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TRULY GLOBAL

Save the Tower
Progress on the Tower 

Restoration Project has 
been remarkable. Thanks 
to student and alumni 
donations — including 
the recent $2 million 
donation by the Hinrichs 
— renovation has already 
started on this historic 
building.

This has defi nitely added 
a boost of excitement here 
on campus, and I hope the 
recent gifts also increase 
enthusiasm among alumni. 
As president of the Tower 
Restoration Club, I want to 
encourage all students in 
all programs, and alumni 
throughout the world, to 
continue their support.

Buy a barstool in the 
pub, a square foot in the 
gallery or donate as an 
alumni chapter and have 
a table with your chapter’s 
name recognized on the 
alumni patio. Don’t miss 
this chance to contribute to 
this historic project that will 
add value to students and 
alumni for years to come. 
For more information, 
please visit www.
thunderbird.edu/tower or 
contact: msmckinney@
global.thunderbird.edu

Melanie McKinney ’10
President, 

Tower Restoration Club

Towering above
My memories of the 

Tower on campus are 
many, a touchstone for my 
time at Thunderbird and 
the unique history of the 
airfi eld and the formation 
of the school as we know 
it. Perhaps my fondest and 
most bittersweet memory 
today was the fi rst meeting 
of our InterAd team in 
August 1990 — fond 

because that was the start 
of an amazing semester of 
discovery and work with a 
fantastic team; bittersweet 
because, since that time, 
we have lost one of those 
team members.

I remember climbing 
the stairs to the top of the 
tower that was being used 
as a meeting room, sitting 
there looking around at 
the campus and imagining 
everything that had gone 
on within those 360-degree 
views. That InterAd project 
and my time at Thunderbird 
helped guide me to new 
horizons, and still the Tower 
sits at the center of campus 
like a beacon for alumni, 
students and prospective 
students.

To honor the past, 
present and future of 
Thunderbird and dedicate 
some space to the memory 
of Donny Howell ’91, 
our InterAd teammate, 
I am raising funds with 
classmates to help with the 
Tower restoration. Our goal 
is fairly small in the scheme 
of things, but every bit 
helps, and already 20 of our 
classmates have donated. 

You can join the Donny 
Howell Memorial Facebook 
Cause page or contact 
me directly at banosaur@
hotmail.com if you want to 
help. However you choose 
to do it, contributing to 
the Tower restoration is 
important.
Stewart Sarkozy-Banoczy ’91

Custer, South Dakota

Surge of support
One of the Thunderbird 

“mystiques” that I am 
so grateful for is the 
willingness to support 
and help fellow alumni 
worldwide. 

When my husband had 
a job opportunity from 
a global company in my 
hometown, we thought 
this would be our next 
adventure. Quickly, we 
found ourselves going 
from two incomes and one 
mortgage to one income 
and two mortgages due to 
the economic downturn, 
coupled with an issue-
packed relocation.

The frustration of job 
searching and fi nancial 
pressures were diffi cult to 
handle, but after joining 
the Kalamazoo/Grand 
Rapids Alumni Chapter in 
Michigan and attending 
First Tuesdays, we realized 
we were not alone.

It was like an instant 
surge of support and 
friendship; we even found 
another Thunder Couple 
in a similar situation. When 
job search and further 
relocation issues arose, 
Michigan T-birds were 
quick to offer their support 
whether to talk, go on a 
walk, share dinner, etc. In 
addition, seeing that it was 
trying times to fi nd work 
in Michigan for many, our 
chapter president took 
the initiative to start a job 
search group. 

The Western Michigan 
Chapter Job Search Group 
provided not only a great 
networking tool, but a 
channel for advice and 
moral support. Anyone 
can make it through bad 
economic times, but having 
the support of alumni 
makes transitioning a 
little easier. We are now a 
one-home, two-income 
Thunderbird couple with 
an ever-growing network of 
wonderful T-Bird friends.

Denise L. Sandor-Ibáñez ’00
Ada, Michigan

mailto:alumni@thunderbird.edu
mailto:alumni@thunderbird.edu
http://www.thunderbird.edu/tower
http://www.thunderbird.edu/tower
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from the president

A time to celebrate
and innovate
Hard work delivers real results despite recession

hunderbird buzzed 
with excitement 
this fall as students 
returned to campus 

for a new academic year. De-
spite the sluggish economy, 
overall enrollment in our 
full-time degree programs 
remained on par with fall 
2008, thanks to the growth 
of the new Master of Science 
and Master of Arts programs. 
If we add up all programs, 
total enrolment this year 
reached 1,305 — a mere 44 
fewer than last year. 

After a year of hard work 
navigating a rough global 
recession, it was comfort-
ing and energizing to focus 
again on what matters most 
to all of us: to train a new 
generation of global leaders 
who will make a positive 
and lasting difference in 
the world. This new genera-
tion includes, in addition to 
the 1,305 degree-seeking 
students, a few thousand 
participants in our vari-
ous executive development 
programs in Arizona, Europe, 
Russia, Korea and other loca-
tions, plus several hundred 
high-potential women 
entrepreneurs in Afghanistan, 
Jordan and, beginning next 
year, Peru.

Like any organization, 
our ability to impact more 
lives requires that we raise 
suffi cient funds and that we 
put those resources to work 

as effi ciently and effectively 
as possible.

During 2008-09, I am 
happy to report that Thun-
derbird resisted the blow of 
the global economic tsunami 
and even managed to deliver 
an operating surplus of $2.7 
million.  This surplus, how-
ever, was offset by investment 
and currency losses beyond 
our control of about $7.2 
million — for a total loss of 
$4.5 million in net assets. 
These results were possible 
thanks to an incredibly 
dedicated faculty and staff 
who were able to do more 
with less, and who made sure 
we served the needs of our 
students fi rst.

Our overall results refl ect 
an increase in donations of 
about 20 percent. While we 
experienced a reduction in 
number of donors as a conse-
quence of the weak fi nancial 
conditions, we nevertheless 
managed to increase revenue 
to $5.2 million, the largest 
amount since the beginning 
of Campaign Thunderbird in 
2006.

The Thunderbird 2010 stra-
tegic plan launched in 2006 
has succeeded in strengthen-
ing the school’s position, as 
well as its fi nances. 

As our plan comes to an 
end, we need bold and in-
novative thinking to help us 
continue to strengthen our 
competitive position. 

Higher education is cur-
rently witnessing important 
structural shifts fueled by a 
combination of budgetary 
constraints, global competi-
tion and the emergence of 
new technologies, allow-
ing institutions to scale up 
the delivery of high-quality 
education.

Throughout the coming 
year, I will be asking all of 
our constituencies — our 
faculty and staff, students 
and alumni, employers, cor-
porate partners, advisers and 
board members — to come 
up with big ideas for better 
ways to deliver on our global 
mission. 

Paraphrasing Robert Frost, 
Thunderbird has always 
taken the road less traveled 
by, and that has made all the 

difference. Just as our found-
ers were ahead of their time 
in establishing the world’s 
fi rst school of international 
business, so too do we need 
to lead change and defi ne the 
future of global leadership.

I hope you will engage in 
the conversation.

T

More online
Visit Thunderbird President 
Ángel Cabrera’s blog at 
knowledgenetwork
.thunderbird.edu/cabrera
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Ángel Cabrera, Ph.D.
President, 
Thunderbird School of 
Global Management
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better world

To donate
Visit www.thunderbird.edu/
campaignthunderbird.
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The goal of Campaign Thunderbird 
is to raise a minimum of $65 million 
by 2010. Here is an update.

McDonald-O’Lear said. “By 
having conversations with 
people, we at least prompt 
them to do something.”

Besides creating tax 
advantages for donors, he 
said planned gifts can allow 
people to maximize their 
contributions to the school. 
“Often, what they can’t give 
now, they can give in the 
future,” he said.

A person who donates 
$100 per year, for example, 
can endow that gift forever by 
making a $10,000 planned 
gift toward a scholarship 
fund. “It perpetuates them as 
a donor,” McDonald-O’Lear 
said. 

To learn more about planned 
gift options at Thunderbird, con-
tact McDonald-O’Lear at john.
mcdonald-olear@thunderbird.
edu or call 602-978-7389.

Thunderbird opened a 
call center Sept. 21, 2009, 
with 23 student ambassa-
dors seeking pledges from 
alumni all over the world. 
To accommodate the vari-
ous time zones, the students 
work in shifts fi ve days a 
week. They call India, Eu-
rope, Africa and the Middle 
East in the mornings and 
then call the United States 
and Latin America in the af-
ternoons. The students work 
Monday and Wednesday 
evenings to reach additional 
alumni in Asia.

“I totally believe in 
creating value for Thun-
derbird because I support 
what this school is doing,” 
said student ambassador 
Shruthi Nagaraja Rao ’10, 

an engineer from Bangalore, 
India.

Student ambassador Tek-
ena Koko ’10 from Nigeria 
said alumni frequently ask 
her about certain professors 
or certain landmarks such as 
the Pub. “Even in the down 
economy, there’s still excite-
ment that they share about 
Thunderbird,” she said.

Thunderbird student call center now open
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Shruthi Nagaraja Rao ’10

KEY INITIATIVES
Campaign Thunderbird in-
cludes fundraising goals in 
fi ve focus areas. Here are the 
pledged amounts in each 
area, through Oct. 1:

Scholarships
Providing world-class edu-
cation for students around 
the globe.
Goal: $25 million
Pledged: $15.3 million

Faculty
Attracting and retaining 
those who advance global 
thought leadership and 
management.
Goal: $25 million

Pledged: $15.3 million

Curricular innovation and 
student services
Developing the Global 
Mindset of individuals and 
organizations.
Goal: $5 million
Pledged: $1.9 million

Technology and facilities
Creating world-class learn-
ing environments in a truly 
global setting.
Goal: $15 million
Pledged: $9 million

Annual fund
Ongoing support for sus-
taining the “Thunderbird 

Mystique.”
Goal: $10 million
Pledged: $7.5 million

TRACKING THE MONEY
More than $49 million has 
been pledged to Campaign 
Thunderbird through Oct. 1. 
Some cash donations have 
been received and others 
are pending. Here is the 
breakdown:

Cash received:  • 
$15.3 million
Planned gifts:  • 
$12.2 million
Pledge balance:  • 
$20.3 million
In-kind gifts:• 
$1.2 million

A pledge for a
better world.
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orea had dim prospects for economic prosperity in 1953 
when an armistice established a precarious peace on the 
East Asian peninsula. The region once known as the “Her-
mit Kingdom” had few ties to the outside world, few natu-

ral resources and many security threats following decades of occupation 
and war.

Beth Stoops, Thunderbird’s senior vice president of Corporate Learning, 
saw these conditions fi rsthand when she traveled to Seoul in 1989 to ex-
plore a possible executive education partnership with SK Group, an emerg-
ing conglomerate known at the time as Sunkyong Group.

Korea had shined on the world stage one year earlier with the Summer 
Olympics in Seoul, but the country still struggled with poverty and eco-
nomic uncertainty. 

“Korea was still dealing with hunger issues in the 1980s,” Stoops says. 
“But they believed they could transform their country, their culture and 
their economy through investment in human capital.”

The executives she met at SK Group shared this optimism. They agreed to 
send a team of managers to Arizona in 1990 for four months of global busi-
ness education, international exposure and intensive English instruction.

The partnership evolved over the years as SK Group emerged as a Fortune 
Global 100 conglomerate with operations in energy, telecommunications, 
international trade and fi nance. Twenty years later, the Thunderbird part-
nership in Korea remains strong.

No other company spends as much time on campus as SK Group, and 
no other company has as many executives with Thunderbird ties.

“Most companies talk a good game when it comes to executive educa-
tion, but SK Group really has played that game,” says Thunderbird Pro-
fessor Kannan Ramaswamy, Ph.D., who became academic director of the 
program in 1999.

This passion for education permeates South Korea, and the results have 
been dramatic.

The country of 48 million people has emerged since the Korean War as 
the seventh-largest trading partner with the United States and the eighth-
largest trading partner with the European Union. Overall, the country has 

KThunderbird Corporate 
Learning partners 
in Korea include 
SK Group and LG 
Electronics. Both 
companies have 
emerged since 
the Korean War as 
Fortune Global 100 
conglomerates.

Thunderbird partnerships thrive
20 years after initial outreach
on once-isolated peninsula 

By Daryl James

connection

Beth Stoops has led 
Thunderbird’s outreach in 
Korea for 20 years.
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built the world’s 15th-largest economy.
“Korea is a small country that has become satu-

rated,” says Byeong Seong Kim, general manager 
of the Planning and Financial Service Team at SK 
Energy. “Doing business outside Korea is neces-
sary to create sustainable growth.”

During this era of growth, Thunderbird has 
developed other key partnerships in Korea. Most 
notable among these is a custom Executive MBA 
program designed exclusively for LG Electronics 
in 2005.

Stoops, who remains the driving force behind 
Thunderbird’s outreach in Korea, says leaders of 
companies such as SK Group and LG Electronics 
set the pace for the rest of the world in develop-
ment of human capital.

“That has been the mindset in Korea,” Stoops 
says. “They develop the talent to be globally 
competitive.”

GROWING WITH SK GROUP
U.S. Ambassador Kathleen Stephens arrives at 

Thunderbird Sept. 15, 2009, near the end of a 
weeklong road show promoting free trade with 
South Korea. At previous stops along the tour, 
she has emphasized the growing importance of 
Asia in U.S. relations. But the ambassador skips 
this point at Thunderbird.

“Here at Thunderbird you all understand Asia 
is important,” she says. “I don’t think I need to 
belabor that point.”

Instead, Stephens discusses the economic, 
political and cultural transformation she has 
witnessed in Korea since she fi rst arrived in the 

country as a Peace Corps worker in 1975.
Her audience includes 26 high-potential man-

agers from Seoul-based SK Group, who are living 
on campus during a four-month executive edu-
cation program. These managers know Korea’s 
success story well because their company has 
been a key player in the transformation.

“SK Group has been a leader in our country,” 
says Su Kil Lim, an SK Group team leader. “We 
are helping the dream of prosperity become real-
ity in Korea and the world.”

Lim says all companies and industries rely on 
energy, and SK Group has provided this in Ko-
rea through development of overseas oilfi elds 
and other global operations. The conglomerate 
also addresses many of Korea’s communication 
needs. 

“For a country to be independent, it needs ba-
sic infrastructure,” he says. “Our company has 
provided this.”

SK Group also has established itself as Korea’s 
second-largest exporter, with products such as 
clean-burning auto fuels going to Canada, Aus-
tralia and other markets. Overall, SK exports 
climbed to a record $29.6 billion in 2008.

THUNDERBIRD EMERGENCE
Korea’s economic transformation coincides 

with Thunderbird’s own global success story.
When SK managers fi rst arrived in Arizona 

in 1990, Thunderbird Corporate Learning was 
a small business unit operating out of a trailer 
on the edge of campus. Today, Thunderbird Se-
nior Vice President Beth Stoops oversees a multi -
million-dollar executive education operation 
with branches in Arizona and Switzerland.

Stoops says the four-month SK program oper-
ated at fi rst like a “mini MBA,” but the conglom-
erate gradually outgrew this format as it expand-
ed globally.

“They saw the value in Thunderbird, but they 
needed more,” Stoops says. “They needed strate-
gy behind where they were headed. They needed 
market entry strategy and all kinds of things.”

That’s when she brought Ramaswamy on 
board to transform the program into something 
geared toward high-potential managers. Alisa 
Giulietti also adds support at Thunderbird as the 
SK Group program manager.

“One of the keys to the relationship is Alisa 
and the Thunderbird professors,” Lim says. “They 
make sure everything runs smoothly.”

The program still includes intensive English 
instruction, but the overall emphasis has shifted 
toward global strategy through examination of 
case studies and classroom discussion.

Young Kwan Ko, an SK Group senior manager, 

korean connection

Thunderbird Professor 
Kannan Ramaswamy, 
Ph.D., discusses authentic 
leadership with SK Group 
program participants Sept. 
11, 2009, in Glendale, 
Arizona.

DARYL JAMES

“Doing 
business 
outside 
Korea is 
necessary 
to create 
sustainable 
growth.”
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says he appreciates the investment SK Group has 
made in his personal development through the 
Thunderbird partnership. “It’s been a nice chance 
to look back on my life and plan the rest of my 
career,” he says.

KNOWLEDGE SHARING
In addition to instruction from Thunderbird 

professors, Ramaswamy invites global leaders 
from other industries into the SK classroom. 
In October 2009, for example, two Henkel vice 
presidents with Korean expertise led a roundta-
ble discussion on ways to instill innovation in an 
organization.

“Knowledge sharing through these peer-to-
peer discussions can lead to better understand-
ing on both sides,” Ramaswamy says.

Participants also share knowledge with one 
another. Some come to the program with a 
background in energy. Others work in telecom-
munications, fi nance, accounting, marketing or 
human resource management.

“I learn many things from other participants’ 
experiences,” says Eunkee Jo, an SK Group gen-
eral manager.

Beyond the custom program, SK Group also 
sends senior executives to the Thunderbird Inter-
national Consortium and other high-level work-
shops. Thunderbird’s Advanced Management 
Program for Oil and Gas Industry Executives in 
November 2009, for example, will include SK 
Group executives.

Jo says Thunderbird’s long-term partnership 
with SK Group helps create continuity among 
leaders and a consistent corporate culture.  

“The senior executives in our company have 
had the same experiences at Thunderbird that we 
are receiving now,” he says.

The partnership has endured over the years 
despite the ups and downs that have affected 
both organizations. Stoops says the International 
Monetary Fund crisis that swept through Asia in 
1997 and the current global recession have cre-
ated challenges, but both sides have made con-
cessions to keep the partnership strong.

“This is all about partnership and trust,” 
Stoops says.

Going forward, Ramaswamy sees huge poten-
tial for SK Group as the conglomerate deepens its 
reach in key markets such as China and expands 
into new industries such as pharmaceuticals, 
nanotechnology and biomedicine.

“SK Group has represented Korea well,” 
Ramaswamy says. “They have put together a 
remarkable story in terms of how they have 
capitalized on the economic changes that have 
happened in Korea.”

CUSTOM MBA FOR 
LG ELECTRONICS

Leaders from LG Electronics smile for the cam-
eras Aug. 21, 2009, at the Renaissance Glendale 
Hotel & Spa, next to the massive stadium where 
the Arizona Cardinals play football.

Everyone in the group wears a black cap and 
gown as the leaders take turns posing for photo-
graphs in front of a Thunderbird poster outside 
the hotel’s main convention hall.

Graduation day has arrived after 14 months in 
an Executive MBA program designed exclusively 
for LG, and the 34 high-potential managers from 
the Seoul-based company are ready to celebrate. 
But Choong Keun Cho ’09 still has one assign-
ment to complete before receiving his Thunder-

SK Group program 
participants review an 
oil industry case study 
Sept. 11, 2009, in a 
leadership class taught 
by Thunderbird Professor 
Kannan Ramaswamy, 
Ph.D.

korean connection

DARYL JAMES
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bird degree.
The Digital Appliance Division group leader 

at LG’s regional offi ce in Dubai will represent his 
class and his company as a graduation speaker 
during the summer commencement.

“We’ve had lots and lots of assignments,” Cho 
tells the audience. “But I think the most diffi cult 
assignment for me was writing this graduation 
speech.”

Cho says the custom coursework taught at the 
LG Learning Center in South Korea and Thun-
derbird’s campus in Arizona has boosted his 
global mindset, and fi nding the right words in 
English to express his gratitude is diffi cult.

“I thought I was quite globally minded,” he 
says before the ceremony. “But I saw areas where 
I could improve.”

Cho, who has spent 16 years overseas for LG 
in places such as Germany, Saudi Arabia, Turkey 
and the United Arab Emirates, says his growth 
helps illustrate the power of the ongoing Thun-
derbird partnership.

Technology is important for LG Electronics, a 
Fortune Global 100 company that produces con-
sumer electronics, mobile telecommunications, 
home appliances and business solutions. “But 

it’s the people doing the operations that matter 
most,” Cho says. “Therefore, we need to educate 
people to put them under the same vision of our 
global strategy.”

Overall, Cho’s group of LG classmates is the 
fourth to graduate from the Thunderbird pro-
gram, which will produce about 150 graduates 
by the time the fi fth cohort fi nishes in 2010. 
Most enter the program with more than 15 years 
of industry experience, and participants include 
senior executives such as LG Mobile Communi-
cations Vice President Jong Hwa Choi ’09.

Choi says the Thunderbird program bridges 
the gap between theory and practice and broad-
ens the perspective of LG managers by exposing 
them to the challenges of other departments, 
companies and industries in different parts of 
the world.

“Everybody is already an expert in their own 
functions,” Choi says. “The Thunderbird pro-
gram provides an opportunity for us to com-
pare and learn from people with different back-
grounds.”

10 YEARS IN THE MAKING
Stoops says the idea for a custom degree pro-

gram evolved from a series of discussions with 
LG that started more than 10 years before the 
fi rst classroom instruction.

Stoops began visiting Korea frequently in the 
1980s to recruit Thunderbird students and de-
velop relationships with Korean companies. 
Eventually she started visiting LG executives 
such as Young-Kee Kim, who served at the time 
as executive vice president and chief human re-
source offi cer of LG Electronics.

“Every time I would go to Korea, I would al-
ways make a call on LG,” Stoops says.

The company occasionally paid for its man-
agers to enroll in Thunderbird degree programs, 
and feedback from the graduates was positive. 
LG also knew about Thunderbird Corporate 
Learning programs with Korean rivals such as SK 
Group.

“They knew of our credibility,” Stoops says. 
“They knew we had faculty that had experi-
ence working with Korean companies, and they 
knew we were at the top of our game in global 
business.”

But the sides could not agree on the right type 
of executive education program for LG. A break-
through came in 2004, when one LG executive 

Thunderbird Professor Graeme Rankine, Ph.D., discusses 
a case study Aug. 17, 2009, with LG Electronics program 
participants. Rankine has been the academic director of 
the LG program since it started in 2005.

DARYL JAMES

korean connection
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suggested the development of a custom execu-
tive MBA.

Stoops returned to Arizona and mentioned 
the idea to Thunderbird Professor Graeme 
Rankine, Ph.D., who had directed an executive 
MBA program in Taiwan and taught other Asian 
programs.

Rankine, an Australian who had never visited 
Korea, immediately supported the idea. “Going 
to a new part of the world was part of the interest 
for me,” he says.

Talks with LG accelerated, and Thunderbird 
fi nalized a contract in March 2005. Instruction 
started with 25 students in June 2005.

A DEGREE OF THEIR OWN
Rankine says the biggest challenge after 10 

years of nurturing the relationship was to design 
a custom program and solve all the logistical 
problems in just three months.

As academic director working with LG, his 
fi rst step was to assemble a cross-functional 
team that included Stoops and a handful of 
other Thunderbird professors with expertise in 
global business, international studies, culture 
and languages.

“Faculty members were involved in designing 
a product that they were going to teach,” Rank-

ine says. “This created buy-in from the start.”
What was clear was that the curriculum could 

not be something off the shelf. LG wanted every 
course tied to its mission and global vision.

“You don’t want to completely reinvent the 
wheel,” Rankine says. “You’ve still got to do 
some accounting and fi nance. But we wanted to 
make it relevant to LG.”

One key was the addition of Fernando Con-
treras as a senior program manager. “Fernando is 
the thread that runs between Korea and the U.S., 
between the company and the school,” Stoops 
says. “He’s on the ground in Korea, working and 
interfacing with LG.”

Rankine says the long-run view that led LG to 
invest in a custom MBA program shows up fre-
quently when he visits Korea. During his most 
recent trip to the LG Learning Center in March 
2009, he encountered 200 to 300 new employ-
ees in the dormitories.

“You’ve got to take a long-run view in the 
depths of a recession to be hiring,” Rankine says. 
“Many companies are laying off people like they 
are sacks of potatoes.”

Stoops says LG’s commitment to its people 
continues to impress her. “They really do be-
lieve in human capital,” she says. “They walk the 
talk.” 

LG Electronics engineers, 
managers, group leaders 
and executives graduate 
from a custom Executive 
MBA program Aug. 21, 
2009.

TIM CLARKE

Fernando Contreras, 
Thunderbird senior 
program manager of LG 
Electronics partnership.




