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General George S. Patton had equally 
good advice for our situation: “Victory 
and defeat are rarely absolutes, and there 
is a whole spectrum of degree between 
these two extremes.” Failure is part of 
business; it will happen. “The time to 
intervene is not when things are going 
well,” Patton maintained, “but when they 
are in trouble. It takes courage and char-
acter to engage a faltering project.”

Fred was about to demonstrate his 
courage and character.

Boot Camp Mode
The “system test” network generated so 

few packages that we decided to cancel 
the flight schedule and place the packages 
on commercial airlines. We did not fly 
planes in the package system again until 
the next start-up. It was a matter of re-
ducing our operating expenses and con-
serving our dwindling funds. We were 
facing the classic chicken-and-egg di-
lemma: Federal Express needed an ex-
panded network to reach higher volume 
levels and an infusion of funds to expand 
the system to a level of sustainability.

After the March system test, Fred 
switched to Marine Corps boot camp 
mode. He assembled the entire man-
agement staff, and, after expressing his 
displeasure in his finest drill-instructor 
manner, calmly explained we were now 
going to reinvent Federal Express. “We 
are going to do it right this time,” Fred 
said. “Failure is not an option.” We would 
be ready for the formal inauguration of 
service to an expanded number of cities 
on April 17, just a little over four weeks.

Since Art Bass assumed responsibility 
for selecting cities for the expanded network, 

Express, after all, was a new, unknown 
entity to the shippers. Perhaps we expected 
too much for the first day. Conceivably, 
the shippers did not yet fully comprehend 
our unique system. Had our sales force 
properly explained the differences be-
tween our self-contained network and the 
competition, which relied on multiple 
outside entities? 

We were beginning to feel a little less 
assured, less confident. Was it possible 
our expectations were still too high? It 
was understandable that shippers would 
have to try our service before they made  
a complete switch. Surely, we would have 
at least 200 packages. That would be  

acceptable for the first day’s operation —  
not great, but we could live with it!

The unbelievably disappointing news 
came with the next phone call. Our first 
day of operations did not produce 200 
packages, not even 100 packages. The 
actual number was…six packages!

“Are you sure you understood cor-
rectly?” Fred demanded.

“Yes, I double-checked — the number 
is six,” Mike responded. Now, here was 
another dose of reality, a really serious 
dose! Having heard these results, we im-
mediately began referring to the March 
start-up as the “system test.” We did not 
mention our first run at the investor 
meeting.

I thought we had failed Fred, but it 
would take more than a disappointing 
system test to derail Federal Express. 
True, the test was frustrating to all of 
us, but it forced everyone to face reality. 
From this point on, we would follow the 
advice of Winston Churchill: “If you’re 
going through hell, keep going.”

O ur major concern on launch day —  
March 12, 1973 — was the limited 
capacity of our small fleet. The 

discounted reports from the sales staff 
still indicated we could expect between 
300 and 450 packages. Fred was especially 
worried that we wouldn’t have enough 
capacity to handle all the packages and 
that we would disappoint the customers. 
In addition, (the investment banking 
firm) White, Wield, and Co. was coming 
to Memphis to observe the first night’s 
operations. The private-placement offering 
was taking much longer than expected, 
and any hint of service failures would be 
disastrous.

At least we had a contingency plan: If 
we had a higher volume than expected, we 
could do a double run to our originating 
cities. The mail planes, after completing 
their runs, could be ferried to Memphis 
to carry additional packages to destination 
cities. We were not going to leave a single 
package behind; in fact, we were ready to 
give more than we promised. Our team 
would deliver every single package before 
noon the next day.

Ever more conscious of our precarious 
financial situation, we knew the constant 
search for investor funds simply had to 
take precedence over the thrill of watch-
ing the long-awaited launch. So, on the 
day we inaugurated service, Fred, Mike 
Basch (senior vice president of customer 
sales and service), and I left for New York 
City, convinced we would have an im-
pressive story for the potential investors 
we were meeting early the next morning.

As we arrived in Manhattan, Fred sug-
gested to Mike, “While we get our bags 
and arrange transportation to the hotel, 
why don’t you call and see what the vol-
ume looks like.”

Mike found a pay phone and came 
back with the news: “It looks like it’s  
going to be a little light.”

“What do you mean, ‘a little light’?” 
Fred questioned.

“Well, we don’t have all the reports 
yet,” Mike responded, “but we definitely 
don’t need to be concerned about exceed-
ing the fleet capacity.”

“Call them back,” Fred ordered. “Tell 
them I want the actual figures as soon as 
those are available, and tell them we’ll call 
back once we get to the hotel.”

Crisis of Confidence
During the cab ride to the hotel, we 

discussed the meaning of the light-volume 
reports. We rationalized that Federal 

The unbelievably 
disappointing news 
came with the next 
phone call. Our first 
day of operations  
did not produce 200 
packages, not even 
100 packages. The 
actual number was… 
six packages!

Roger Frock, MBA ’59 
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Using all the available  
information, Charles 
[Brandon] designed a 
model that no one today 
would ever think of doing 
by hand. However, at 
that stage in our develop-
ment, we did not even 
have access to a computer 
for the analysis.
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were replacement parts for the equipment 
installed in factories, offices, and medical 
facilities, 90 percent of which were devel-
oped after the Second World War. Next, 
the group examined employment statis-
tics for the candidate industries within 
each standard metropolitan statistical 
area. That helped us to identify cities with 
the largest potential need for our service.

The task force then looked at each 
city’s airline-service level and assigned 
a ranking based on the number and fre-
quency of destinations receiving direct 
service. Using all the available informa-
tion, Charles designed a model that no 
one today would ever think of doing by 
hand. However, at that stage in our devel-
opment, we did not even have access to a 
computer for the analysis. 

For the April service network, the task 
force selected 25 cities within a reasonable 
distance of the Memphis hub. The new 
network included Chicago, Cleveland, 
Columbus, Dayton, Detroit, Indianapolis, 

he immediately contacted his former 
partners, Tucker Taylor and Vince Fagan, 
at Aerospace Advanced Planning Group 
in New York and asked them to provide 
manufacturing and airline data. Charles 
Brandon (operations research), Dennis 
Sweeney (field operations), and others 
ironed out the details for the expanded 
service. Fred and I held review sessions.

Charles explained the process this way: 
“We had a limited number of aircraft, a 
limited number of hours in the day, and  
a limited capacity. We had to figure out 
how to optimize our assets. That was a 
classic operations research problem. We 
picked cities with real potential that would 
give us the best financial return. We did 
that first problem using my HP 35 calcu-
lator for complex math. We pored over 
enplanement statistics, airport guides, 
and flight schedules, so we knew where 
certified airlines operated evening and 
nighttime departures.”

To find the best candidates for our 

service, the task force searched within the 
Standard Industrial Classification codes 
for industries producing small, time-

critical items with substantial intrinsic 
or financial value. Our prime candidates 

FedEx workers load a fraction of the six million packages that are shipped daily to 200 countries.

BRUNO TUCCI
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incredibly long hours. There were no “spe-
cial people” in the organization, because 
everyone was special. It is hard to explain 
what it was really like to anyone who did 
not experience those times and events.

“Back in those days, Fred was bigger 
than life,” Dennis remembers. “I don’t 
think too many people had pulled off 
anything more impressive. There was 
nobody like him. He had that knack of 
inspiring people to do things they might 
not really feel comfortable doing.” 

The dedicated people of Federal Express 
responded to his call, and, in just over  
30 days, they totally repositioned the 
company.  

From the book Changing How the World 
Does Business by Roger Frock. Copyright 
2006. Reprinted by permission of Berrett- 
Koehler Publishers, San Francisco. All 
rights reserved (www.bkconnection.com).

Sears store.
Federal Express began running quar-

ter-page display ads in the sports section 
of the expansion cities’ local newspapers 
to solicit telephone responses from pros-
pects. Ads also ran in trade magazines 
read by shipping and distribution man
agers. Direct mail solicitations were sent 
to 15,000 company presidents, vice presi-
dents, and purchasing managers in the 
service areas to support the ads. Our 
customer-information center contacted 
all respondents and forwarded leads to 
the field sales representatives. Our official 
start-up of the small-package service was 
going to be dramatic. We would convince 
venture-capital groups to invest in our 
organization.

We were certain that expanding the 
network was going to give us a much 
better shot at success. (As it turned out, 
the second start-up did produce 185 pack-
ages, 30 times the initial volume.) We had 
enthusiastic, dedicated people who worked 

Miami, Milwaukee, Moline, Newark,  
New Orleans, Oklahoma City, Philadel-
phia, Pittsburgh, and Rochester. The se-
nior management staff quickly reviewed 
the recommendations and focused all 
resources on preparing for the formal 
commencement of service on April 17. 
Each department readied its own plan to 
support the expanded network. 

United Front
This time, we wanted everyone in di-

rect contact with customers to wear a 
uniform, but there was no time to settle 
on a design, produce the uniforms in the 
correct sizes, and distribute them to out-
lying cities. Our solution for the station 
personnel, salespeople, and customer-
service agents was less elegant, but more 
practical, given our circumstances: a 
white shirt, brown slacks, a tie with pur-
ple and orange stripes, and a tan corduroy 
blazer, all of which were readily available 
from our convenient supplier, the local 

One of FedEx’s original Dassault Falcons (named Wendy) is on display at the National Air and Space Museum, Smithsonian Institution. 

DMITRIY SHAPIRO
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their children’s lives in nontraditional ways. 
This different notion of fathering may focus 
on coaching sports teams and attending 
ballgames or participating in Scouting 
activities and homework assignments.” 

Wooten reports that approximately 
one in six full-time hourly wage earners 
and salaried employees works a shift out-
side the traditional bounds of the 6 a.m. 
to 6 p.m. work day. Alternative shifts  
are particularly common among bread-
winners earning their paychecks at  
restaurants and bars, hospitals, and  
manufacturing plants. So how do these 
down-in-the-trenches daddies grapple 
with the difficulty of managing work-
family conflicts?

To find out, Wooten, who is clinical 
associate professor of strategy, manage-
ment, and organizations at Ross, teamed 
up with Lawrence S. Root, professor of 
social work and director of the Universi-
ty’s Institute of Labor and Industrial Rela-
tions. The two interviewed 59 workers 
and managers at a Midwestern auto-parts 
plant and asked this predominately male 
workforce to talk candidly about the chal-
lenges of parenting in the face of relatively 
inflexible shift schedules. Their study, “Time 
Out for Family: Shift Work, Fathers, and 
Sports,” targeted the afternoon-evening 
shift, where fathers tend to be most work-
constrained from taking part in their 
children’s extracurricular activities after 
school and in the early evening.

A dam Hyder, EMBA ’08, tries to 
spend as much quality time as 
possible with his two daughters, 

11-year-old Hana and eight-year-old 
Nadia. On weekends, he coaches them on 
the tennis court, but during the dawn-to-
dusk work week, the stiff demands of his 
job as senior director of engineering at 
Yahoo Inc. in Santa Clara, California, 
often prevent him from attending the 
girls’ after-school activities. This ongoing 
friction between work responsibilities 
and family obligations occasionally rubs 
raw nerves.

“On one occasion, Nadia had prepared 
a speech she was going to deliver in front 
of several hundred people on the final day 
of her public-speaking class,” Hyder re-
calls. “Unfortunately, I was scheduled to 
attend a very high-level strategy meeting 
at 4 p.m. that day and couldn’t get away.” 
Young Nadia was crestfallen when she 
learned she’d have to perform without her 
father in the audience, but she gamely 
told him, “Attend your meeting, daddy, 
and I’ll do my very best.”

 Hyder is not alone in his quest to find 
the right balance between work and fami-
ly. What was once considered a “mommy 
issue” is now giving many working fathers 
a healthy dose of angst, says Wooten, who 
has co-authored a new study examining 
the effects of shift work on parenting.

“When we look at societal pressures, 
changing values, and demographic trends 
in the workplace, we find fathers are tak-
ing a more active role in parenting,” she 
explains. “Many men have wives who 
work, so they have to pick up the slack at 
home. There also is a new generation of 
fathers who want to be more involved in 

“Building a high-
quality organizational 
culture is critical for 
reconciling the chang-
ing demands of work 
and family. When you 
have trust, good rela-
tionships, and other vari-
ables in place, you can 
create a work-family 
environment that is in 
balance.”
—Lynn Perry Wooten

Balancing Act:  
Time Out for Family
Juggling the demands of work and family is no longer an issue 

facing just mothers. Fathers, too, are grappling with parenting 

pressures as they forge stronger connections with their kids, says 

Ross School Professor Lynn Perry Wooten.

Lynn Perry Wooten
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frowning upon them for doing so,” she 
says. Wooten argues that instituting 
work-life balance programs provides a 
significant return on investment for firms 
by enabling them to retain their best 
workers, reduce turnover, and realize 
associated cost savings. She suggests lead-
ers take a proactive role in implementing 
strategies, such as incorporating human-
resource managers in extended-hours 
operation teams, training supervisors  
and middle managers to be supportive of 
work-family conflict, providing extended-
hours childcare, and creating affinity 
groups for working fathers.

“Building a high-quality organizational 
culture is critical for reconciling the 
changing demands of work and family,” 
Wooten concludes. “When you have trust, 
good relationships, and other variables  
in place, you can create a work-family 
environment that is in balance.”  

Claudia Capos

away at the flexibility once enjoyed by com-
pany managers and executives. Indeed, a 
2005 Fortune magazine survey reported 
that 84 percent of male executives at the 
largest U.S. companies want more time for 
things outside work. Hyder says he often 
dials into conference calls while driving 
his daughters to school, and works late 
nights and weekends at home. Yahoo’s 
enlightened culture and written policies 
allow employees greater flexibility than 
most companies, but circumstances often 
impose unwanted rigidity. “If I’ve arranged 
an important strategy meeting months  
in advance and other people are flying  
in to attend it, I have to be there,” Hyder 
explains. “Even though I tried to balance 
my work, family life, and Executive MBA 
coursework, it’s impossible to do every-
thing remotely.”

Wooten believes business organizations 
stand to benefit from fostering family 
friendly work environments supported  
by formal written policies that can help 
working fathers manage the inevitable 
conflicts. “Companies also have to walk 
the talk by encouraging employees to take 
advantage of these policies rather than 

  “Surprisingly, we found workers don’t 
rely on formal company policies for bal-
ancing work and family,” Wooten reports. 
“Rather, they resort to informal approaches, 
such as asking a sympathetic supervisor 
to look the other way or getting a buddy 
to cover for their absence when they need 
to leave work early or take a long lunch 
break. In extreme instances where people 
feel very passionate about being there for 
their children, they are more willing to 
take independent actions on their own, 
sometimes bordering on civil disobedience 
and endangering their jobs.”

 In the study, much of this work-family 
tension crystallized around fathers’ strong 
desires to participate in organized sports 
with their children. After one supervisor 
refused to allow a shift worker the flexi-
bility to attend a Saturday afternoon 
championship game being played by his 
kids’ football team, the worker feigned a 
traffic accident on his lunch break and 
did not return to work that day. On the 
following Monday morning, the worker 
discovered that his less-pressured, off-line 
repair job had been filled by another  
employee and his supervisor had put him 
back on the assembly line in retaliation 
for his absenteeism.

The pressure of balancing work and 
fatherhood isn’t confined to rank-and-file 
employees. Longer work hours, prolifera-
tion of 24/7 connectivity, and not-so- 
subtle business pressures have chipped 
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 “We didn’t even know what jatropha 
was,” says LeBrun, referring to the hardy, 
drought-resistant plant whose seeds pro-
duce up to 40 percent oil. Adds Moazed: 
“It has kind of exploded in the past year, 
ever since we started looking at it.” 

Cultivation
The Mozergy team discovered jatropha 

while evaluating renewable-energy tech-
nologies to serve BHP Billiton’s primary 
energy need — electricity — in the south-
east African nation of Mozambique. (BHP 
Billiton has committed $300 million to 

Enterprise, the Samuel Zell and Robert H. 
Lurie Institute for Entrepreneurial Studies, 
a string of victories in national business 
plan competitions, and the support of the 
world’s largest mining company, BHP Billiton.

The result is nascent biodiesel firm 
Mozergy, which is slated for headquarters 
in Mozambique and helmed by dual-degree 
graduate students Tony Gross, Mike 
Hartley, Jeff LeBrun, and Ali Moazed. 
What began as a master’s project at the 
School of Natural Resources and Environ-
ment is now a robust, award-winning busi-
ness plan ready to roll out of the Ross School.

W hat does it take to grow a 
globally sustainable, strategi-
cally viable biodiesel producer 

in sub-Saharan Africa? 
A tiny little seed named jatropha.
Now, add the Ross School of Business, 

the School of Natural Resources and En-
vironment, the Frederick A. and Barbara 
M. Erb Institute for Global Sustainable 

Students use business 

plan competitions as 

“fuel” to grow venture.

S e e d  C a p i t a lS e e d  C a p i t a l

PLANTING         OIL    IN   AFRI    C A

D ell Worldwide Procurement tech-
nologists were counting on results 
when they asked a team from the 

Tauber Institute for Global Operations to 
resolve a problem in testing microchips 
used in computer motherboards. MBA 
candidates Priya Ranjan Dass and Ma-
karand Deshmukh and BSE/MSE candi-
date Kyle Chilcutt delivered that solution 
and more — their contribution to Dell 
could transform the way microchips are 
tested industry-wide. 

Each summer, Tauber teams of busi-
ness and engineering students are paid by 
corporate sponsors to consult on issues in 
operations, manufacturing, and supply-
chain management. After 14 weeks, the 
student teams return to campus to present 
their recommendations before a panel of 

judges. The top prize in Tauber’s annual 
“Spotlight!” competition is $10,000, but the 
confidence gained from solving problems 
at such firms as Boeing, Raytheon, Dow 
Chemical, and General Motors tends to 
trump the financial reward, says Damian 
Beil, assistant professor of operations and 
management science.  

“Having Michigan faculty and company 
managers drive students toward a finished 
report that must demonstrate significant 
results creates a challenging summer 
experience,” says Beil, Ross faculty advisor 
on the Dell project. “The most successful 
projects are the ones that produce solutions 
the sponsors love, but didn’t anticipate.” 

Last summer, Dell challenged the Tauber 
Institute team to develop a comprehen-
sive solution to address the high number 

Setting Off  
a (Supply) 
Chain  
Reaction 



finance and new-venture creation. Plus, 
LeBrun already had written a business 
plan on biodiesel produced from algae.

Eventually, a realistic vision took root 
for Mozergy. (The name is a hybrid of 
Mozambique and energy.) Once land, 
equipment, and supplies could be pur-
chased, Mozergy would implement a 
franchise-based model to produce raw 
feedstock with its own core farm at the 
hub. The company would employ local 
farmers and train them to grow jatropha 
on a commercial scale. Mozergy would 
extract the raw oil and sell the “crude”  
to regional and global refineries.

Farmers who successfully completed a 
Mozergy-endorsed agricultural-extension 

Competition. LeBrun convinced the team 
that the contest provided the perfect “gut 
check” to develop and test their pitch. Sud-
denly, the students’ master’s project with its 
long lead time was transformed into a high-
stakes standoff with an imminent deadline.

“We had never considered Mozergy  
a stand-alone business until that point,” 
Gross says. 

Planting 
As the team honed its plan, they drew 

on shared experiences with the Frankel 
Commercialization Fund and the Wolverine 
Venture Fund, both of which are student-
managed venture funds at Ross. They also 
relied on business courses in international 

reduce its global-emissions footprint.) 
Though the students determined that 
jatropha cultivation did not resolve the issue 
at hand, they did unearth an unexpected 
business opportunity: an agricultural/
biodiesel enterprise in which local farmers 
could participate and generate income. 

BHP Billiton did not want to launch 
into biodiesel production itself, but the 
students were encouraged to move toward 
a stand-alone business model that could 
help the company and the local commu-
nity. The proposed venture dovetailed 
neatly with BHP Billiton’s charter to seek 
opportunities for economic development 
in the communities near its operations.

“The company saw biofuels as a way to 
provide local farmers with an additional 
cash crop, to help them modernize their 
agricultural practices, and to diversify their 
agricultural mix,” says Hartley. Jatropha 
grows in harsh conditions and marginal 
soil that doesn’t support food crops.

As the team set about developing  
an economic model to test the viability  
of jatropha biofuel production, LeBrun 
discovered a business-plan competition 
sponsored by private-equity firm Knox 
Lawrence International (KLI). The firm’s 
principals were seeking investment oppor-
tunities in Africa and had partnered with 
New York University’s Stern School of Busi-
ness to host the KLI Africa Business Plan 

d i v i d e n d 45 s p r i n g  2 0 0 8

Team Mozergy’s Tony Gross, Ali Moazed, and 
Jeff LeBrun won $10,000 and first prize in a 
competition sponsored by Knox Lawrence Inter­
national. (Not pictured, Mozergy’s Mike Hartley.)

of can-not-duplicate (CND) occurrences 
in quality testing throughout the company’s 
supply chain. A CND occurs when a 
motherboard manufacturer reports a  
microchip failure and returns the suspect 
part to the microchip supplier, who sub-
sequently is unable to recreate the failure. 
More than 50 percent of these reported 
microchip failures are CNDs, costing Dell 
and its supply-chain partners approxi-
mately $1.25 million each year in scrap 
and labor, and confounding root-cause 
analyses of quality problems.

After examining the correlation errors, 
the Tauber students devised a whole new 
way to test the chips using JTAG (joint test 
action group) technology. Previously, Dell 
had been removing suspect chips from 
motherboards to perform tests, a process 

that could destroy evidence of what caused 
the failure and also create new problems 
that hadn’t existed. The students’ innova-
tive method allows testing without remov-
al of the chips from the motherboards. 
Ancillary benefits of the new approach 
include more extensive and efficient test 
coverage up the supply chain, Beil says.

“The beauty of the solution is that it 
addressed a lot of problems simultane-
ously and exceeded the original scope of 
the problem,” he says. “The students’ rec-
ommendation is being implemented now. 
It potentially will drive a change in the 
overall industry, as PC makers and their 
partners move toward using the JTAG ports 
for testing microchips in the future.”  	

“The most success-
ful projects are  
the ones that pro-
duce solutions the 
sponsors love, but 
didn’t anticipate.”

—Damian Beil



whatever crude Mozergy can produce, 
and may participate in the developing 
project. That’s good news for the team, as 
they raise seed capital and plan a return 
trip to Mozambique this summer.

“When you’re pitching to a venture 
capitalist, you can talk about the market 
all you want, but until you can prove you 
have a customer there’s a lot more risk 
associated with the idea,” Gross says. 

The team also has applied to BHP Bil-
liton, KLI, the Erb Institute, the Zell Lurie 
Institute, and the William Davidson Insti-
tute for additional funding. Meanwhile, 
since the KLI win, Mozergy has won a 
$10,000 “Dare to Dream” grant award 
from the Zell Lurie Institute and a 
$20,000 award from the Better Living 
Business Plan Challenge, sponsored by 
Wal-Mart Stores Inc. They also repre-
sented Ross at two national business-plan 
competitions: the Rice University Busi-
ness Plan Competition and the Global 
Social Venture Competition. 

“We all joined the Erb dual-degree 
program because we had a passion for 
business and for making a positive impact  
on the world from an environmental 
perspective,” Gross says. Adds LeBrun: 
“We knew there were amazing projects 
and opportunities both at Ross and the 
School of Natural Resources and Envi-
ronment. But as far as this specific project 
goes, I think we had no clue what we  
were in for.”  

Deborah Holdship

50 slides and two days’ worth of informa-
tion in no logical order.”

The team looked to Drew Horning, 
program manager at the Erb Institute, and 
Paul Kirsch, program manager at the Zell 
Lurie Institute, to review the presentation. 
“Paul struck this great balance of telling 
us how far we were, but also how much 
potential we had,” Gross says. “He really 
inspired us to believe we could win, which 
motivated us to work incredibly hard.” 

The few remaining days before the KLI 
event were marked by sleepless nights,  
a blur of finals, and a host of scheduling 
conflicts. LeBrun actually walked out  
of a final group presentation at Ross after 
giving the introduction so he could catch 
a waiting cab, hop a plane to New York 
City, and arrive at NYU just moments 
before Mozergy took the stage. Hartley 
had to stay behind for an exam, but his 
teammates still won the $10,000 first 
prize, beating teams from Columbia Uni-
versity and the University of California-
Berkeley’s Haas School of Business.

Reaping
LeBrun is now nurturing contacts  

with potential customers and agricultural 
experts in Africa and the United States. 
He says a U.S.-based biodiesel refinery 
has verbally committed to purchasing 

program could then pursue microfinance 
loans to purchase equipment and plant 
their own jatropha. Mozergy would supply 
the initial saplings and agree to buy the 
farmers’ output.

“The training and purchase agreements 
demonstrate to microfinance institutions 
that these farmers are a lower-risk invest-
ment than people who don’t have a guaran-
teed customer and price for their product,” 
Moazed says. “Therefore, the people coming 
from our program would be more likely 
to get credit.”

Mozergy would reap benefits too.  
“The demand (for biodiesel) is high both 
regionally and globally,” Gross says. “This 
takes the burden off Mozergy to produce 
everything on commercial-scale farms. It 
enables the business to grow more rapidly 
while allowing farmers to do what they 
do best. And instead of having to manage 
20,000 people, the company can have 
20,000 people supplying it while ensuring 
suppliers are obtaining the best plant 
varieties and cultivation techniques.”

Pruning
With the concept taking shape, the 

greatest challenge Mozergy faced was 
winnowing down a complex business 
plan into a concise presentation for the 
KLI competition. “We had the capacity  
to convey our deep knowledge about the 
issue, Mozambique, and the plan itself,” 
Gross says. “But we had assembled about 

“When you’re pitching 
to a venture capitalist, 
you can talk about the 
market all you want, 
but until you can prove 
you have a customer 
there’s a lot more risk 
associated with the idea.” 
—Tony Gross

Oil-bearing jatropha is a hardy plant, which 
grows on land that doesn’t support food crops.
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it. In doing our research, we found that 
most of the touch points had humor 
around them, and we decided the best 
way to reach this audience was to create 
an integrated approach using that humor.”

Braun Global President Bracken Darrell 
said the competition judges were impressed 
with the Ross team’s clever messaging 
strategy, derived from keen observations 
of the competitive landscape. 

“We were very excited about the final-
ists’ presentations, and felt each offered 
great insight into reaching our target 
consumers,” he said. “Ultimately, though, 
Michigan’s plan rose to the top.” 

In addition to the prize money, Hol-
land and her teammates hope to net the 
added bonus of seeing their tag line and 

other elements of their proposal 
appear in the product’s promo-

tional rollout. 
“It will be so incredible if 

they choose to use some of 
our materials in the actual 
campaign,” says Holland. 
“This was one of the best 

experiences I’ve ever had. 
You just never know 

what you can create.”  

T he subject of male grooming had 
never really been top of mind for 
Karima Holland, a first-year MBA 

student at the Ross School. Especially the 
topic of male grooming below the neck. 
That all changed when she and three 
female classmates entered the “Create a 
Buzz for Braun” campaign, sponsored by 
Procter & Gamble. 

The challenge was to create a marketing 
plan around a Braun body shaver targeted 
to college-aged men. The quest was to win 
the $40,000 grand prize in the national 
case-study competition. The results ex-
ceeded expectations, as the women did, 
in fact, walk away with more than just 
first prize .

“I know way too much about some of my 
(male) classmates now,” Holland says. She 
and teammates Emily Hoffman, Mihira 
Patel, and Holly Sharp earned top hon-
ors in the competition among nearly 300 
student teams drawn from the country’s 
top-ranked MBA programs. In addition, 
Sarah Doak, who received her Ross MBA 
in December, tied for second place and 
received $5,000. 

“Manscaping America, One College 
Campus at a Time,” the marketing cam-
paign created by Holland, Hoffman, Patel, 
and Sharp, suggested online contests and 
promotions, along with a “Manscaping” 
campus comedy tour. The Ross team 
developed its promotional plan after talk-
ing to 150 college-aged men about battling 
unwanted body hair. Research revealed 
that grooming “really does matter” to this 
younger demographic, yet no tool exists 
to meet their specific needs. Consumer-
focus groups and interviews often de-
volved into hilarious sessions in which 
participants detailed their creative tactics 
and innovative methods of “manscaping.”

“We discovered that pretty much all 
men do it, in some form or another,” says 
Holland, referring to male grooming. 
“And they are not shy to talk about 

Ross first-year MBAs and “Buzz for 
Braun” winners (from left): Holly 
Sharp, Emily Hoffman, Mihira Patel, 
and Karima Holland
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Washington, D.C., Alumni 
Enjoy a Taste of Boston

Boston-based chef Jim Solomon, MBA 
’92, commandeered the kitchen of 

Eugene Procknow, MBA ’78, and wife 
Mary when they hosted local Ross graduates 
in their Washington, D.C., home for an 
evening of fine dining. Solomon, the owner 
and operator of the Fireplace Restaurant  
in suburban Brookline, Massachusetts, pre
pared his signature spit-roasted, maple-
glazed half chicken with savory mushroom 
bread pudding and sage brown butter. 
Grilled duck sausage with creamy dijon 
and butternut squash bisque (with roasted 
chestnut cream and pumpkin seeds) opened 
the feast. Boston baked beans and brown 
bread also appeared on the menu (of course).  

Tokyo Alumni Pass  
the Torch and Celebrate

N inety-four alumni representing the 
graduating classes of 1969 to 2007 

convened in Tokyo when the Ross Alumni 
Club of Japan held its annual meeting  
in February. The networking event was 
the first official gathering since the club 
presidency passed from Takeo Suzuki, 
MBA ’76, to Makoto Ariga, MBA ’93. 

TOP PHOTO Enjoying Solomon’s haute cuisine, 
left to right: Ross Director of Development, 
Eastern Region, Ed Ollie, Lisa Leandre, Al 
Leandre, MBA ’02, and Alex Lilavois, MBA ’01.

LEFT Arnie Esterer, MBA ’55, makes sure to keep host Gene Procknow, MBA ’78, in fine spirits.

CENTER Chef Jim Solomon, MBA ’92, is a master of the kitchen.

RIGHT Tige Savage, MBA ’98, and Kipp Kranbuhl, MBA ’04, enjoy the Procknows’ hospitality. 
Rachel Zimmerman, MBA ’00, and Haley Sawyer, BBA ’06, are pictured in the background.

TOP PHOTO Alumni in Japan attending the 
February event, from left to right: Mami Tamura, 
AB ’03, Takashi Sone, MBA ’06, Yusuke 
Narimatsu, MBA ’06, Keiko Shiine, MBA ’06, 
and Kyung Ho Yoon, MBA ’06. Crouching in front, 
Koji Yamagata, EMBA ’06.

LEFT Takeo Suzuki, MBA ’76, accepts thanks 
and accolades for his contribution as president 
of the Ross Alumni Club of Japan.

RIGHT Makoto Ariga, MBA ’93, embraces his 
new title of club president.
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MILWAUKEE — Matt Gnau, MBA ’03 (left), and Alec Granger, MBA ’95, 
brought a little sweat equity to a Milwaukee Bucks basketball game earlier 
this year. Together, they hit mid-court at the Bucks’ Bradley Center to 
present the game ball to the team captains and referees. Other local 
alumni who attended the game as part of a club outing included Sally 
Sadosky, MBA ’96, John Bayless, MBA ’04, Ted Wentzel, MBA ’96, 
Michael Harris, BBA ’00, and Jaclyn Gentner, BBA ’06. 

MIAMI — Members of the Ross Alumni Club of Miami recently hosted Al 
Cotrone, director of the Ross School’s Office of Career Development and 
Student Life. Pictured, left to right: Gabe Gerenstein, BBA ’02, Marcelo 
Dutra, MBA ’03, Jerome Hesch, BBA ’66, MBA ’67, David H. Isaacs, 
MBA ’67, Cotrone, Gabriel Freund-Vega, MBA ’04, and Juan Bermudez, 
MBA ’98.
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2008 Recent Grad Reunion  •  September 26–28          2008 Reunion  •  October 3–5

Save the Date
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