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ideas in action

projects. Students who take institution-
al money must explain how the costs of 
the project, including their own labor, 
justify the benefits. These projects 
naturally teach students about bureau-
cratic roadblocks, tax laws, and institu-
tional restrictions. Many students have 
gone on to make a real difference. For 
instance, one group created a business 
that allows teenage girls in Gambia to 
support themselves and their families. 

Because values and experiences are 
diverse, no two courses are ever the 
same, and the subject remains fresh and 
interesting for both students and faculty. 

Teaching the Teachers
We think our ethics approach works 
so well that we have begun to share it 
with others. In May 2016, the school’s 
Georgetown Institute for the Study of 
Markets and Ethics (GISME) hosted 16 
assistant professors from colleges and 
universities across the country for a 

two-day workshop in teaching business 
ethics. Participants incurred no cost 
for attending the workshop, as GISME 
covered travel and lodging and provided 
participants a $500 honorarium. 

Most of the professors hailed from 
business schools, and many were prepar-
ing to teach business ethics for the first 
time. Those new to ethics said they un-
derstood the philosophy, but were lack-
ing real-world examples to share with 
their students. Participants who already 
had taught ethics courses were looking 
for ways to revitalize their curricula. 

During the workshop, three 
McDonough faculty presented six 
sessions. Topics included how to use 
interactive exercises and role-playing 

in the classroom, how to structure a 
semesterlong group project that teaches 
students to resolve business dilemmas, 
how to give courses real-world relevance 
by taking students outside of the class-
room, and how to incorporate moral 
psychology into an ethics course. 

The workshop draws on work from 
philosophers, moral psychologists, law 
professors, and business faculty. This 
multidisciplinary mix indicates how 
critical it is that ethics be integrated 
into the curriculum. 

Apparently, many other educators 
agree, because we’ve had an excellent 
response to the workshop. We were 
expecting only a handful of partici-
pants for the first one, but we received 
25 applications. We plan to bring in 15 
new professors for a second workshop 
in spring 2017. We also plan to build an 
online toolkit so instructors anywhere  
in the world can access our information. 

At the end of the day, teaching ethics 
isn’t about identifying 
“good guys” or “bad 
guys,” and it’s not about 
telling people “do this” or 
“don’t do that.” It’s about 
preparing our graduates 
to make tough everyday 
decisions when they en-
counter ethical dilemmas 

in their careers. In the end, teaching 
ethics is not about making better people; 
it’s about increasing awareness so all of 
us, whatever our motivations, can make 
ethical choices. 

Michael Douma is director of the George-
town Institute for the Study of Markets 
and Ethics, part of the McDonough School 
of Business at Georgetown University in 
Washington, D.C.

 For more details about Georgetown’s 
workshop for ethics faculty, visit gisme.
georgetown.edu/content/workshop- 
teaching-professional-ethics-through- 
experiential-learning-georgetown- 
approach.

INTEREST IN 
PINTEREST
When Pinterest first launched 
in 2010, users primarily used 
the website to collect and 
share their favorite images, 
quotations, recipes, and other 
inspirational content on digital 
“scrapboards.” But Pinterest 
also can be an effective educa-
tional tool in a business-based 
classroom, according to Bev-
erly Amer, a principal lecturer 
of accounting and information 
systems at Northern Arizona 
University’s Franke College of 
Business in Flagstaff.

A non-tenure-track profes-
sor at the Franke College for 
the last 22 years, Amer uses 
Pinterest to boost student 
engagement in the university’s 
introductory course in comput-
er information systems, which 
enrolls about 1,000 freshmen 
from all disciplines. Amer 
coordinates the liberal studies 
course, required of all business 
majors, and teaches sections 
along with six other instruc-
tors. Throughout the semester, 
students learn the basics of 
Microsoft Word, Excel, Access, 
and PowerPoint. They also 
work in teams of four to share 
notes, take group quizzes, and 
discuss topics that range from 
Pokémon Go! to driverless cars. 

Last year, Amer introduced a 
new assignment in her sections 
of the course: Each student had 
to create a Pinterest board with 

Teaching ethics isn’t about identifying 
“good guys” or “bad guys.” It’s about pre-
paring graduates to make tough decisions 
when they encounter ethical dilemmas.

http://gisme.georgetown.edu/content/workshop-teaching-professional-ethics-through-experiential-learning-georgetown-approach
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Medicine, Meet Business
The Tippie College of Business and the Carver College of Medicine at the 
University of Iowa recently collaborated to design a new program that 
trains medical students in a wide range of business skills. The Distinc-
tion Track includes 12 modules covering topics such as human resource 
management, marketing, 
law, negotiations, managerial 
accounting, data analytics, 
teamwork, quality, and safety. 
Students meet one Saturday 
per quarter to complete a four-
hour session on one module, 
usually taught by a tenured 
or tenure-track professor. 
Delivered over a three-year 
period, the program’s duration 
is roughly the same as that of 
the medical school program.  

Prior to each meeting, the 
med students complete two hours of self-guided case study. After each 
meeting, the students complete two to four hours of follow-up work with 
faculty to ensure that students understand the concepts. 

Students must complete at least nine of the 12 modules, then partic-
ipate in a capstone project guided by a mentor physician. Students who 
complete these requirements are awarded a certificate in healthcare 
delivery science and management.

The two colleges created the Distinction Track program at the sugges-
tion of Alan Reed, a doctor, a professor of surgery at the Carver College, and 
an adjunct professor of accounting at the Tippie College. Reed recently 
completed his business degree through Tippie’s Executive MBA program. 
During that experience he realized the significant skills gap that existed be-
tween practicing medicine as a skill and practicing medicine as a business.

This reality also is what moved dermatologist Marilyn Kwolek to 
donate the funding for the program. Kwolek was enthusiastic about its 
creation, says Reed, because she said that she wished she’d had more busi-
ness knowledge before she started her own practice.

“We send medical students out largely not knowing how they are paid 
or by whom, what legal ramifications arise from issues such as medical 
errors, how to build and work in teams, how to run a business, how to 
negotiate a contract, or much at all about population health, healthcare 
delivery, or the business of healthcare in this country,” says Reed. “These 
concepts have never been taught well, or taught at all, in medical school.”   

The Distinction Track was first offered during Carver’s spring 2016 se-
mester—the program received 125 applications for 50 initial spots. Tippie 
is now working with the College of Pharmacy to develop a similar program 
for its students. Coordinators also hope to partner with the university’s 
colleges of dentistry, nursing, law, and education to design business lead-
ership certificate offerings.

ten to 12 “pins” representing their interests 
and motivations.  The impact of the assign-
ment on her classes “was amazing,” Amer 
says. Before, Amer had offered extra credit 
to students who visited her during office 
hours, so she could ask what they expected 
from the course—those conversations were 
very instructor-driven, she explains. 

But once students began showing  
her their Pinterest boards, the conver-
sations became very student-driven. 
Students pinned pictures not only about 
their majors, but also about their families, 
friends, pets, travel, hobbies, celebrities, 
dreams, and even military service. They 
also pinned quotes and daily affirmations 
they found inspirational.  

“Their boards answered questions I 
never would have thought to ask,” she 
says. “Pinterest is a great way to engage 
students on their own turf and start the 
conversation about how this class will sup-
port their aspirations.” 

In addition, the Pinterest assignment 
lets her students know that she is listening 
to them and wants them to do well—es-
pecially important for students in a large 
survey course. After completing the assign-
ment, “students interact with me much 
more, and they ask more questions. They 
care more and try harder to engage with 
the material,” she says. 

Amer notes that students have told her 
that they’ve never had a teacher take this 
much interest in them, and that they want-
ed to try harder in her course because she 
got to know them at the beginning. 

“Some have said that the Pinterest 
assignment forced them to stop and think 
about what is important to them and what 
they value,” she says. “This assignment 
motivates them to engage and take respon-
sibility for their learning. That’s an important 
life skill that will help them progress to grad-
uation and become productive members of 
the workforce.”

Amer and her husband have written a 
paper on the use of Pinterest for educa-
tion. She is presenting their findings at 
the Decision Sciences Institute’s annual 
meeting in November.
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