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Clifford J. Shultz, II, Ph.D., is Professor and Charles H. Kellstadt Chair of Marketing, 

Quinlan School of Business, Loyola University Chicago. Dr. Shultz received his Ph.D., 

M. Phil. and M.A. from Columbia University in the City of New York, and his B.A. from 

DePauw University. Dr. Shultz joined Loyola from Arizona State University, where he 

held an appointment as Professor and Marley Foundation Chair in the W. P. Carey 

School of Business and Morrison School of Management and Agribusiness. He also has 

taught at the Columbia University Graduate Business School, University of Zagreb, 

University of Rijeka, Ho Chi Minh City Economics University and College of Marketing, 

Swedish School of Economics, University of Western Australia, University of Munich, 

etc.; and he has served as a Fulbright Scholar (Croatia and Vietnam), an Invited Scholar 

at the Indochina Program of the Harvard Institute for International Development, and 

currently serves as a Fellow of the Harvard-Fulbright Economics Teaching Program. 

 

Dr. Shultz has expertise on marketing, economic development and consumption in 

transforming economies, particularly the transition economies of Asia, the Balkans, and 

other recovering economies. He has worked, for example, to improve rice and coffee 

production, distribution and quality in Vietnam; he has worked to reclaim mine-laden 

fields in Bosnia and Cambodia, and to initiate traditional fiber production and marketing 

programs in Croatia; he also is studying judicial and marketing systems in Bangladesh, 

crisis management in Lebanon, the socioeconomic impact of the FIFA World Cup, etc. 

More generally, he has worked with research institutes, universities, NGOs, and other 

international government agencies and private companies to improve marketing and 

administrative systems, research methodology, and ultimately consumer and societal 

welfare. Dr. Shultz works with governments and organizations to study war-recovery, 

export marketing, government reconstruction and institution building, brand development 

and translations, franchising, enterprise development, and intellectual property rights; 

more broadly, he works with companies, governments and research institutes to study 

marketing systems as conduits to win-win socioeconomic development and sustainable 

peace. 

 

Nicholas J.C. Santos, S.J., Ph.D. is an Assistant Professor of Marketing at the College 

of Business, Marquette University, Milwaukee and co-director of the social innovation 



initiative at the university. Dr. Santos received his Ph.D. and M.B.A. from Marquette 

University, Th.M. from the Jesuit School of Theology, Berkeley, B.Ph. and B.Th. from 

the Pontifical Athenaeum at Pune, India, M.Com., and B.Com. from the University of 

Pune, India. Dr. Santos spent three years at Santa Clara University as a post-doctoral 

fellow and visiting scholar at the Markkula Center for Applied Ethics and an adjunct 

faculty at the Leavey School of Business teaching courses in Corporate Social 

Responsibility and Public Policy and Business Ethics. He was also involved with the 

Global Social Benefit Institute at the Center for Science, Technology and Society at Santa 

Clara University and “Step Up Silicon Valley,” a Catholic-Charities initiated campaign to 

end poverty in Silicon Valley. He is the co-formulator of the integrative justice model 

(IJM) for impoverished markets and his research interests revolve around social 

innovation, social entrepreneurship, marketing strategies at the base-of-the-pyramid, 

corporate social responsibility etc.  

 

Tina M. Facca-Miess, Ph.D. is an Associate Professor of Marketing at the Boler School 

of Business, John Carroll University, in Cleveland, Ohio. Dr. Facca-Miess received her 

Ph.D. in Economics from Gӧttingen University, Germany, M.S. in Statistics from Case 

Western Reserve University, Master of Applied Communication Theory and 

Methodology, and B.A.in Communication from Cleveland State University. Her areas of 

research interest include social innovation and entrepreneurship, poverty alleviation, 

predictive analytics, outcomes measurement, and marketing education. Dr. Facca-Miess’ 

industry experience includes executive marketing positions with multinational franchised 

firms in varied industries including foodservice, hospitality and executive recruiting.  

Tina is president of Colleagues in Jesuit Business Education, and Chair of the Jesuit 

Friends and Alumni Network which promotes networking and collaboration for the 

greater good.   

 

Overall Abstract: 

 

This panel discusses foundational tools for concretely engaging the external world 

in a way that promotes a faith that does justice, which is integral to differentiating Jesuit 

business education, and to delivering more value to a complex, thirsting global society. 

Macromarketing focuses on the interactions among markets, marketing and society while 

shareholder advocacy is a means for connecting the responsibilities of business to the dire 

needs of often disenfranchised populations affected by capitalist decisions. The Jesuit 

network itself can serve as a mechanism for collaboration and distribution of the 

requirements of social change for the common good. The Integrative Justice Model 

(IJM), founded in Catholic Social Thought (CST) and moral philosophy, offers a 

normative ethical framework for market engagement, particularly when working with the 

impoverished or marginalized. Given its theoretical foundations, the IJM can serve as an 

effective tool for teaching and implementing a Jesuit perspective on complex global 

issues related to business ethics, sustainable enterprise and social innovation. To deliver 

leaders who are proficient with the tools for implementing a Jesuit, or Ignatian-inspired, 

perspective on social innovation, Jesuit business schools need to clearly articulate the 

concepts and strategies underlying macromarketing, shareholder advocacy, and Jesuit 

networking. They furthermore must offer learning models and opportunities that coincide 

with time-honored and timely methods espoused by Jesuits: immersion, engagement, 

discernment, reflection, transformation, and ultimately thoughtful actions that improve 



the lives of others, immediately and sustainably. These outcomes are perhaps best 

achieved when faculty at Jesuit schools leverage their own scholarly expertise in ways 

that involve students in those projects, and thus enable students to be at the vanguard of 

and integral to research, teaching/learning and professional practice. In addition to the 

obvious inevitable transformative experience and societal well-being that will result from 

such an empathic endeavor, students will have distinct advantages in a competitive 

marketplace, and they will understand the importance of doing well for one’s own time, 

so that one makes contributions for all time.  

 
 
 
  



Individual Abstracts: 

 

Macromarketing Research and Engaged Learning in Devastated and Recovering 

Economies: Catalysts for Transformation 

 

Clifford J. Shultz, II, Ph.D. 

 

The purpose of this presentation is to introduce readers and session-participants to 

concepts and the importance of macromarketing research, to make a case for student 

engagement in the outcomes and activities of this research, with hopes to affect 

transformative action for the scholar/researcher, the students with whom s/he works and 

the many stakeholders of research projects and Ignatian pedagogies in devastated and 

recovering economies.  

 

Macromarketing, as clearly indicated on the cover of the Journal of Macromarketing, is 

the study of the “interactions among markets, marketing and society”. Macromarketing 

scholars accordingly study complex systems – particularly marketing systems – in which 

these interactions occur, and some important subthemes or driving factors of those 

interactions that affect system(s) viability. Those factors or subthemes include geography, 

history, economics, politics, and culture; ethics and justice (or lack thereof), competition 

and markets, globalization, sustainable/unsustainable practices, administrative systems, 

poverty and socioeconomic development, and predictors of and measures for individual 

quality of life (QOL) and societal well-being (e.g., Fisk 1981, Layton & Grossbart 2006, 

Lee & Sirgy 2004, Shultz 2007). My own work has focused largely on the commons 

dilemma and other forms of social traps (Aristotle 1976 / 4
th

 CBC, Hardin 1968, Shultz & 

Holbrook 1999, Shultz in press), particularly in the context of devastated, recovering 

and/or transitioning economies; that is, communities, regions, countries that have 

undergone profound shocks and systemic disruptions in the forms of political-economic-

societal transition, most notably war. Places of extant research include, for example, 

Vietnam, Cambodia, Laos, the countries of the former Yugoslavia, Northern Ireland, 

Colombia, Cuba, with the objective to affect policies and practices to facilitate recovery 

from various hardships, and ultimately sustainable peace and prosperity (e.g., Nguyen, 

Rahtz & Shultz 2014; Shultz 1997, in press; Shultz, Pecotich & Le 1994; Shultz & Tith 

1998; Shultz, Burkink, Grbac & Renko 2005).  

 

Over the nearly 25 years of active research in the aforementioned places, I have 

increasingly incorporated my research findings into the classroom via cases, exercises, 

lectures, and projects. Perhaps more importantly, students are engaged in this research 

via site study in some of the countries in which I work. This engagement is intended to 

draw students’ attention to the frighteningly large population of global citizens – billions 

of people -- that live under extremely harsh conditions with limited resources; such 

immersion provides students an empathic experience with the human beings who struggle 

to survive in an often cruel and unfair world. Transformative experiences in the field 



inspire them to act – to use business and marketing tools – in ways to enhance the 

individual QOL and societal well-being of the devastated, disenfranchised and 

dispossessed, people and places, respectively.  

The transformation from unknowing or disinterested student, to engaged catalyst, is 

largely achieved through some fundamental tenets of Jesuit education: immersion, 

engagement, discernment, reflection and transformation. 

The presentation includes a brief overview of the topics to be discussed, introduction to 

the countries/regions of study and engagement, poignant elements of a research stream 

that were catalysts for my own transformation and inspiration to mobilize students to 

engage, fundamental macromarketing tenets and a normative model of constructive 

engagement with devastated and recovering economies, types of courses and an overview 

of an actual course, a brief video produced by some students in one of the site-study 

courses (time permitted), and some reflections on some student outcomes. The 

presentation will conclude with questions and discussion, pending participants’ interests. 
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Incorporating the work of the “National Jesuit Committee on Investment 

Responsibility” (NJCIR) into the curriculum of Jesuit Business Schools
*
  

 
Nicholas J.C. Santos, S.J., Ph.D. 

 

In 2012, about $3.74 trillion out of $33.3 trillion in total assets under professional 

management in the United States was invested in socially responsible investment (SRI) 

strategies (Forum for Sustainable and Responsible Investment, 2012). This indicates a 

486 percent increase from $639 million invested in 1995. In comparison, the broader 

universe of assets under professional management has grown just 376 percent in that 

same period (Forum for Sustainable and Responsible Investment, 2012). SRI strategies 

include Environmental, Social, and Governance (ESG) incorporation, Shareholder 

Advocacy, and Community Investing. With regard to shareholder advocacy, from 2010 to 

2012 about 176 institutional investors with $1.28 trillion in assets filed or co-filed 

proposals (Forum for Sustainable and Responsible Investment, 2012). These institutional 

investors include public funds, religious investors, labor funds, foundations and 

endowments.  

 

The Jesuit involvement in socially responsible investing in the U.S. can be traced back to 

the formation of the Jesuit Advisory Committee on Investment Responsibility (JACIR) 

by the U.S. Jesuit Conference in 1974 (Dister, 2002).  A few years prior to this, in 1971, 

the Episcopal Church and some other Christian denomination groups had started the 

Interfaith Center on Corporate Responsibility (ICCR) (Callahan, 2002). JACIR and ICCR 

began largely as an expression of civil uneasiness with the Vietnam war and the system 

of apartheid in South Africa (Smith & Wolf, 2002). At the time of the formation of 

JACIR, another Jesuit Conference group called the National Office of Jesuit Social 

Ministries was already in operation (Dister, 2002). This group attended shareholders’ 

meetings and proposed resolutions often taking a more activist approach towards 

corporate change. Such an approach resulted in some tension between this group and 

JACIR which tended to vote proxies with company management (Dister, 2002). What 

transpired eventually was that JACIR was dissolved in 1984 paving the way for the 

formation of the National Jesuit Committee on Investment Responsibility (NJCIR) 

(Dister, 2002).  

 

Each U.S. Jesuit province now has a provincial representative and sometimes a 

committee for investor responsibility. The motivation for the Jesuit provinces to get 

involved in SRI ensued from a growing awareness of the potential of SRI to contribute to 

the common good. Representatives from each province form NJCIR. The mission of 

NJCIR is to advocate for “corporate behavior consistent with Catholic Social teaching 

through dialogues with corporations, shareholder resolutions, and proxy voting” (Jesuit 

Conference, 2012). NJCIR identifies social and economic justice priorities in light of 

                                                        
* Extracted and adapted from: Santos, Sealey, and Onuoha (2014) 



Jesuit apostolic preferences and collaborates with other religious institutional investors to 

influence corporate policy decisions in these areas. NJCIR has also encouraged and 

consulted with a number of Jesuit institutions (particularly higher education and 

secondary education) to participate in province-led shareholder filings and engagement. 

As of 2012, the two shareholder advocacy priorities were water sustainability and 

promoting human rights (Society of Jesus, 2012).  

 

Over the last decade, NJCIR has successfully engaged a number of large corporations in 

the areas of water sustainability and human rights (National Jesuit Committee on 

Investment Responsibility, 2011). One successful engagement in the area of human rights 

was with Occidental Petroleum (Oxy) and was led by the California Province of the 

NJCIR. In 2003, NJCIR had contacted Oxy to convey concerns that the Jesuits in 

Columbia had about human rights abuses in the Arauca region of Columbia where the 

company had oil pipeline operations. Working closely with NJCIR, Oxy formally 

adopted a Human Rights Policy in December 2004 (GlobeNewswire, 2004). NJCIR 

continued to be engaged with the company through 2010. Dialogue topics for this 

engagement “included human rights training, impact assessments to determine human 

rights risk, integrating the policy throughout Company operations, protocols for use of 

armed security, social and economic aspects of community engagement, and transparency 

and reporting of human rights performance, including the need for independent 

verification of results” (National Jesuit Committee on Investment Responsibility, 2011, p. 

9). NJCIR’s engagement with Oxy achieved not just social goals but also a significant 

return on investment. From September 2003 when the NJCIR first contacted Oxy to 

September 2010, investments increased by 496% not calculating reinvested dividends 

(National Jesuit Committee on Investment Responsibility, 2011, p. 10).  

  

 The engagement with Oxy is only one of NJCIR’s engagements. Since October 2007, 

NJCIR has also engaged the OM Group, a metal-based specialty chemical company, to 

develop indicators for a human rights policy. This issue arose out of safety concerns of 

small-scale miners, including children around the company’s cobalt smelter in 

Lubumbashi in the Democratic Republic of the Congo (DRC) (National Jesuit Committee 

on Investment Responsibility, 2009, p. 7). At the OM Group annual meeting in May 

2011, the Jesuit-led stockholder proposal received 28.47 percent of the votes as well as 

the support of proxy advisory service, Institutional Shareholder Services, who endorsed 

the resolution from a cost/benefit business perspective. The strong vote led to the 

development of an OM Group human rights policy the following year (OM Group, 

2012).  

 

NJCIR has also worked with the Monsanto Company to implement and monitor a human 

rights policy. For six years NJCIR worked with Monsanto “to embed human rights due 

diligence into its global operations by training employees, using human rights impact 

assessments, monitoring and auditing results” (National Jesuit Committee on Investment 



Responsibility, 2011, p. 6). The company had been very responsive to eradicating child 

labor among its contract growers and had also agreed to expand the dialogue and 

engagement with NJCIR to include the right to food, especially seed saving rights for 

farmers and the right to water.  

 

In line with one of NJCIR’s advocacy priorities on water sustainability, it has been 

engaging some companies around this issue. One company that NJCIR has engaged is 

Bunge Limited. Bunge is one of the world’s larger agribusiness companies. The Jesuit-

led investor coalition has encouraged Bunge to be more proactive in its reporting of water 

use and the impact of water risks on not just its supply chain but also on the local 

communities (National Jesuit Committee on Investment Responsibility, 2011, p. 4). 

Another company that NJCIR has decided to engage with on the issue of water 

sustainability is Corn Products International (renamed “Ingredion” in 2012). NJCIR 

voted for this engagement in September 2010 as Corn Products was one of the world’s 

largest corn refiners with water being an intrinsic resource in its operations in about 20 

countries (National Jesuit Committee on Investment Responsibility, 2011, p. 5). Through 

this engagement NJCIR hoped to push Corn Products towards more meaningful data 

reporting on water consumption and liquid and solid waste as well as to have explicit 

goals to reduce resource consumption (National Jesuit Committee on Investment 

Responsibility, 2011, p. 5).  

 

Traditionally business education is aimed at equipping students with the skills to function 

effectively and efficiently in a business organization, usually a for-profit enterprise. 

These skills, such as marketing, operations and supply chain management, accounting, 

finance, human resources etc. enable our students to operate optimally in a business 

setting as employees, managers, senior executives and board members. A role in a 

business context that is rarely considered, if at all, is that of a shareholder. In institutions 

that do incorporate this dimension, it is mostly limited to investment management but not 

on the role that shareholders can play in effecting a positive contribution of the company 

that they invest in towards addressing social concerns and the common good. This 

presentation will argue for the incorporation of a course on shareholder advocacy in the 

curriculum of Jesuit business schools.  
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Igniting the Ignatian Spirit of Business; Differentiating Jesuit Business Education 

through Networking and Collaboration 

 

Tina M. Facca-Miess, Ph.D 

 

As we strive to differentiate Jesuit Business Education, and position our offering in the 

minds of consumers, we look to our network for collaborative partnerships and 

pedagogical reflections. While networking implies social connections, collaboration 

suggests working together, in our case, toward the common good. The promotion of faith 

that does justice (Kolvenbach, 2000) requires networking and collaboration within and 

among three Jesuit business education market segments: faculty/administrators, students, 

and alumni. Engaging these markets in consistent networking and collaboration is 

integral to amplifying the voice of the poor and marginalized, and serving one another to 

our fullest capacity.  This portion of our panel offers a reflection on collaborative efforts 

within the business education segment of the Jesuit network, and is intended to motivate 

continued inspiration. 

 

Spirit of Collaboration 

 

A recent Financial Times headline reads, “Do the Jesuits hold the answer for misfiring 

multinationals?” Clearly, our offering is garnering attention, but who is this former Jesuit 

novice Jose Bento de Silva from Warwick University who sparked the interest of the 

Financial Times? A quick email from the US to the UK, subsequent Skype adding human 

touch (so to speak), an introduction to Fr. Dani Villaneuva, SJ and his Jesuit Networking 

and Collaboration initiative stemming from Madrid, (see www.JesuitNetworking.org) 

and a new, inspired collaboration has begun. One-on-one “inspired global movements” 

are happening every day all day within the vast network of Jesuit ministries, universities, 

and among our students and alumni. The movement is inspired in that it is the Holy Spirit 

that serves as the coordinator of these one-on-one movements (and certainly as Counselor 

and Advocate). The global reach we literally have at our fingertips all day every day 

facilitates the inspired movement toward collaboration. Our twenty-first century 

communication technology truly is, as Pope Francis clarifies, “a gift from God” (Pope 

Francis, 2014). On the other hand, it is this simplicity of communication exchange and 

instantaneous collaboration that can overwhelm us. For this author at least, there is a fine 

line between empathy and apathy, and a constant battle between networking and 

collaboration. Networking seems natural, collaboration seems cumbersome. 

 

Overwhelmed yet steadfast in commitment to Jesuit business education, one turns to the 

Society’s local leadership for guidance. Fr. Brian G. Paulson, SJ, Provincial, Chicago-

Detroit Province and Fr. Thomas A. Lawler, SJ Provincial, Wisconsin Province 

comfortingly summarize:  

http://www.jesuitnetworking.org/


 

Foundationally, we are to invest in apostolic projects that give hope for 

yielding “greater fruit” for advancing the values of the Kingdom of God—

God’s dream for our world, as Jesus gave witness to in his preaching and his 

ministry… Our ministry is to be a “learned ministry”; we engage young people 

because they are the future of our church and society; we go to the frontiers 

and peripheries of our society where the needs are greatest; we provide 

ministries “of the Word” and ministries of interiority (retreats and spiritual 

direction); we educate future leaders; and we foster a multiplier-effect of 

whatever we do.” 

 

Taking a step back to review the Provincials’ perspective provides a refreshing 

framework for approaching the complexities of collaboration. Discerning questions 

for reflection might include: Does this collaboration…  

 

 advance God’s dream for our world? 

 engage students in the future of the church and society? 

 reflect a response to the greatest needs of the marginalized? 

 stimulate reflection and interiority? 

 offer significant potential for scalability? 

 

Coupled with daily reflection via the Examen, one begins to understand how the 

Jesuits are able to accomplish so much with so little so consistently. Theirs is the 

ultimate example of effective networking and collaboration – how can we, in our 

vocation as business educators, mimic the Jesuit spirit of collaboration and develop 

within our students, a twenty-first-century Ignatian business perspective? 

 

Practical Tools for Developing an Ignatian Business Perspective 

 

What tools are available and useful as millennial-friendly classroom resources for 

reflecting on the role of the Jesuit-educated business leader? This portion of the panel 

will discuss three key tools for inculcating an Ignatian/Jesuit perspective on business 

engagement in the twenty-first century.  

 

Sustainable Enterprise 

 

Led by Mark Peterson, scholars of the Macromarketing Society have collaborated to 

deliver the textbook “Sustainable Enterprise: A Macromarketing Approach”. This 

engaging text offers a big-picture, more reflective, approach to enterprise by examining 

market efficiency and effectiveness, considering market dynamics, the environment, and 

equity, then culminates with envisioning the future of market-based sustainability. 

Chapter topics include stakeholders in marketing, the role of business in society, the role 

of the state, contemporary consumers, globalization, and collaborative leadership. Full 



chapters dedicated to the environmental imperative, environmentally oriented business, 

and sustainable entrepreneurship reflect the most daunting issues for students today. But 

it is the chapters dedicated to developing markets and poverty alleviation that reflect the 

most pressing global issues, the knowledge and understanding of which can differentiate 

Jesuit business education today.  

 

CST and the Vocation of the Business Leader 

 

The Pontifical Council on Peace and Justice recently released the Vocation of the 

Business Leader (2014) which offers detailed reflections on the role of the business 

leader through the lens of Catholic Social Thought (CST). In the context of the capstone 

marketing course, students were challenged to spend an hour or more in silent solitude 

reading and reflecting on the document, and subsequently write a reflective essay on how 

they envision using the tools of CST in their business vocations. Students report a greater 

appreciation for their Jesuit business education after reflecting on CST concepts of 

solidarity, subsidiarity, the common good, and human dignity (Facca-Miess, 2015). The 

experience effectively provides an opportunity for vocational discernment, while 

inspiring a deeper sense of commitment to working toward the greater glory of God 

(AMDG) in collaboration with a vast network of Jesuit and Catholic resource partners. 

 

Integrative Justice Model and Consumption 

 

The Integrative Justice Model (IJM) is a normative framework for ethical engagement in 

the marketplace, particularly impoverished ones (Santos and Laczniak, 2009, 2012). The 

IJM was introduced early in the semester in marketing capstone (Strategic Value Co-

creation) and applied to multiple topics by student partners as they lead chapter 

discussions in class. In an attempt to evaluate contemporary consumers, students in the 

marketing capstone were additionally challenged to apply the IJM to a live music 

consumption experience. They were required to evaluate and report on the extent to 

which the entertainment enterprise delivered on the tenets of the IJM, namely, 1) 

authentic engagement, 2) value co-creation, 3) interest representation of stakeholders, 4) 

investment in future consumption, and 5) long-term profit management vs. short term 

profit maximization (or, financial sustainability). After several semesters of teaching the 

IJM, this experiential learning tool has anecdotally proven to be the most effective 

pedagogy employed to date. Students were required to evaluate the fairness of the 

marketplace exchange through the lens of the IJM and articulate why they rated (on a 

scale from 1=low to 10=high) the enterprise as they did. Final reflection essays 

additionally supported their self-perceived grasp of the tenets of the ethical-audit tool and 

their appreciation for the experiential learning exercise.  

 

 

 



Final Thoughts 

 

The global business landscape has changed drastically in recent years, and Jesuit business 

education must adapt and differentiate itself in order to thrive. A macromarketing 

perspective coupled with the tenets of Catholic Social Thought and the IJM framework 

for evaluating justice in the marketplace exchange, equips the Jesuit-educated graduate 

with the requisite armor for battle and compass for navigating the complexities of twenty-

first century sustainable enterprise. Our collaborative efforts as Jesuit business educators 

are integral to their success in a global society. 
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