics by incorporating videos, quotes, funny lists, or
mnemonic songs that summarize the day's lessons and help topics resonate with students. These
diversions give students "mental breaks," throughout the 75-minute-long lectures.

BACKGROUND KNOWLEDGE.
During his favorite "Forward & Futures Contracts" lesson, students end the lecture with the
famous trading scene from the movie Trading Places. Although many students have already
seen the movie, it was only after learning the material that they fully understood what was
happening at its climax.
In the 1983 comedy, actors Eddie Murphy and Dan Aykroyd use their trading smarts and insider
tips to swindle the up-to-no-good Duke Brothers. By capitalizing on the inside information they
obtained, Murphy and Aykroyd were able to profit from a large drop in the price of orange-juice
futures. Here, Curtis teaches his students to recognize and understand the nature of a futures
market—just as some realize futures of their own in Curtis' class.
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A Take on the Global Job Hunt
(Part of a weekly series interviewing heads of recruiting at leading
companies and career experts at b-schools)
Via Business Week, May 16, 2007
The head of the Instituto de Empresa career center talks about the European job market and how the Spanish school
helps students in the job search

Guillaume Delacour has been the director of the Career Management Center at Instituto de Empresa (IE Business
School) for more than three years. The Madrid-based school also has programs in Shanghai and Mexico. More than
300 full-time MBA students at IE have access to career assistance from representatives in New York, Latin America,
India, and China who know the local markets and help students and alumni get jobs in those countries.
In the first six months of the 13-month MBA program, students focus on finding a career path and learning how to
market themselves. In the second part of the year, from June to December, students search for jobs and contact
companies.
In 2006, the graduating class earned average starting salaries above $92,000 and signing bonuses topping $15,700.
Also, 96% of graduates had jobs three months after graduation. Delacour spoke to BusinessWeek.com

reporter Janie Ho and offered tips for those on the global job hunt.
See link at the top for their conversation.
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