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Warm Up With Seidman 

 Many thanks to all who 
participated in the Warm 
Up With Seidman pro-
gram administered by the 
Graduate Student Advi-
sory Board.  Board mem-
ber Laura V’Dovick re-
ported that $245 was col-
lected at the DeVos Cam-
pus.  DTE Energy 
matched the amount col-
lected bringing the total to 
$490.  This amount will 
help less fortunate indi-
viduals and families pay 
their utility bills.    
Ms. V’Dovick also reported 
that 5 large bags of coats 
and other winter clothing 
were collected and donated 
to the Salvation Army.  The 
Graduate Student Advisory 
Board appreciates the ef-
forts made by those partici-
pating to serve those in 
need. 
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Inside this issue: 

Grand Valley State 
University Seidman 
College of Business 
has a number of well-
known and gifted fac-
ulty mem-
bers.  Graduate Stu-
dent Advisory Board 
President Andrew 
Miedema spoke with 
Marketing Professor 
Bennett Rudolph 
about his career at 
Seidman.  Professor 
Rudolph is a student 
favorite and has many 
interests beyond the 
field of marketing.  

GSAB:  Where did 
you earn your under-
graduate, graduate, 
and doctorate degrees 
and in what areas?  

Professor Ru-
dolph:  My under-
graduate degree is 
from Roosevelt Uni-
versity in Chicago. My 
major was marketing 
and my minor was in 
the very much-related 
field of advertis-
ing.  Roosevelt is an 
urban commuter insti-
tution, and I did my 
undergraduate work 
while employed in 
sales and sales man-

agement at a  
Chicago chemical 
company.  Both 
my master’s     
degree and my 
Ph.D. are from 
the University of 
Illinois at Ur-
bana-
Champaign.  My 
graduate work 
was in marketing 
with minors in 
economics,         
finance, and   
communica-
tions.     

GSAB:  Why did 
you choose your 
field?  What areas of 
your field interest you 
the most and why?  

Professor Ru-
dolph:  The primary 
reason I chose mar-
keting was that I was 
already working in 
sales when I selected 
my major.  Addition-
ally, I have always 
thought of myself 
more as a people per-
son than a “things” 
person.  I am clearly 
more of an extrovert 
than an introvert. I 
believe that human 
beings are the most 
interesting feature of 

existence on 
earth.  Marketing is 
buccaneering in hu-
man psychology, soci-
ology, and anthropol-
ogy.  Consumer be-
havior is a subset of 
human behav-
ior.  How can it not be 
interesting?  

GSAB:  What do you 
enjoy about teaching 
at Seidman?  
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Professor Rudolph:  Acade-
mia is a highly regulated 
guild.  Although professors talk 
a lot about critical thinking 
and innovation, most academ-
ics have had their creativity 
beaten out of them by the time 
they are allowed to appear in 
front of a class.  That was not 
true for me at Seidman.  I 
imagine it had a lot to do with 
the fact that Seidman was 
founded the very year that I 
came.  I was the first market-
ing professor here, so nobody 
could tell me that my methods 
were not orthodox and demand 
that I conform to their teaching 
philosophy.  It was a great 
blessing to me in that by the 
time Seidman got more struc-
tured, standardized, and regu-
lated, I was already tenured.    

GSAB:  How long have you 
been at Seidman and what con-
vinced you to teach here?  

Professor Rudolph:  I have 
been here nearly thirty-three 
years, having started when 
Seidman was founded in Au-
gust 1973.  I came here be-
cause it was an opportunity to 
start a business program from 
scratch.  That was a rare op-
portunity for a relatively young 
person.  Furthermore, I must 
admit that location had a lot to 
do with it.  I have always con-
sidered myself to be a Chica-
goan.  I am just visiting Grand 
Rapids, although I do admit 
that it has been an extended 
visit. When I came I envisioned 
Grand Rapids to be almost like 
a far suburb, just past the end 

of the CTA el line.  I could not 
have been more wrong.  Instead 
of commuting to Chicago every 
weekend as I originally envi-
sioned, I now find that I go home 
just a few times a year.  It is 
amazing how much kids and pets 
change your life.    

GSAB:  What advice would you 
give students upon graduation?  

Professor Rudolph:  Learn 
how to market yourself as a per-
son.  Knowledge and intelligence 
are often overlooked if the person 
does not know how to network 
themselves.  Hard work is a mat-
ter of opinion and only exists in 
your own head.  It cannot be ex-
ternally measured. What really 
counts is what the few key people 
who can be of assistance to you 
believe about you and whether 
these key people think you can 
help them advance their own 
goals and agendas. You have to 
show them what is in it for them 
if you want to receive their assis-
tance and backing.  Don’t be 
afraid or ashamed of sucking 
up.  That is how the world works 
unless you are already very 
wealthy and do not need any-
one’s assistance.   

GSAB:  Please recommend a 
book for graduate students and 
share why you recommend it.  

Professor Rudolph:  The most 
important business book of the 
year is The World is Flat by Tho-
mas L. Friedman.  I use it in sev-
eral of my classes. It is an intui-
tively interesting and important 
book.    

GSAB:  What do you enjoy in 

your free time?  
Professor Rudolph:  My prob-
lem is that I have too many inter-
ests, many of them rather expen-
sive.  Gourmet food and drink, 
adventure travel, reading, films, 
and theater all take a fair amount 
of my limited free time and 
money.  While those things are 
time consuming and expensive, 
my most time consuming inter-
ests include my wife, kids, new 
grandchild, and pets.  On the 
other hand, I have always de-
tested sports, and I still wonder 
why so many people care so pas-
sionately about athletics.  It is 
one aspect of human behavior I 
have never understood, so please 
don’t bother telling me the latest 
scores.   
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SEIDMAN HONORS  

The following graduate stu-
dents were recognized for ex-
cellence in leadership, service 
and academics at the annual 
Seidman Recognition Dinner 
held at the Eberhard Center on 
Thursday March 30:   

Pete Walenta, Outstanding 
MBA Graduate 

Rachel VanEnk, Outstanding 
MST Graduate 

Pam Bogus, Outstanding MSA 
Graduate 

Andrew Miedema, Outstanding 
Service 

Congratulations to Pete, Rachel, 
Pam and Andrew! 



 

 

 

 

 

 

                               Message from the Dean 

“Sustainable Business and the Seidman College”   

In answer to the first, rather obvious, question, I submit that “Sustainable Business” is business that meets the stake-
holder (not simply “shareholder”) needs of the present without compromising the business’s or the stakeholders’ future 
needs.  This notion would be reflected in a concurrent business focus on the “triple bottom-line”: Economic Prosperity; 
Environmental Quality; and Social Equity.  In other words, sustainability focuses on understanding the interconnections 
of economy, society, and environment and the importance of equitable distribution of resources and opportunities. 

On October 26, 2005 Grand Valley State University published its first sustainability report, as a highlight to its first 
“Sustainability Day.”  It is not by happenstance that this occurred at Grand Valley at this time.  Indeed, the entire West 
Michigan community is embracing sustainability precepts and principles  more fervently than most other communities in 
the Nation.  The City of Grand Rapids announced its sustainability initiative at the beginning of 2005, and then pro-
ceeded to form an alliance with Grand Valley, Aquinas, the Grand Rapids Community College, and the Grand Rapids 
Public School System to implement and support the adoption of sustainability strategies and outcomes.  Moreover, in 
response to the City’s challenge, a growing number of area businesses have committed to embracing sustainability princi-
ples in the conduct of their businesses.  To-date, 70 organizations have endorsed the Community Sustainability Partner-
ship, embracing sustainability principles on a “best-efforts” basis.  A number of these business and trade organizations 
and alliances are banding together to develop and share sustainability best practices. 

The growing importance of sustainable business principles manifests itself in a number of other ways.  Of course, for a 
number of years, investors have been able to direct their investments to environmentally and socially responsible compa-
nies, usually along the dimension of product, rather than on processes, practices, and business culture. The focus is 
changing, however.  Beginning in 1999, Dow Jones reports its Dow Jones Sustainability Index of Companies, which fo-
cuses on sustainability strategies, practices, and business culture, as well as financial results. In addition, the LOHAS 
market (Lifestyles of Health & Sustainability), of which many persons remain unaware, represents an approximate $230 
billion marketplace for goods and services designed to appeal to persons interested in health and sustainability.  Finally, 
“Beyond Grey Pinstripes” is a biennial survey that ranks innovative, full-time MBA programs and faculty that lead the 
way in integrating issues of social and environmental stewardship into business school curricula and research. 

Of course, as a premiere College of Business, Seidman must play a role in educating students, the business community, 
and the public-at-large regarding sustainable business precepts and principles.  That includes, of course, practical, re-
search-based analyses of sustainability principles and practices.  I am pleased to report that the Seidman College of Busi-
ness already makes significant contributions to students’ developing the skills, competencies, techniques, and tactics re-
quired to develop and implement appropriate sustainable business processes, practices, and business culture.  Indeed, 
Seidman reports more than 100 existing business courses that include sustainability subject matter, tools, or techniques. 

For many years a number of Seidman faculty members have been in the vanguard of persons trumpeting the importance 
of sustainability principles for effective business.  That group of faculty members, combined with voices from the Dean’s 
Advisory Board of business leaders, the University’s Director of Sustainability, national and international businesses, 
and our own Graduate Student Advisory Board, are working to determine Seidman’s other responses and methodologies 
to address this very important area.  Ideas are floating, including the following: (1) promoting the development of a sus-
tainability “theme” for undergraduate students; (2) promoting the development of a sustainability “vision” for the MBA 
program; (3) developing a certification program for students, to supplement individual majors; (4) developing additional 
courses and curricula, addressing sustainability subject matter; (5) serving as a source of business sustainability infor-
mation (via the Internet); (6) capitalizing on the University’s forays into alternative and renewable energy sources (via 
its Michigan Alternative and Renewable Energy Center (i.e., MAREC)), by promoting and supporting business develop-
ment in the areas; and (7) collaborating with the College of Liberal Arts & Sciences (CLAS) Annis Water Resources Insti-
tute.  We invite your suggestions, recommendations, and points-of-view. 

Given our Mission and Core Values, “Sustainable Business” is a natural progression and point of view for the Seidman 
College. 

Thank you. 
H. James Williams, Dean  
Seidman College of Business 
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Graduate Study Abroad Programs  
 

Study abroad programs offer students the ability to earn credit, gain a unique international experience, and build 
their resume to be more competitive in the job market.  Grand Valley Seidman College of Business offers masters 
students the option to study in France for two weeks or to join one of the approved programs through International 
Study Abroad, Council International Education Exchange, and Cultural Experiences Abroad.    

The Grenoble program is a two week study abroad course at one of France’s “Top Ten Business Schools.”  Grenoble 
is located in southeast France, nestled in the French Alps.  More information can be found on the Seidman website 
under the graduate study abroad opportunities.    

If the Grenoble course is not what you are looking for, there are many other graduate programs approved by Grand 
Valley.  To find an alternative study abroad program you can visit the Council of International Education Exchange 
(CIEE) at www.ciee.org, International Studies Abroad (ISA) at www.studiesabroad.com, or Cultural Experiences 
Abroad (CEA) at www.gowithcea.com.  Also, you can visit the study abroad resource room in 130 Lake Ontario Hall to 
explore all of your options.  
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      The table shows which degrees are in demand this graduating season for both the Bachelor’s and Master’s 
levels.  NACE also reported that employers continue to target MBAs as they did in 2004-05. In fact, MBAs top 
the list this year, and over half of respondents, 51.2 percent who said they'd be hiring master's degree candidates, 
will hire MBAs.  
      Now let’s bring things a little closer to home.  According to Michigan’s Department of Labor and Economic 
Growth, the seasonally adjusted unemployment rate for Michigan through February 2006 is 6.6%.  At the same 
point in 2005 unemployment was at 7.0%, a small improvement but still considerably higher than the national 
rate of 4.8%.  
      Here in GVSU and Seidman’s West Michigan home, the outlook is better than the state average.  The unem-
ployment rate of the Grand Rapids area is currently 5.6%, and the Holland area is at 5.1%, with the entire area 
showing a considerable improvement over last year’s numbers.  
      Whether you’re looking for employment in West Michigan or elsewhere in the country, it is clear that oppor-
tunities exist.  Your hard-earned Seidman education is sure to help you make the most of those opportunities. 

      EMPLOYMENT OUTLOOK  

      These days it seems like every time you turn on the evening news someone is talking about jobs.  Some-
times the outlook is positive, sometimes negative--it seems to depend upon the agenda of the speaker.  While 
these reports may be good for ratings, they don’t do much to help those of us already in, or about to enter, the 
work force with our fresh new Seidman education.  In this article we will attempt to lay out the facts so you 
can make your own assessment. 

     More than nine out of ten employers polled in a national survey, performed annually by the National Asso-
ciation of Colleges and Employers, describe the job market as good, very good, or excellent. Public account-
ing firms and consulting services firms reported the brightest outlook for new grads.  Engineering/surveying 
firms, building materials and construction firms, and financial services companies also predict that they'll be 
hiring 
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Master's degree 
M.B.A.                                                                                    
Electrical Engineering                                                       
Mechanical Engineering                                                          
Accounting                                                                          
Computer Engineering 

                           Source: Jobweb.com 

Bachelor's degree 
Mechanical Engineering 
Electrical engineering 
Accounting 
Business administration/ management 
Economics/finance 
Computer science 
Information sciences and systems 
Marketing/marketing management 
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The graduate programs at GVSU include a di-
verse population of students from all back-
grounds and many countries.  Many opportuni-
ties to learn about and from each other are 
passed up due to our busy schedules – both in 
and out of school.  Pamela Stephens of The 
Graduate Student Advisory Board had an oppor-
tunity to talk with Ben Orange, a Grand Rapids 
resident, about his experiences at GVSU: 

GSAB:  What program are you in and what is 
your emphasis, if any? 

Ben Orange: I am currently enrolled in the 
MBA program with an emphasis in manage-
ment.  

GSAB:  How far along are you in the program?  

Ben Orange: I have completed 15 of the 33 re-
quired credit hours.  

GSAB:  What was your undergraduate degree?  

Ben Orange: I graduated with BA in Business/
Communications.  

GSAB:  What led you to choose GVSU?  

Ben Orange: GVSU is local, conveniently lo-
cated, and has a great downtown facility. 

GSAB: What classes have you taken that you 
would recommend to other students, and why? 

Ben Orange: I have only taken the majority of 
the "core" courses and have not delved into the 
electives realm. However, of the classes I have 
taken, I would recommend Marketing 651 as it 
will facilitate an entrepreneurial perspective. 

GSAB:  What do you plan to do with your degree 
upon graduation? 

Ben Orange: I hope my business degree will 

eventually lead to an executive position with my 
company in the airline industry. However, I 
have had some entrepreneurial inclinations and 
could see myself operating my own business us-
ing the MBA program knowledge as a firm foun-
dation. 

GSAB:  Do you recommend any books and/or 
movies to other grad students who may need a 
break from their regular class reading? 

Ben Orange: One of my favorite books is the 
DaVinci Code. It keeps you on the edge of your 
seat and, while fiction, really offers a different 
perspective on accepted thought of the last 2000 
years. The movie is coming out in May and 
should be a great show. 

  

HERE AT HOME -- BEN ORANGE, MBA CANDIDATE  

 

Name the Seidman Graduate Newsletter 

 The first issue of the Seidman Graduate Newslet-
ter was launched in February of this year.  Its 
purpose is to provide information with respect to 
graduate programs as well as available opportu-
nities for graduate students.  In addition, we in-
clude a message from our Dean together with pro-
files of faculty and fellow graduate students.  
 

The Seidman Graduate Newsletter is not yet 
named.  We welcome participation from all gradu-
ate students and are asking for your input to select 
an appropriate name for the Seidman Gradu-
ate  Newsletter to begin with the September is-
sue.  Please submit suggestions for a name to 
Claudia Bajema at bajemac@gvsu.edu.   The 
Graduate Student Advisory Board is looking for-
ward  to your response. 



 
 
 
 
 
 

 

Grand Valley Calendar – Dates to Remember 
(Watch the “Graduate Business Info Center” on 
your Blackboard for updates) 
  

Winter Semester 2006  

Classes end       April 22 

Examinations       April 24-29 

Commencement (followed by reception at the 
B.O.B) April 29 

Grades to students      May 4  
  

Spring/Summer Semester 2006  

Registration for Spring/Summer March 13- June 23 

Classes begin first 6-week session and 12-week ses-
sion May 8 

Breakfast Program (Birgit Klohs, speaker)   May 16 

Memorial Day recess      May 29 

Classes end first 6-week session    June 19 

Examinations first 6-week session    June 20-21 

Classes begin second 6-week session    June 26 

Independence Day recess     July 4 

Classes end second 6-week session and 12-week 
session August 4 

Examinations second 6-week session and 12-week 
session August 7-8 

Session Ends       August 8  

Fall Semester 2006  

Registration       March 13 - Aug 25 

 

 

 

 

 

Convocation       August 25 

New Graduate Student Orientation    August 23 

Classes begin       August 28 

Labor Day recess      September 3-5 

Thanksgiving Day recess     November 22-26 

Classes End       December 9 

Commencement      December 9 

Examinations       December 11-16 

Semester Ends       December 16 

 Grade reports to students     December 21 
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SPRING/SUMMER 2006_____________________________________________________________________ 

FALL 2006___________________________________________________________________________________      

                
WINTER 2007________________________________________________________________________________ 

 

Accounting       
  ACC 511 Financial/Managerial Accounting Concepts   BUS 681 Strategy   
  ACC 609 Individual Income Taxation & Research   BUS 698 Washington Program   
  ACC 611 Contemporary Managerial Accounting Economics     
  ACC 613 Financial Statement Analysis   ECO 542 Economic Reasoning   
  ACC 614 Auditing   ECO 641 Economics & Strategy   
  ACC 615 Entity Taxation Finance     
  ACC 616 Financial Accounting Systems   FIN 522 Finance Principles    
  ACC 617 International Accounting   FIN 621 Financial Policy for Managers   
  ACC 620 Accounting Theory   FIN 680 Wealth Management   
  ACC 622 Tax Research & Writing Management     
  ACC 639 Federal Tax Practice + Procedure   MGT 510 Principles of Management Information Systems   
  ACC 641 Advanced Estate, Gift + Trust   MGT 561 Production Operations   

Business     MGT 632 Contemporary Communications for Managers   
  BUS 531 Legal Environment  MGT 661 Operations Management   
  BUS 610 Management Info Systems & Org Processes Marketing   
  BUS 631 Leadership & Organizational Dynamics   MKT 551 Marketing Management: Principles/Institutions   
  BUS 671 Global Competitiveness   MKT 651 Marketing Management   

Accounting   Economics   
  ACC 511 Financial/Managerial Accounting Concepts   ECO 542 Economic Reasoning 
  ACC 610 Intermediate Financial Accounting   ECO 641 Economics & Strategy 
  ACC 611 Contemporary Managerial Accounting   ECO 646 Employment, Wages & Productivity 
  ACC 612 Accounting Legal Environment       
  ACC 613 Financial Statement Analysis Finance   
  ACC 615 Entity Taxation   FIN 521 Data Analysis - Business 
  ACC 618 Advanced Accounting   FIN 522 Financial Principles for Managers 
  ACC 620 Accounting Theory   FIN 621 Financial Policy for Managers 
  ACC 624 Corporate Tax I   FIN 629 International Finance 
  ACC 627 Estate, Gift, and Trust I       
  ACC 629 Partnership Taxation Management   
  ACC 635 Tax Accounting Methods   MGT 510 Mgt. Information Systems 
  ACC 636 Taxation Problems, Planning & Current Issues   MGT 561 Productions Operations 
  ACC 680 Accounting Ethics   MGT 633 Management of Human Resources 

Business     MGT 661 Operations Management 
  BUS 531 Legal Environment of Business   MGT 668 Tools of E-Commerce   
  BUS 610 MIS & Organizational Processes Marketing     
  BUS 631 Leadership & Organizational Dynamics   MKT 551 Marketing Management: Principles/Institutions   
  BUS 671 Global Competitiveness   MKT 651 Marketing Management   
  BUS 677 Business Ethical Problems & Perspectives   MKT 655 Promotional Strategy   
  BUS 681 Strategy   MKT 680 Readings in Marketing   

Accounting   Economics   
  ACC 511 Financial/Managerial Accounting Concepts   ECO 542 Economic Reasoning 
  ACC 611 Contemporary Managerial Accounting   ECO 613 Business & Economic Forecasting 
  ACC 614 Auditing       
  ACC 616 Financial Accounting Systems Finance   
  ACC 617 International Accounting   FIN 521 Data Analysis - Business 
  ACC 618 Advanced Accounting   FIN 522 Principles for Managers 
  ACC 625 Corporate Tax 2   FIN 621 Financial Policy for Managers 
  ACC 630 Multi-state Taxation   FIN 624 Investments 
  ACC 640 S Corp + Limited Liability Management   
  ACC 680 Forensic Accounting   MGT 510 Mgt. Information Systems 
        MGT 561 Productions Operations 

Business     MGT 637 Problems in Labor-Management Relations 
  BUS 531 Legal Environment   MGT 661 Operations Management 
  BUS 610 MIS & Organizational Processes Marketing   
  BUS 631 Leadership & Organizational Dynamics   MKT 551 Marketing Management: Principles/Institutions 
  BUS 671 Global Competitiveness   MKT 651 Marketing Management 
  BUS 677 Business Ethical Problems & Perspectives   MKT 658 International Marketing 
  BUS 681 Strategy   MKT 680 Consumer Behavior 
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