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Help us make the next 100 years matter. 
From campaigning for gender equality in the workplace to pioneering internet privacy, we are proud of all 
your achievements. 

Help us to provide opportunities for the next generation of business leaders and innovators by supporting 
our students today. 

Your donations will help give others the opportunity to access an education at the University of Edinburgh 
Business School and enhance the student experience for all. 

Give back at business-school.ed.ac.uk/alumni/support-us 
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Welcome 
Our Dean, Professor Wendy 
Loretto (BCom 1990), introduces 
this special issue and shares how your 
active involvement supports the student 
experience and sense of community 
amongst the alumni network. 

To mark the School’s 100 year anniversary, 
this issue of Aluminate features stories of 
some of our inspiring alumni from across 
the decades. We look at how the School has 
changed over that time, both in terms of our 
approach to teaching in an ever-changing 
business world, and how we continually 
develop the way we support our students. 

We come right up to the modern day before 
looking ahead, with the views and aspirations 
of some of our most recent graduates, as 
well as finding out how we envisage business 
changing in the next 100 years. 

Whether your affinity lies with the 
early departments of Accounting and 
Business Method or Business Studies, the 
Management School, or our current entity -
the University of Edinburgh Business School, 
you are all part of the network of over 16,800 
alumni around the world. 

To get involved in the alumni 
community and to support our 
students, contact our Alumni Team on 
alumni@business-school.ed.ac.uk 

This community is more diverse, vibrant 
and active than it has ever been, made up 
of well-connected, engaged individuals 
who support our vision of ‘doing business 
better’. 

To ensure connections with alumni in your 
area, we are continually growing the number 
of international alumni groups, with 30 
groups now in operation and more to follow. 
We are grateful to all of the Regional Group 
Leads who volunteer their time to bring 
a little bit of Edinburgh and the Business 
School to their part of the world. 

Events over the past year have included 
well-attended gatherings in both Shanghai 
and Beijing in June; autumn events in 
Toronto, Berlin, Washington, Tokyo and 
Frankfurt, a formal London Reception 
in October, plus UK regional events in 
Manchester and Bristol for the first time. 

SUPPORTING STUDENTS 

Our students become part of this vibrant 
community as soon as they start their 
studies, with lots of opportunities to learn 
from alumni returning as guest speakers or 
panel members or hosting company visits. 

Our new 100 Second Pitch competition was 
created to develop students’ public speaking, 
presentation and pitching skills. Using a 
mix of alumni expertise and innovative 
virtual reality technology, the opening skills 
development event in October was hosted 
by New York-based alumna Gillian Gorman 
Round (BCom 1999). With a total of ten 
alumni judges, jointly running a variety of 
skills sessions, this is a wonderful example of 
how alumni can truly enhance the student 
experience. 

Widening access to education and enhancing 
our student experience and wellbeing are of 
vital importance to the School. To mark our 
100th anniversary year we have launched 
a new giving fund to support our students’ 
personal and professional development 
and wellbeing. These opportunities will 
develop their confidence, self-awareness and 
curiosity and will be wide-ranging and open 
to all, reflecting our commitment to inclusion. 

The School has also established new 
scholarships to help remove the financial 
barriers to education for students across the 
world, but we can always do more. I hope 
you might consider supporting our students 
through these initiatives - to find out how to 
get involved, visit business-school.ed.ac.uk/ 
alumni/support-us or contact Philanthropy 
Manager, Susie Bass on susie.bass@ed.ac.uk. 

Finally, we’re pleased to announce the 
formation of our Alumni Steering Group, 
chaired by Asanka de Silva (MBA 2010). 
Our alumni network already provides 
students with access to some of the most 
well-known companies around the world and 
the aim of this steering group is to provide 
an even closer link to industry to further 
improve a smooth transition into 
the workplace. 

With a representative on the School’s 
International Advisory Board, it also provides 
the opportunity for all of you to help steer 
the strategic direction of the School. We will 
be in touch soon to let you know how you 
can have your voice heard. 

With our Alumni 100 Weekend in May, 
I do hope we will have the opportunity to 
welcome many of you back to Edinburgh to 
catch up with friends, make new connections, 
update your learning and celebrate the 
impact that our alumni are making around 
the world. Turn to page 39 for full event 
details and registration information. 

mailto:susie.bass@ed.ac.uk
https://business-school.ed.ac.uk
mailto:alumni@business-school.ed.ac.uk
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The Awards provide students with a framework which 
encourages and enables them to own, develop and 
reflect on their individual development journey whilst 
accessing a range of skills sessions and support from 
others in the School community. MSc students can 
access one-to-one coaching sessions with our internal 
and external accredited coaches and can opt into a 
cross-programme buddy system. 

Pre-honours undergraduate students participate in 
group coaching sessions which are facilitated by a team 
of coaching leaders, who are specially trained third 
and fourth year student volunteers recruited from the 
School’s BizPALS (Peer Assisted Learning Support) 
network. Although learning from each other has always 
been part of the Business School experience, peer 
support has become more evident in recent years and is 
helping connect our undergraduates to the School and 
build even more supportive and stronger relationships 
within our community. 

New for this academic year, we have a pilot programme 
which sees our honours undergraduate students each 
allocated an external mentor from our alumni community. 
The majority of our alumni mentors are currently 
Edinburgh-based however next academic year, as we 
roll-out the programme to more students, we plan to go 
global with mentors from a wide range of countries. 

For our full-time MBA students, the professional 
development course is informed by regular, direct 
engagement with employers, designed to help our 
students enhance their leadership and professional 
competence, as well as developing self-awareness and 
strong employability potential. It focuses on building 
skills and confidence in areas including presentation and 
advanced communications, influencing and negotiating, 
effective team working, emotional intelligence and 
resilience. 

Professional development is also a core course for 
our Executive MBAs. At the heart of this course is our 
executive coaching support which has proven hugely 
popular as learners juggle the demands of career, 
study and family. Our coaching is designed to offer 
a tailored and personalised experience and facilitates 
self-awareness, accountability for goal setting, action 
and reflection to improve performance. 

Finally, our executive programmes increasingly balance 
both academic and non-academic content, reinforcing 
the value of the space and time to think, as much as the 
acquisition of new knowledge. 

Our approach across all programmes centres on 
relationships. Students connect with each other on 
programme, but are also actively encouraged to connect 
cross-programme, with alumni, employers, faculty and 
staff. We are indebted to our alumni who are supporting 
our students in so many ways. Through a number of 
the different initiatives, they engage regularly with our 
students on programme, host projects and provide 
advice in a series of career-related activities and 
employer panels. 

A
university education is a time to learn about 
a specific subject, but also a time to learn 
about yourself. Graduates are increasingly 
having to enter the workplace with a set 
of skills that extends well beyond technical 

knowledge, focusing on communication, self-awareness, 
leadership and a whole host of other ‘soft’ skills. 

Over the last few years, the School has been increasing 
its focus on personal, professional and career 
development across its portfolio of undergraduate, 
postgraduate and executive programmes. 

If you graduated a number of years ago and were to 
come back to the School today, you would recognise 
the same focus on academic excellence but you would 
also notice an increased focus on students as individuals, 
encouraged to explore who they are, to step out of their 
comfort zones and to stretch their learning in new and 
different ways. 

Students also need a willingness and an ability to 
continually learn, un-learn and re-learn. Rapid change 
and innovation demands more focus on skills such as 
creativity, adaptability and flexibility. That doesn’t just 
apply to our students, it also applies to us and how we 
go about supporting them. 

With a dedicated Student Development team who 
support our MSc and undergraduate students and an 
Executive Development team who support our MBA, 
Executive MBA and Executive Education learners, staff in 
these teams work collaboratively with other professional 
services staff, academics and the University’s Careers 
Service to deliver innovative programmes. 

The growth of the Business School’s Edinburgh Award 
programmes for both undergraduates and MSc students 
is just one example of this. 

The importance of learning about yourself is an integral 
part of studying at the School with an increased focus 
on personal, professional and career development. 

Rona Doig, Head of Student Development, tells us more. 

Developing 
students for 
their future 

Professor 
Mary Brennan 
reflects on how the 

significant change in how we 
support the development of 
our students leads to personal 
transformations. 

As Director of Undergraduate Programmes, 
I am passionate about promoting, 
developing and innovating how we support 
our students (at all levels) to explore, reflect 
and challenge their own personal and 
professional boundaries. 

Through the Business School’s Edinburgh 
Award programmes, we have opened up the 
opportunity and safe spaces for undergraduate 
students to reflect on their strengths and 
weaknesses, identify areas for development 
and to build their personal and professional 
soft skills. Through inspiring conversations 
with each other, their peer coaches and alumni 
business mentors, we support them to step out 
of their comfort zones. 

We are all learning from our involvement in 
the programme and I have been inspired by 
how brave and courageous the participating 
students have been as they push and 
redefine who they are, who they are 
becoming and what they consider possible 
for themselves to achieve post-graduation. 

I am so excited to see how these 
programmes develop and to witness 
the personal transformations in our 
undergraduate students. 

SUPPORT THE STUDENT EXPERIENCE 

If you are interested in supporting 
the student experience as a mentor, 
project host or panel-member, then 
please get in touch by emailing us on 
alumni@business-school.ed.ac.uk 
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The past, present 
and future of 
teaching business 

With 100 years of teaching under 
its belt, how has the School’s 
approach to teaching changed 
to reflect the world of business? 
We brought together a trio of 
academics, who are also alumni, 
to answer that question. 

Irvine Lapsley (BCom 1971, PhD 1983) is Professor 
of Accounting Emeritus who began teaching at the 
University of Edinburgh in 1974. He is Director of 
the Institute of Public Sector Accounting Research 
(IPSAR) and Editor of Financial Accountability 
and Management. 

Sarah Ivory (MSc 2010, PhD 2014) is Lecturer in 
Climate Change and Business Strategy, having 
joined the School in 2008. She is a Director of 
the Centre for Business and Climate Change and 
the Sustainable Business Initiative. In 2017 she 
established the first year compulsory course Global 
Challenges for Business which won an Aspen 
Institute Ideas Worth Teaching Award in 2019. 
Dr Ivory also holds an MBA from Melbourne 
Business School, and a BCom(Hons) from the 
University of Melbourne. 

Ben Sila (MSc 2012, PhD 2015) is Lecturer in Finance 
who completed both his MSc in Finance and 
Investment and his PhD at the Business School. 
He also holds a Bachelor of Engineering (Computer 
Engineering) from Chulalongkorn University. 

Aluminate: How would you describe your 
approach to the teaching of business? 

Irvine: It’s basically about trying to ask 
interesting questions and also trying to 
get the students to do the same. I think, 
generally, the idea of stretching their mental 
faculties and getting them to think about 
their subject rather than being a passive 
recipient has always been the objective of 
the University. 

Sarah: Indeed – our job is not so much 
to create but to uncover interest. If you 
teach in a way that isn’t conducive to that, 
then you can dampen down that interest 
pretty quickly. You’ve got to find that 
within them - it’s already there. The first 
year undergraduates I teach are coming 
straight from school and they potentially 
haven’t been given permission to think for 
themselves. They’ve been trained on what 
to do to get good marks in an exam and my 
job is to give them permission to think for 
themselves and find their voice. 

Ben: It may be because of my subject but I 
tend to do more ‘learning by doing’. Through 
the process of guiding them through these 
tasks, they actually acquire the knowledge 
that they need. You can give people the 
answers, but they should come to their own 
conclusions. It might be the conclusion that 
you would have given them anyway but it’s 
better if they arrive at it themselves. 

Sarah: That’s right. I don’t teach them 
what to think. We teach what I would call 
‘critical thinking light’, so I teach quality of 
argument, strength of evidence and clarity 
of communication. They need these building 
blocks if they are to think for themselves and 
that’s the role of a business school. 

Irvine: We’ve always had opportunities 
for small group discussion and that’s the 
foundation of this - where you encourage 
students to join in. It’s an opportunity for 
them to engage and that goes all the way 
up the School. It means that they have to 
learn how to justify arguments and how to 
explain things. We get fantastic feedback 
from employers that our students really think 
and that they ask more interesting questions 
and are more mature with their approach to 
problem solving. How they can work together 
to solve problems – it’s a way of thinking. 

Ben: Assessment has changed too. It used to 
be that students would be given a book and 
could simply reproduce it in the exam. Now 
there’s much more variety with group work, 
teamwork and practical exercises. We’re 
working a lot with industry partners to work 
on consultancy projects too. It gives students 
a taste of what it takes to actually go and 
work on a project for a company. 

Sarah: Yes - on the MSc in Carbon Finance 
programme, the students work on a problem 
that a business wants an answer to, not just 
a hypothetical one. It’s not just businesses 
kindly coming to help out our students. 
They get something in return so it’s very 
much a reciprocal relationship. 

Irvine: There’s a very long tradition of having 
speakers come and talk about what they are 
doing in business. It’s maybe more concerted 
now and there’s probably an expectation to 
engage in this way now, but this has certainly 
been a feature for many years. 

Aluminate: How do you think the School 
has had to adapt to changes in the world of 
business? 

Irvine: In the 1980s, you had Margaret 
Thatcher’s privatisation here in the UK – that 
totally changed the landscape of the country 
– and the Japanese economic miracle. Flip 
on to the 1990s, and we had a government 
with a preoccupation for things like value for 
money and accountants and auditors were 
getting into all kinds of organisations. So that 
shaped our way of teaching and what we put 
into it. If you flip on again into the 2000s and 
the credit crunch and then the global financial 
crisis - these are things that pose great issues, 
like how do you budget, how do you forecast 
- how do you deal with these things? 

Ben: One of the key changes is that 
businesses require fewer people because 
most of the processes can be automated. 
As a result, when our students start work, 
they need to have a much broader set of 
skills. With the MSc in Finance, half of the 
students will probably not end up working 
in financial services as we know it, because 
that has changed. Banks don’t keep the 
money they lend on their balance sheet 
anymore but instead pass them on to other 
investors. With financial transactions, there’s 
a large proportion that aren’t going through 
traditional banks - they are going through 
smaller fintech firms and there are business 
opportunities there. 

Sarah: You need to know a little bit of 
everything because, if you are going to lead, 
strategic leadership underlies all. There’s also 
the responsibility issue. So, to what extent 
are business schools collectively responsible 
for some of those things that have gone 
wrong in business? 

Irvine: Social enterprises and all the non-
profit organisations are really interesting. 
They’re very different missions in the way 
they operate – that’s a big challenge there 
for traditional businesses. Lots of businesses 
have gone horribly wrong and they’ve kind of 
lost their moral compass. 

Sarah: We have to ask the difficult questions 
about what the purpose of business is, and 
its purpose in society and in communities. 
That’s when you have to think of this not just 
as a business school but as business’ role in 
communities, social injustices and equality, 
totally changing how we see the world. 
Business individuals need to understand 
the complexities of how all these things are 
intertwined and impact each other. 

Left to right: Ben Sila, Sarah Ivory, Irvine Lapsley 
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OUR FIRST 
In 1919, 23-year-old Margaret 

Stevenson Miller walked through 
our doors for a lecture in Accounting. 

She would become both a distinguished 
academic and an influential campaigner 
for gender equality in the workplace. 

ALUM 

Born in Glasgow in 1896, 
Margaret Stevenson Miller 
graduated with her MA from 

the University of Edinburgh in 1919 
along with 75 others.After this gener-
al degree, she then began studying on 
the first-ever business degree course 
offered by the University. 
A year later, on 8 July 1920, Margaret 
graduated with her Bachelor of Com-
merce. The degree was envisaged as 
taking three years to complete. She 
received first class certificates in four 
of her six classes. 
Following graduation, she moved south 
and in 1925 was awarded her doctorate 
at the School of Slavonic and East Eu-
ropean Studies at University College 
London. She was the first person to be 
awarded her PhD from the school. 
She then began work as a lecturer at 
the University of Liverpool in the De-
partment of Commerce. Her area of 
interest was the economy of the Soviet 
Union and she went on to write sever-
al books on the topic. 
However, in 1932, personal matters 
were to impinge on professional ones. 
She married C Douglas Campbell, a 
colleague at the university but this ran 
counter to the views of the vice-chan-
cellor, Dr Hector Hetherington, who 
felt married women should not be 
employed by the university. His po-
sition was enacted by the University 
Court: married women would have 
their contracts terminated and they 
would have to re-apply. 
Liverpool were not alone.At this time, 
the BBC, which had previously been 
progressive, also had a policy of bar-
ring married women from employ-
ment unless they were “exceptional” 
in being able to work full-time while 
having a family. Other companies and 
organisations such as the Civil Service 
also had marriage bans while others 
such as John Lewis did not.Thousands 
of women had ‘secret marriages’, 
keeping their weddings private, and 
not wearing wedding rings to work. 
Margaret was given a one-year contract 
as a lecturer in a lesser position than 

2019I 20 

held previously. She did not meekly 
accept this and soon the Campaign for 
the Right of the Married Women to 
Earn was formed. It attracted the sup-
port of many women’s rights organ-
isations such as the Six Point Group, 
Open Door Council and the Women’s 
Freedom League. Notable women of 
the time such as Beatrice Webb and 
Eleanor Rathbone also supported the 
campaign. 
In November 1933, a public meeting 
in the Central Hall Westminster was 
attended by 3,000 people, from 29 
women’s organisations. 
With speeches by the first woman to 
take her seat in the House of Com-
mons, Nancy Astor, and the writer 
Rebecca West, it received widespread 
press attention. At the meeting As-
tor decried the government, calling 
its attitude towards married women 
workers “deplorable”. A resolution 
was passed by an overwhelming ma-
jority protesting against the policy of 
employers - both private and public -
dismissing women on the grounds of 
marriage and demanding women have 
the same rights as men. 
This continued the pressure on Liv-
erpool University and in 1934 the 
Court’s decision was reversed. Marga-
ret’s job was advertised but Hethering-
ton expressed his opinion to Margaret 
in a letter that “another candidate will 
be preferred”. Her time at Liverpool 
was over. 
During the Second World War, her ex-
pertise in the Soviet economy proved 
useful and she worked for both the 
Foreign Office in London and the 
American Office of Strategic Studies 
in Washington. While in America she 
gave lectures at George Washington 
University. 
She later worked for the Central Elec-
tricity Authority as an administrative 
officer but continued to write and 
lecture on the economy of the Soviet 
Union. 
Margaret died in 1979. It was only in 
that decade that marriage bars finally 
came to an end. 

THROUGH THE DECADES 

THE BIRTH OF THE 
BACHELOR OF 
COMMERCE 

In 1916, Edinburgh’s Chamber of 
Commerce approached the Uni 
versity pressing for education in 
commerce. The debilitating ef 
fects of World War One called 
for sound knowledge and train 
ing for the country to get back 
on its feet. 
The University responded posi 
tively to the proposal and by April 
1917, a draft ordinance was pre 
pared for the establishment of a 
Bachelor of Commerce degree 
within the Faculty of Arts. 
The proposed curriculum for the 
new degree comprised a mis 
cellany of subjects in which the 
University already had teaching 
capacity including law, banking, 
languages, political economy, 
economic history, economic ge 
ography, engineering and sci 
ence. However, in the core cours 
es of accounting and commerce, 
no facilities were available within 
the existing establishment. 
At the instigation of the Edin 
burgh Chamber of Commerce, 
£30,000 was raised from six lo 
cal professional and commercial 
associations in 1919 to endow a 
Chair of Accounting and Business 
Method and a Lectureship in the 
Organisation of Commerce and 
Industry. These included The So 
ciety of Accountants and the In 
stitute of Bankers. 
In July 1919, Thomas Patrick Laird 
CA, Secretary and Treasurer of the 
Society of Accountants in Edin 
burgh was appointed as Lecturer 
in Accounting and Business Meth 
ods with a salary of £700 per an 
num from 1 October 1919. The first 
classes in Accounting and Busi 
ness Method commenced in the 
same month. The Privy Council 
approved the Ordinance founding 
the Chair of Accounting and Busi 
ness Method in November and he 
was duly transmuted to the status 
of Professor in December. 

11 
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Heart set on Edinburgh 
Association and the Scottish Tourist Board. 
Even during and beyond his years atIn 1929 William  V Stevens graduated with his BCom the Chamber of Commerce, my father’s 
association with the University continued. Most from the University of Edinburgh and later, having retained 
notably, he was President of the University

a long association with the University, he founded the of Edinburgh Graduates’ Association from 
1983 to 1985. Previous to that, he had beenUniversity’s Commerce Graduates’Association. Honorary Secretary from 1974 until 1983, and 

Here, his daughter Bridget Stevens tells us more. Journal Editor from 1971 until his death in 1987. 
My father felt very fortunate to be President at 
the time of the University’s Quartercentenary 
celebrations in 1983 and of the Association’s 

My father spent his early years in India. Born Diamond Jubilee celebrations in 1984. He 
in 1900 to parents who both contributed to particularly enjoyed hosting a number of 
the work of the Salvation Army there, his early formal university receptions during that 
schooling was given at the Hebron School in period. 
Ootacamund, Tamil Nadu, before he and his He was also Founder President of the 
siblings were sent back to the UK to complete Edinburgh University Commerce Graduates’ 
their education in Brighton and London. Association and, although that association 
As a young adult, he did various jobs in banks no longer exists as such, his involvement 
and import-export companies in London. continues in the form of the prize bearing his 
During the General Strike of 1926, he drove name, which is awarded each year to the final 
underground trains in London. By then he year MA(Hons) student in Business Studies/ 
had his heart set on studying at the University International Business who has delivered the 
of Edinburgh. As his missionary parents best overall performance. Each summer, at 
could not afford the fees, he took a job as the time of graduation, I enjoy meeting the 
an office boy at the Chamber of Commerce award winner and hearing about their career 
in order to be able to pay his own fees and plans. 
accommodation. In 1956, my father was awarded an OBE, 
Whilst at university, he divided his time and the whole family travelled excitedly 
between studying (he was class medallist in down to London to attend the investiture at 
his final year) and sport. He captained the Buckingham Palace. Getting time off school, 
University Football Club and also played for which in those days did not happen often, 
Queen’s Park Football Club in Glasgow. was a particular joy for my sister and myself. 
After graduating in 1929, he returned to His public responsibilities were a major feature 
London to take up another position in the of his life but naturally I have memories of my 
London Chamber of Commerce - but this father which are of a more personal nature. We 
time he was not the office boy! In 1938, the remember him with great fondness but also 
government sent him to Yugoslavia for three as quite a stern disciplinarian and as someone 
months to establish a network of chambers of who expected his own high moral standards 
commerce there, with the aim of facilitating to be exercised by others too. Above all, heWV Stevens 

pictured in trade links. was a real people person, who got on with 
My father then moved back to Edinburgh, to individuals from all walks of life. Generous to1941 
take up the post of Director and Secretary of 
the Edinburgh Chamber of Commerce and when in the company of others. 
Manufactures. This was to be a very long term 
commitment: he eventually retired in 1967, 
nearly thirty years later. 
During this long period of service to the 
Chamber, he pioneered and led trade 
and economic missions to Canada, USA, 
Netherlands, Denmark and Belgium. He 
was also President of the Association of 
Secretaries of British Chambers of Commerce 
and was instrumental in establishing the 
Junior Chamber of Commerce. 
During his career, he also held office in 
numerous other organisations connected with 
trade and industry in Scotland, including the 
Institute of Directors, the Wholesale Grocers’ 
Association, the Industrial Civil Defence 

a fault, and sociable, he was always happiest 

Due to the generosity of his 
family, the WV Stevens Prize has 
been awarded annually since 
1990 to the final year MA(Hons) 
student in Business Studies/ 
International Business who 
has delivered the best overall 
performance. 

Born in Glasgow in 1917,Miriam ‘Mamie’Leah 
Shenkin (née Epstein) graduated with her BCom in 

1937 and helped grow her family business. 

The daughter of a Russian 
émigré, Mamie wished to study 
literature but her father Robert 
insisted she study business. So, 
after studying at Glasgow, she 
began attending classes in Ed-
inburgh, travelling through each 
day by car. 

The following year, her work-
ing career was put on hold after 
Mamie married Louis Shenkin and 
they started a family, having two 
sons and a daughter. Louis ran a 
carpet firm but Mamie was keen 
to work in her father’s business 
and she helped build the family’s 
retail operations in Glasgow. 

Originally selling army surplus 
items they went on to sell kilt 
wear, camping equipment and 
sportswear. One of Mamie’s inno-
vative ideas was to sell children’s 
replica football strips. Roberts 
Stores in the east end of the city 
became an institution to gen-
erations of sports-minded cus-
tomers. Mamie then ran her own 
business, selling kilt wear to the 
Scottish diaspora overseas mar-
ket. 

Proud of her Jewish heritage, 
and a born motivator and or-
ganiser, she had many interests 
outside her family and business 
interests. She was involved in pro-
moting the interests of women in 
WIZO (Women’s International 
Zionist Organisation) in Scot-
land and in 1995, she received the 
prestigious Rebecca Sieff Award 
for her outstanding support. As 
part of the 35 group, she worked 
to secure the emigration of Jews 
from the Soviet Union. 

When Louis died in 2003, 
they had been married for 64 
years. Known for her energy and, 
devoted to her family, she or-
ganised a trip for over 30 family 
members to EuroDisney for her 
90th birthday. 

Mamie died on 22 October 
2009, aged 92. 

Many thanks to Susan Shenkin for providing 
the photographs and information on 
Mamie’s life. 

THROUGH THE DECADES 

FORWARD 
THINKING 

To give students more practical experience, a ‘commercial laboratory’ was created 
in 1935, following on from those used in American universities. It provided 
documents and equipment used in actual offices, such as the Powers-Samas 
accounting machine which used punched cards to store information. The laboratory 
was situated in the University’s High School Yard. 
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INDEPENDENT 
LIFE 

Settling in the UK after leaving Poland during the Second  World  War, 

Lady Danusia Trotman-Dickenson (BCom 1948, PhD 1956) had a passion 

for economics, retirin
g as Professor Emeritus at the University of Glamorgan. 

She founded the Welsh Heritage Schools Initiative, which led to being awarded 

an MBE for Services to Education in 2012. 
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A FIERCELY 

Lady
Danusia Trotman-Dick B

orn in 1929 in Warsaw, 
Danusia fled Poland with 
her parents and came to 
the UK by boat in 1940, 

living first in London, before at-
tending school in both Perthshire 
and Edinburgh. She began her 
studies at the University of Edin-
burgh at the age of just 16 in 1945. 

“I chose to undertake the 
BCom degree as I was looking 
for something that was interest-
ing as well as practical,” she says. 
“Something that would give me 
the opportunity to learn about 
areas that I didn’t know about. 
Having been in a convent school, I 
felt I knew little about the outside 
world.” 

Danusia remembers that the 
degree was well ahead of its time 
as it was modular in structure. 

“There were a lot of ex-ser-
vicemen attending, so for them 
and for me (as I didn’t know what 
would happen after the war) it 
meant that we had something 
to show for each course that we 
did. There wasn’t a final exam at 
the end; it was all based on the 
modular courses. There was a 
wide choice of subjects includ-
ing business, economics, law and 
accountancy so it opened up op-
portunities for employment in a 
variety of fields.” 

The Head of Department at 
the time was Professor Oliver, 
who Danusia remembers as an 
extremely kind man who took 
great interest in his students. She 
describes herself as an ‘odd’ stu-
dent compared with the others 
from the armed forces, and so 
she was grateful to him for his 
support. Most of them were still 
dressed in their uniforms and yet 
she had to wear her school tunic 
which her mother had cut in half 
to make into a skirt for her. 

After graduating, she worked 
initially for Baillie Gifford Invest-
ment Managers as a junior, where 
she earned only £3 a week (well 
below the living wage) as she was 
under 21. She therefore chose to 
study a two-year masters in Man-
agement of the National Debt at 
the London School of Economics, 
which led to a role as a tutor at 
Manchester University. 

Whilst there however, she re-
ceived an offer of a lectureship 
role back at the University of 
Edinburgh in the Commerce and 
Industry department where she 
had undertaken her BCom, so she 
was delighted to return. 

“It was a very small depart-
ment,” she recalls, “located be-
tween the public baths and the 
morgue on Infirmary Street, just 
across from the University’s Old 
Quad. We had some interesting 
people calling if there was a big 
murder story as they wanted to 
see the corpse!” 

Danusia remembers some 
of the students during her time 
as lecturer, including David Bell, 
who lost his eyesight and use of 
both his hands during the Second 
World War. He graduated in 1955 
and his story is featured overleaf. 

Danusia completed her PhD 
at Edinburgh, graduating in 1956. 
By this time, she was married to 
Aubrey Trotman-Dickenson, and 
she and her husband moved to 
the US. Their time there was short 
though as Aubrey was offered a 
Professorship as Head of Chem-
istry at Aberystwyth University. 
They returned to the UK, settling 
in Wales, and it was there that 
they spent the rest of their aca-
demic careers. 

Working initially as a tutor at 
Aberystwyth, Danusia worked 
at both the Open University in 
Cardiff and at the Polytechnic of 
Wales, before spending 15 years 
at the University of Glamorgan, 
retiring as Emeritus Professor. 

During her academic career, 
Danusia published a total of sev-
en books, and had over 50 papers 
in economics and public finance 
published in professional journals. 
This included a report for the 
Economic and Social Research 
council (ESRC) on the demand 
and provision of part-time higher 
education in Wales. She present-
ed over 30 papers at national and 
international conferences. 

“I also worked as an external 
examiner for the London Exam-
ination Board and was involved 
in the creation of multiple choice 
questions when they were first 
introduced.” 

Looking back on her career, 
Danusia says that she always 
wanted to be independent. This 
was why she undertook the 
BCom initially and even in reti-
ral, she continues to be active 
on a number of boards including 
the Police Independent Advisory 
Group and the Anglo-Polish So-
ciety. 

While in Cardiff in 1990, she 
founded the Welsh Heritage 
Schools Initiative, which she ran 
for 22 years. “Starting in a small 
way, I set it up to encourage 
young people in schools in Wales 
to take a greater interest in their 
heritage and the contribution 
made to it by their families and 
communities.” 

This achievement led to Da-
nusia being awarded an MBE in 
2010 for Services to Education. 

Danusia’s career has also been 
recognised in other ways. In 2018, 
she was selected by Women’s 
Equality Network Wales as one 
of the most inspiring 100 Welsh 
Women, to mark the centenary 
of the Representation of the Peo-
ple Act 1918. 

Quite an achievement for 
someone who started her life in 
Poland and despite much hard-
ship in her early life, contributed 
greatly to her new homeland. 

THROUGH THE DECADES 

THE WAR YEARS 
The advent of the Second World 
War affected the University 
with staff and students leaving 
to take part in the war effort. 
By 1943 there were just three 
students on the BCom’s Ac 
countancy II course. Teaching 
continued and staff of retirement 
age were kept on, including Pro 
fessor Annan, who had reached 
the normal retiring age of 70 
in 1942. Numbers then rose again 
after the end of the war in 1945 
with returning service personnel 
taking the degree under the Emer 
gency (War) Degree Regulations. 
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COURAGECOURAGE
 As a child I used to pole vault using an old 

rake in the garden to jump over a bar. Once 
I’d mastered it, I was hooked. There were no 
landing areas, just Mother Earth – no coaches 
either – but my parents eventually bought me 
a proper bamboo pole. I wasn’t an outstand-
ing athlete, although the logistics of trans-
porting a 12-foot pole around the country-
side when you were too young to drive was 
enough of a disincentive to all but a handful 
of Scotland’s youth.

I chose to study at the University of Ed-
inburgh, as it provided opportunities for pole 
vaulting as well as continuing my educa-
tion. My wife Alix and I were both fortunate 
enough to represent Britain at the 1964 Tokyo 
Olympics, and I competed for Scotland at the 
1962, 1966 and 1970 Commonwealth Games. 

The lessons from my pole vaulting experi-
ence are simple - if you wish to stand out from 
the crowd, don’t be part of it. If you wish to 

be successful in any sphere, look for a niche 
where competition is minimal.

In business, I do the same. When I opened 
Edinburgh Woollen Mill in 1970, many woollen 
mills had factory shops selling “mistakes” to 
tourists but had no real retail presence.

My hometown, Langholm, in southern 
Scotland, was too far away for Edinburgh 
tourists to visit. As a result, we took the initia-
tive and opened a shop in Randolph Place in 
Edinburgh. This was just four months before 
the 1970 Commonwealth Games in Edinburgh 
started and we were invited to design the tar-
tan that the Scottish athletes wore. 

£1,500 was invested in the share capital – 
all that was ever invested as equity.

The Edinburgh Woollen Mill brand took off 
quickly and we used it to buy shares in my 
family’s business, Langholm Dyeing Compa-
ny, eventually consolidating under one hold-
ing company. 

Our strategy was to target the typical 
Marks & Spencer customer, identify the most 
economical way of sourcing products, and 
market the products through our own shops 
in tourist towns.

By 1996, we had almost 200 stores and 
the business had changed a lot from its ear-
ly days. After considering floating the Edin-
burgh Woollen Mill brand, we ultimately de-
cided to sell privately to Grampian Holdings. 

In the tourist towns we targeted, proper-
ties were often not available to rent so over 
the years, we ended up owning around 30 
per cent of our shops which we retained after 
the sale. We continue to hold property invest-
ments and have invested in other retailers in-
cluding Schuh and Dobbies. 

As a result, we changed the name of the 
original Edinburgh Woollen Mill Ltd company 
to Ashleybank Investments Ltd to reflect the 
changed make-up of our portfolio.

More recently, I was honoured to be a ba-
ton bearer ahead of the 2014 Commonwealth 
Games in Glasgow. 

Nowadays, my main activity is focused on 
supporting local community projects in Lang-
holm through our family charity to help others 
in the community reach new heights.

Former Olympic pole-vaulter, 
David Stevenson (BCom 1962) 
founded Edinburgh Woollen 
Mill, creating an empire of almost 
200 stores across the UK before 
selling the business in 1996. Here 
he shares the story of his career, 
taking him from Edinburgh to the 
Tokyo Olympics and back to his 
hometown in the Scottish Borders.

The

I Followed
Path

It was during the Second 
World War that the Edinburgh-born David 
Bell sustained life altering injuries. While 
serving in the Royal Engineers in North 
Africa he was clearing a minefield when an 
explosion caused him to lose his eyesight and 
the use of both hands. He was 22 years old. 

On his return to the UK he was supported 
by St Dunstan’s, a charity set up to help 
recovering former service personnel suffering 
from visual impairments (now known as Blind 
Veterans UK). He remained a supporter of the 
charity throughout his life.

David’s disabilities proved to be no  
impediment to him living a full life. 

He ran a shop selling confectionery and 
tobacco in Granton, Edinburgh, (for which 
he received a gift of 25,000 cigarettes from 
King Farouk of Egypt who had read about 
his story) then went on to study at the 
University of Edinburgh, being awarded a 
MA before graduating with his BCom in 1955.  

During his studies he was assisted by his 
classmates and his wife Sybil (who he had 
met at St Dunstan’s) who attended classes 
and read books and took notes for him. For 
exams he formed his answers then dictated 
them to a typist. He said afterwards, “All I  
had to do was go and sit the examinations.  
My wife and the students who came and  

read to me did all the hard work”. 
As an alumnus David served on the 
University’s Commerce Graduates’ 
Association and the business committee 
of the University General Council. 

David was a member of the Round Table 
(a locally-based networking organisation 
for businessmen). On reaching the age 
of 40, members were required to resign. 
Seeing merit in continuing the relationships, 
he founded the Edinburgh Forty-One 
Club and later became national president. 

He worked to improve the lives of 
disabled people and served on several 
boards including the Disablement Advisory 
Committee of the UK government’s 
Ministry of Labour, the Local and Regional 
Hospital Board and as vice-president 
of the National Federation of the Blind. 

His public service was rewarded in several 
ways. This Is Your Life was a popular British 
television programme which featured a well-
known personality each week and celebrated 
their life’s achievements. David was given the 
honour of being made the subject of a show in 
1957. Later in his life, in 1972 he was awarded 
an MBE for his services to the disabled. 

David died in 1992 aged 92 and in his 
obituary, The Times described him as an 
inspiration to many sighted as well as disabled 
people and someone who practised “courage 
and persistence in the face of misfortune”.

Despite losing both his hands as well as his sight while clearing mines 
in North Africa, Edinburgh-born David Bell (BCom 1955) 
went on to be an inspiration to many.
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Following her graduation in 1978 with a BCom in Business Studies, family 
wealth mentor Diana Chambers has embarked on a career which has taken 
her to the core of what matters most to wealthy individuals and their families. 

“This isn’t ‘finance’ at all,” reflects Diana. “It’s not about 
investment, tax, legal or accounting; my work concerns 
a client’s relationship with their wealth as they move to 
a place of greater awareness, competence, and 
confidence in that regard.” 

Diana set up her own business in 2002 after over 15 years 
spent working for a range of non-profit organisations. 
She has the broadest of job descriptions which can, 
on any given day, find her addressing deeply personal 
questions from clients on relationships, love, and family, 
all through the lens of money. The kind of questions at 
which many traditional financial advisors or mentors 
would balk. 

Diana has found a niche where she helps clients manage 
their wealth in “emotionally intelligent ways”. This 
includes serving as a trusted confidant, one capable of 
providing honest and personal advice, backed by insight 
and experience. 

In doing so, she encourages her clients to develop their 
Financial EQ or Emotional Intelligence – the ability to 
manage their emotions 
about money in the face 
of others’ emotions. 

“It’s very customised,” 
Diana says, “and is about 
our relationship with 
money based on our 
personal life experiences. 

“What I do is help my 
clients to develop what I 
call ‘financial emotional 
intelligence skills’ as they 
understand how money 
changes them and their 
relationships, how to talk 
about it constructively, 
resolve conflicts around 
it, and negotiate over it. 

“One significant 
challenge can be dating 
and how people with 
significant wealth have a trusting, generous relationship 
when their partner has much less financial resource than 
they do. It takes skill to navigate such differences in a 
relationship.” 

The results can be transformative as Diana explains: 
“The issues have great meaning for clients. I recently 
worked on a big philanthropy project over a few years with 
a client who was tremendously grateful that we were able 
to animate the project through her generosity. And she 
saw herself in a new light because of it. In other instances, 
I’ve helped parents share their financial plans with their 
children and grandchildren, couples navigate gracefully 
their premarital agreements, and individuals decide how 
best to use their wealth to reflect their values.” 

Her family wealth mentoring practice is a direct result 
of personal experience. It has been inspired in part by 
her studies at the University of Edinburgh, including 
her junior year abroad at The Wharton School of the 
University of Pennsylvania. 

Professionally, her time at Redland PLC, where she was 
the first woman hired into management as a member of 
the strategic planning team, and her work directing three 
charitable organisations, have also been key influences. 
She knows what it takes to generate substantial wealth 
and, as desired, to give it away strategically. 

The foundations run even deeper as Diana can speak 
to clients with the understanding of a third-generation 
member of a UK business family. 

“My role as a mentor is to encourage my clients through 
what is new territory for many,” she continues. “I act as 
their guide along the way. Their experience of increased 
understanding is so motivating to them that they want to 
continue because they know the benefits. 

“This builds confidence. Clients feel much more comfortable 
with the resources at their disposal and they make 
increasingly conscious decisions as a result of their insights.” 

It is, Diana admits, an esoteric field, but one which has 
a deep and lasting impact on clients and their families, 
with whom she also works closely, to ensure they are well 

prepared to manage the 
wealth they inherit. 

Her work has inspired 
a book, True Wealth: 
Letters on Money, Life, 
and Love, which captures 
the essence of who she is 
and what she does. 

The 2016 book takes the 
form of a series of letters 
to Diana on a variety 
of problems, which she 
then answers in a candid 
and personal way. 

It mirrors situations she 
faces every day and 
also hints at the burden 
of responsibility she 
carries. In many ways 
her success cannot 

be measured by the bottom line and can only be truly 
answered by her clients. 

“We have to go under the surface and distinguish the 
situation and role for each client. People could have 
arrived at apparently the same situation through very 
different circumstances and life experiences. It’s really 
important to understand what drives a situation and 
that will determine the appropriate response. 

“There are some basic principles that can be applied to 
every difficulty that emerges. The biggest challenge – and 
also the first and best line of defense around difficulties 
with wealth – is the ability to communicate effectively 
about it. Unfortunately, we are not typically taught such 
skills and the British are noted for their discomfort in 
addressing what they consider difficult conversations. 

“While I might not be able to help my client to resolve 
fully a particular issue, I always help them to deepen 
their understanding, so they feel more at ease with 
the outcome.” 
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W
hy, you 
might ask, 
is a man 
telling us 
about what 

we should do about gender 
inequality? Well, as CEO of Unilever, Alan 
Jope (BCom 1985) heads up one of the 
world’s largest and most geographically 
diverse consumer goods businesses. Each 
day, across 190 counties, two and half billion 
consumers use Unilever products. Alan is 
someone who can influence change. 

According to the World Economic 
Forum’s Global Gender Gap Report, 

gender equality will not be achieved for 
another 170 years. Two alumni, 

who graduated in the 1980s, are 
working in their own ways to bring 

that date forward.

And one of the differences he wants to see 
– along with a range of environmental and 
wider diversity issues – is gender equality. 

Appointed as CEO of Unilever in January 
2019, Alan has been with the company since 
1985. He joined the company’s graduate 
trainee programme straight out of his time at 
the University of Edinburgh and has worked 
his way up through the company over the 
last 35 years with roles across the globe. 

For Alan, the business benefits of gender 
equality are obvious. “To be honest, we don’t 
spend an awful lot of time worrying about 
the business case because it’s self-evident,” 
he says. “At its simplest, it means we’re able 
to tap into the rich talents of all prospective 
members of the Unilever team. 

“Also, our data shows that between 70 and 
80 per cent of everyday purchases are made 
by women,” he goes on. “There are multiple 
macroeconomic studies that show there’s 
up to $27 billion of growth available in the 
economy if we create equal opportunities  
for women.” 

The extraordinary scale of companies like 
Unilever means that through a concerted 
effort by those at the top – such as Alan – 
societal change can come about. “It’s the job 
of business,” he says with conviction, 
“to shape society’s norms.

“I’ll give you an example. We look at ourselves 
in the mirror and say: ‘Are we doing a good 
enough job in getting women adequately 
represented at Unilever?’ Well, we’ve now 
reached a point where our non-executive 
board is 50/50 men and women and the  
same can be said for our managers.   

“But then we look at our extended value 
chain – are we creating opportunities for 
women in our supplier community and in 
our routes to market?” Unilever is actively 
engaged in this area by, for example, creating 
a community of female micro entrepreneurs 
in rural villages in India, empowered and 
equipped to become distributors of Unilever 
products to gain financial independence.” 

And then there’s the vast power of the 
company’s advertising budget. The work 
by Unilever brands such as Dove to change 
what Alan calls “inappropriate stereotypes 
of beauty” has been trailblazing, but they’re 
going further. 

“We’ve actually created a coalition of most 
of the big advertisers in the world, working 
with UN Women, called Unstereotype,” he 
explains. “So, in advertising, when someone 
is being cast washing the dishes, why should 
that not be a man? 

“The representation of women in leadership 
roles in advertising was pitiful - we’re 
addressing that. And, the representation  
of people delivering humour in advertising 
was 0.3 per cent women – we’re addressing 
that too. So, by changing norms and refusing 
to propagate stereotypes, business can 
shape society. And I don’t think we should 
sit back and wait for government action. 
The private sector is usually in the leading 
position on these types of matters.”

So, what can companies do to make sure 
they’re doing all they can to create a gender 
balance? Alan has a three-point plan: 

Firstly, you’ve got to tell people that you’re 
tackling it – explicitly acknowledge disparity 
both inside and outside of the company. 

Secondly, you have to draw your line in the 
sand and understand what your current 
gender ratio is. 

Thirdly – and Alan recognises how some may 
find this controversial – is to set clear goals. 

He explains: “If a part of the business last year 
was 40 per cent women, their goal for this 
year might be to exit at 41.5 per cent women. 
And you achieve that by forcing balanced 
slates. So, for every job, is there at least one 
man and one woman shortlisted for the job? 
You force it by insisting that we confront 
people on their promotion track record. 

“There are many tools we can use but at 
the end of the day we always put the most 
capable person into the job.”

If it’s so obvious for leaders like Alan and 
companies such as Unilever, why does 
gender inequality still perpetuate? According 
to the World Economic Forum’s Global 
Gender Gap Report, gender equality will not 
be achieved for another 170 years. That’s an 
awful long time to fix something that is so 
palpably unjust.

“I suppose the barriers are going to be  
the flipside of the enablers,” Alan predicts. 
“Does the company, for instance, understand 
the business case? Is it properly led from  
the top? Our default mode would probably 
be to allow our unconscious biases to impact 
our hiring and appointment decisions such 
that we hire and appoint in our likeness. 

“So, a boys’ club at the top will self-
perpetuate unless an intervention is made. 
We’ve made multiple interventions to try 
to break that cycle and I believe the only 
barriers are mindsets and policies. There 
is no shortage of brilliant women ready 
and waiting to take up opportunities that 
companies make available to them.” 
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INNOVATION THROUGH 
DIVERSITY 

Since setting up The Executive 
Coaching Consultancy in 1994, 
Geraldine Gallacher (MBA 
1981) has become renowned 
for helping companies attract 
and retain female talent. 

With current clients including Deutsche 
Bank, Reckitt Benckiser, Viacom and Bank 
of America Merrill Lynch, Geraldine and her 
team help organisations increase their 
board diversity and grow, what she calls, 
“gender intelligence”. 

For Geraldine, the benefit for companies 
to address the gender imbalance is about 
innovation. “I think it’s really tempting to 
surround yourself with people like yourself,” 
she says. “But I know from running a 
company, the best things happen when 
I work with people who don’t think like me. 
The neurodiversity is the most interesting 
thing and having diverse teams leads to 
better decisions.” 

Geraldine’s expertise is borne of decades 
working with an exceptionally wide range of 
businesses and industries. These range from 
automotive marketing (she joined Ford as a 
graduate trainee after completing her MBA in 
1981) to fashion retail and investment banking. 

Like Alan Jope, Geraldine sees that there 
is a fundamental business case for gender 
diversity. “Having different genders in the 
room is critical. Nowadays something like 
80 per cent of consumer purchasing 
decisions are made by women so it’s just a 
bit short-sighted to run a company without 
proper gender representation.” 

This short-sightedness can have serious 
implications. A high profile case from 
November 2019 saw Apple’s credit card run 
in to problems when it was noticed by users 
that men were being offered bigger credit 
limits than women. Tech entrepreneur David 
Heinemeier Hansson tweeted that he had 
been given 20 times the credit limit of his 
wife when applying for the credit card and 
called the card sexist. 

Geraldine believes that while Apple hadn’t 
intended for this to happen, the outcome 
was related to gender imbalance. 

“Algorithms are coded based on past 
experience, and past experience has quite a 
lot of bias in the system. It’s an example of 
where it pays to have more women around 
the table and had that happened, maybe 
they would have picked up on that.” 

Geraldine also feels that there needs to be 
a societal shift in the way we think about 
work to enable greater gender diversity. 
“We need to get away from thinking about 
work as being a somewhere you go to, 
and much more about something you do,” 
she explains. 

“We need to measure outputs rather than 
inputs. Being a ‘successful’ employee in a lot 
of organisations requires people to be there 
for too many hours a day. That is going to 
preclude a lot of people. 

“If you want to have a rich life, then you’re 
not going to want to do 14-hour days that 
have - historically - become a ‘cult’ of 
hard work. I think we need to move away 
from that and I don’t think it’s helpful 
psychologically for employees. It doesn’t 
produce good work and it definitely ends 
up skewing the success towards the people 
who have support at home so they can be 
in the office all day and all evening. It’s just 
not sustainable.” 

THROUGH THE DECADES 

LAUNCH OF THE MBA 

In 1980, Professor Simon Coke (pictured) 
launched the 12-month MBA programme. 
With money from industry, a suite of rooms 
in the William Robertson building was 
converted into a 40-seat lecture theatre, 

which was ideal for the numbers in those early days. 

The vision for the MBA at that time was clear. Coke 
believed that it was important to recruit MBA students 
who were articulate individuals who would not only gain 
from the opportunity themselves, but also contribute 
to the education of others. This was in contrast to 
the 24-month programmes in the US which accepted 
graduates with little work experience. 

He also felt that it was important to have a good 
representation of international students combined with 
a core of more local ones. 

In terms of the teaching, given Coke’s background in 
industry, he was keen to ensure that although the MBA 
had to be academically credible, it should not be pure 
theory. Even in those early days, he made sure it involved 
practitioner inputs as well as recognising the importance 
of learning to lead and work within a team. This continues 
to this day to be an integral part of the Edinburgh MBA. 
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A ‘people-frst’
digital revolution 

In an age of digital currencies, blockchain, 
AI and ‘virtual’ banks, Stephen wants his 
customers to see the company as something 
that can be relied on, wherever it is. So, while 
there may be a drive for change and new 
ideas, he knows that it has to be built on the 
solid foundations of customer trust. 

He believes that the rate of change within 
the banking system over the past two 
decades overall has been revolutionary. 
The public largely embrace digital advances 
and online services, although there remains  
a wariness among customers of new 
products and a community resistance to 
branch closures and the loss of face-to-face, 
human services. 

“When you’re in our branches, the number 
of people who come in to ask for help on all 

Now though, as the powerhouse behind a 
significant financial organisation which has 
savings balances of over £30bn and mortgage 
balances over £37bn, employs over 3,000 
people and provides services for more than 
three million members, he is looking over the 
horizon for what comes next. 

“I think there will continue to be a role for 
banks and building societies, in terms of what 
customers want and their trust in building 
societies especially. 

“What I would say though is that more and 
more technology partners are coming into 
the banking ecosystem, like Apple. 

“From a banking perspective it’s a case of 
how you work with those partners within that 
ecosystem to deliver the end-to-end customer 
experience. That’s something I think we will 

manner of financial subjects is extraordinary. see evolving over the next decade.” 
We get that all day, every day and it’s clear 
that there is still a role for that face-to-face 
service and we want to provide that on an 

From his earliest days as 
a student in Edinburgh -
graduating with a BCom 
in 1993 - through a career 
which has taken him 
to Australia and back 
again, Stephen White 
has embraced change. 
Here, the Executive 
Director and Chief 
Operating Officer at 
Yorkshire Building Society 
talks about his approach 
to digital transformation. 

W
hen Stephen White was 
tasked with modernising a 
155-year-old UK institution, 
the Yorkshire Building 
Society, he didn’t start with 

technology, he started with people. 

The Scot joined the member-owned mutual 
in February 2016 and as Executive Director 
and Chief Operating Officer, his role was to 
change the culture surrounding technology. 
Stephen and his team stepped back from 
systems and focused entirely on their 
customers. 

“The first stages did not involve technology 
at all,” he explains. “It was all about 
understanding the customer journey, 
redesigning the processes to simplify them 
and deliver against customer expectation. 

“It was training colleagues to understand 
the key things that customers want and then 
redesigning our policies, procedures and 
products around that.” 

This approach isn’t a fear of technology - 
quite the reverse. His philosophy has 
been shaped by his personal experience, 
particularly his five years in Australia, 
working with Clydesdale Bank’s former 
parent company, NAB. He watched as his 
teams in Asia, including Hong Kong, Tokyo 
and Singapore, were at the forefront of tech 
advances, marvelling at their “focus and 
relentless drive for change and new ideas. 

“Change has never been this fast,” 
explains Stephen, “and it will never be 
this slow again.” 

ongoing basis. 

“I believe in branches and digital,” he 
continues. “It’s not an ‘either or’ it’s an ‘and’. 
One of the advantages of building societies 
over banks, apart from the fact that we don’t 
pay dividends, is that we can reinvest that 
money into products for our members.” 

The culture shift within the organisation has 
been transformative. Stephen admits that 
the building society’s size means that, when 
it comes to new advances, they are a ‘fast 
follower’ as opposed to leading change. 
But they are agile, quick to respond to 
customer needs and they are fearless as 
they embrace new technologies. 

And it’s working. Last year, the company’s 
Accord brand was named Best Mortgage 
Lender at the Mortgage Strategy Awards. 
Also last year, the company picked up 
the award for Most Innovative Approach 
to Driving Cultural Change at the Global 
Process Excellence Awards and saw (for the 
Accord brand) its Net Promoter Score leap 
from -11 in July 2015 to +84 in February 2019. 

The confidence that Stephen brings to his 
role is something that wasn’t always there. 

He is the first person in his family to attend 
university and came from a working-class 
community in Ayrshire in Scotland. Moving 
to Edinburgh to study, he admits that there 
were moments, particularly in the first two 
years, when he thought: “Do I deserve to be 
here? Am I really good enough to be here? 
It was hard. 

“I will be absolutely honest, it was the friends 
I made – a group of 10 of us, from all different 
walks of life and backgrounds, who got me 
through. We still catch up and have caught 
up twice a year for the past 25 years.” 

THROUGH THE DECADES 

TRAILBLAZING TECH 

The School has always been at the forefront 
of digital and fintech developments. It was 
the first business school in the world to join 
the World Wide Web in 1993 and the first to 
deliver online education across the UK’s first 
academic metropolitan area network. 

The School was also the first to apply ‘big 
data’ techniques to the UK mortgage market, 
in a project with Lloyds TSB in 1999. Using 
a Cray Supercomputer - one of the most 
powerful in the world - the project was 
described as ‘a ground-breaking piece of 
work’ by alumnus Professor Donald MacRae 
(MBA 1991) who went on to become Chief 
Economist, Lloyds Banking Group Scotland. 
The learning from the project was applied in 
China through creating the first tri-continental 
‘Global Grid’ linking the UK to China. 
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Silicon Valley remains at the centre 
of the tech industry’s world, but it 
has always been a world without 
borders. Here, two international 
alumni - who graduated in the 
2000s - look at advances in the 
industry, limitless possibilities and 
opportunities for graduates and 
businesses in Edinburgh. 

I
n a landscape which is constantly shifting, driven by 
relentless innovation, giants have already emerged. 

Tech companies are among the primary drivers of 
change today. They are often the most talked about 
and occasionally the most controversial global brands. 

It is an industry which has and will continue to change 
the way millions communicate, live and travel. 

This has been Grace Kermani’s world 
for the past decade. Graduating with 
an MSc in International Business and 
Emerging Markets in 2006 and currently 
a Programme Manager with Google, she 
firmly believes that in this industry the 

possibilities are endless. 

“You can pivot, you can come up with new ideas and you 
can try them out, and then you can change direction,” 
Grace says. “There is almost no limit to the human 
imagination and what technology can do.” 

Speaking from her home in Palo Alto, Grace is in her 
second spell working with Google, specifically developing 
its Product Localisation Strategy for a number of its 
products including Google Play and Google Photos. 

Prior to Google, she spent nearly three years with 
Facebook, building its Connectivity Lab, an innovation 
team, from scratch. In short, she has been at the sharp 
end of radical change which transcends traditional 

boundaries and borders. Despite the possibilities of 
being located anywhere, Silicon Valley remains 

the industry’s nerve centre. 

Grace explains: “The energy is different in 
Silicon Valley. I remember noticing it 

when I came to California a year 
and a half before I moved here. 

“I used to joke and say 
it was either in the 

water or in 
the air. 

“I couldn’t understand what it was but having worked in 
the US for nearly four years, I can say that in Silicon Valley 
there is an attitude and a permission to try and to fail and 
that failure is celebrated.” 

This may sound like an unusual concept within traditional 
industries, particularly where every decision is dictated 
to by the bottom line. When striving for change however, 
the Silicon Valley model makes perfect sense. 

New ideas are embraced. If they fail, lessons are learned 
and taken into the next project. The pace is frenetic. 
And then there is the work ethic. 

“There is just this constant drive,” 
she continues. “The 60-hour 
week is just normal, no one 
does 40 hours. You get 10 or 
15 days off a year. 

“The resources are also available; 
companies can afford to 
experiment and not worry about 
immediate ROI. But there is an 
ecosystem where people are 
encouraged to try something. 
For me, that’s what sets this 
place apart from anywhere else 
in the world.” 

Her own journey to Silicon Valley 
has taken her across the world 
and she admits it has been far 
from smooth. The years that 
followed her studies in Edinburgh 
have been marked by setbacks 
and periods of uncertainty. 
In many ways her personal 
experience mirrors that of the 
industry she works in, that ideal 
of striving and innovating and 
never fearing failure. 

She was the first member of her family to attend 
university, studying at her hometown in Pune, India. 
From there, she moved to Scotland and joined what 
was the first cohort of students studying for an MSc in 
International Business and Emerging Markets. 

“I had a fantastic year in Edinburgh, I met some 
wonderful people and some wonderful professors 
who I’m still in touch with. I cannot tell you how close 
this city is to my heart.” 

The hurdles and barriers presented themselves in the 
years that followed. When the recession hit in 2008, 
Grace lost her job at a boutique consultancy in Oxford 
and although she was able to stay in the UK, over the next 
year and a half she struggled to find regular employment. 

“I did some interesting freelance consulting work, and also 
ended up working at the Oxford University Press testing 
software for £13 an hour. There is no shame,” Grace adds, 
“I have had my ups and my downs but I’m a hard worker 
and when one needs to survive, there’s no such thing as 
a menial task.” 

The break finally came in the form of maternity cover 
at Google which thrust Grace into the industry she 
remains in today. 

“I thought let’s just see what this world is like and it was 
mind blowing, I had never been anywhere like it. It was 
extremely international, open, it was just a different world.” 

This led to a place on a three-year Fast-track Leadership 
Programme with BT where she found herself working 
across business units, challenging traditional ways of 
working. Latterly she spent two years developing the 
company’s Global Innovation programme. 

Her eye immediately turned to the United States 
where she applied for and earned a place on 
Massachusetts Institute of Technology’s Sloan Fellows 
MBA Programme. 

On graduation day, came 
an offer from Facebook and 
the opportunity to join their 
innovations team. After three 
years with the social media giant, 
her old employer Google, came 
calling. 

“At a high level, there is 
consistency with the work 
at BT and Facebook,” says 
Grace, “it’s all about me using 
my expertise as a programme 
manager, with a passion for 
innovation, and that can take 
many different shapes and forms. 

“Right now, I’m working on a 
portfolio of Google’s products 
and focusing on product strategy 
and how you can make a product 
feel local in different parts of 
the world. 

“I’m so grateful when I look back, 
for the challenging times, for 
the struggles I’ve faced. As an 
immigrant to the UK and the 

US, I’ve faced serious visa issues in both countries. 
It develops resilience, perseverance, gratitude and 
a sense of humour. 

“Sometimes, when I have a conversation with someone 
early in their career, who sees that I have worked at 
Facebook and Google, I feel like they’re seeing a picture 
that is perfect and easy. 

“Careers have ups and downs, but the experience you 
gain from that is much richer.” 

Silicon Valley is still the nerve centre of that world, but it 
is one which is rapidly expanding. 

While California has the infrastructure and talent to lead 
and break new ground, the very nature of tech means 
that it is a truly international industry. Companies can be 
bold, ‘move fast’ and establish new bases – anywhere 
in the world. 

“Talent is everywhere,” she says. “Passion is everywhere. 
Ideas come from everywhere. But who is to say that in the 
next five years, a place in India or Israel or London or even 
Edinburgh doesn’t become that?” 
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THE NEXT BIG TECH HUB 

The potential was what brought Andy 
MacMillan (MBA 2003) back on a scouting 
mission to Edinburgh last year. Some 
16 years after his graduation in 2003, his 
Silicon Valley-based company UserTesting 
was looking to open its first European 

base and he knew that the city had to be on the shortlist. 

As CEO of the company, he was attracted by Edinburgh’s 
thriving tech scene as well as support from local and 
Scottish government along with the University of 
Edinburgh. It also helped that the city was the place that 
had broadened his horizons and helped him realise 
his ambitions. 

When Andy came to 
Scotland from the 
States in 2002 to 
study for his MBA, 
he was a coder and 
software developer 
by trade but one 
who had his mind 
fixed on a very 
different target 
and a move to the 
‘business end’ of 
the industry. 

“We talked a lot 
about business case 
studies in the MBA 
class, but every 
business case study 
involved people,” 
he explains. “The human beings and their decisions 
played a key role and that made business so interesting 
to me. It was a part of how I made the transition from 
technologist to business leader. 

“You can build the best solution in the world, but 
you can’t market, expand and sell the idea if it’s not 
interesting. This is where technology meets people and 
I think it’s what’s going to change business models over 
the next couple of decades.” 

That human element is the key for UserTesting. The 
company works with over 35,000 customers and 
37 of the world’s top 100 brands, including Facebook, 
Sony and Spotify. 

It offers ‘on-demand human insight’, allowing real people 
to test a client’s systems, tech and ways of working and 
then feeding that information back to the client. 

The platform tests every customer experience 
imaginable, from digital to real world and even allows 
clients to trial prototypes. The feedback is instantaneous. 
Clients receive audio and video messages from testers, 
who are drawn directly from their target markets, while 
they test the product. This insight, combined with the 

speed of delivery – with some clients receiving results 
within an hour – has seen the company expand rapidly 
and make strides into Europe. 

The decision to situate UserTesting’s European base in 
Edinburgh was not solely borne out of sentiment and 
Andy’s own connection with the city, but the “incredible 
technology and computer science talent coming out of 
multiple universities in Scotland”. 

This talent is a further asset but echoing Grace’s 
sentiments on the pace and intensity of work, Andy 
also sees flexibility in how the industry allows talent 
to work remotely. 

“People can be anywhere now,” he says.“If you need to 
work from home for a morning because your child has 
something going on, then great, we’ll do that. It doesn’t 
matter where you are, what matters is your ideas and 

how you collaborate 
with others and 
collaboration 
doesn’t have to 
be over coffee. 

“At UserTesting 
we are trying to 
help people build 
a product that has 
more empathy. When 
you think about how 
much technology we 
use and how much 
of it doesn’t connect 
the right way, how 
many times do you 
think ‘why does this 
app not work, why 
doesn’t this solve my 
problem’. I think it’s 

because we are using data to make product decisions, as 
opposed to people. 

“You can bank on a mobile app now. You can use an 
app to order coffee, walk in and pick it up right off the 
counter. Advances like this are great, I’d rather bank on 
my phone than drive to the bank, but I still want it to 
understand me. It’s really important to bring that human 
empathy aspect back to the technology sector.” 

After leaving the MBA he transitioned from software 
development to product manager, which was the key 
step in his transition to being a CEO and business leader. 
“I don’t think any of that would have happened if I didn’t 
have the credential of the MBA; that understanding of 
how to run a business,” Andy adds. 

Now, nearly two decades on, he is spending more time 
back in the city putting the final building blocks in place 
for the UserTesting European base. Current headcount 
in Edinburgh is 40 with the ambition of growing that 
number to 100. “We’re really growing in Scotland,” 
he says. 

And in this world of fluid borders and boundaries, 
he sees genuine potential for Edinburgh: “We think it’s 
the next big tech hub.” 

THROUGH 
THE DECADES 

THE 
BUSINESS 
SCHOOL 
TAKES 
SHAPE 

In 2002, the 
University of 
Edinburgh was 
restructured into 
schools within 
three Colleges, 
and a School of 
Management and 
Economics was 
formed within the 
College of Arts, 
Humanities and 
Social Sciences. 
Renamed the School 
of Business and 
Economics in 2007, 
the University of 
Edinburgh Business 
School then became 
a School in its own 
right in 2008. 

The Master of Arts 
(Hons) degree 
superseded the 
undergraduate 
degree of the BCom, 
with the first award 
being made in 2001. 

A number of new 
Masters programmes 
were introduced 
during this time 
including Finance 
and Investment, 
Accounting and 
Finance, Carbon 
Management, 
International 
Business and 
Emerging Markets, 
and Management. 
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Sport and marketing have both become heavily 
professionalised over recent decades. Three Business 
School graduates from the 2010s have been at the 
forefront of developments in the sector and give 
us an insight into the business of sport. 

M
uch like the on-field activity, 
competition for market share 
in sport is equally as fierce. 
Some of the world’s biggest 
companies spend vast sums 

on aligning their brand with teams and 
players that embody their values to achieve 
influence with fans. 

The sums involved are staggering. In 
2018, tennis player Roger Federer alone 
took home $65 million in commercial 
endorsements from brands including Uniqlo, 
Mercedes-Benz, Rolex and Credit Suisse 
(Source: Forbes). 

“There is now more pressure on the individual 
or organisation to demonstrate the value the 
sponsor is receiving. More and more, we’re 
seeing campaigns focused on data collection 
as part of sponsorship activation. 

“Part of my role is supporting organisations 
by providing an overview of the market 
and developing their commercial strategy 
which forms the basis of targeted marketing 
campaigns. 

“The market is moving quickly as bigger 
clubs and sports begin to target new 
geographies. Well-established teams 
like Manchester United or Barcelona find 

“Smaller sports on the international scale, 
like rugby for example, have to take a more 
innovative approach as they can’t rely on 
brand recognition alone, but by hosting 
showpiece tournaments in new territories, 
its reach and appeal is growing. 

“As we saw with the World Cup in Japan, 
rugby is really taking off in Asia and has a 
strong foothold in the USA, where there is 
a potentially massive area of growth for 
the sport.” 

Based in Manchester, a city with its own 
rich sporting pedigree, Calum is part of 
the team that publishes industry-leading 
commentaries, including the Annual Review 
of Football Finance and the Deloitte Football 
Money League. 

He works across a wide variety of sports 
with clubs, leagues, federations, event 
organisers, sports marketing agencies, 
stadia, investors, sponsors, rights holders and 
public sector bodies, and has seen successful 
and unsuccessful partnerships. 

For him, in any successful partnership 
- sports business or otherwise - the 

Football’s status for attracting significant 
investment is well-documented, and to 
broadcast the 2019/2020 season of the 
English Premier League, Sky Sports and 
BT Sport have spent almost £4.5 billion. 

For companies partnering with athletes, 
leagues and teams, the stories they create, 
the access to – and connection with – fans is 
where they see their return on investment. 
To attract commercial deals in the first place, 
governing bodies, teams and individuals 
need to create those stories (and followings) 
through their marketing campaigns. 

Calum Ross (MA (Hons) 
Business Studies and 
Accounting 2013), appreciates 
more than most the 
commercial element of sport 
through his role at Deloitte’s 

Sports Business Group. 

“The market of sport and athlete sponsorship 
is changing,” Calum explains. “Sponsorships 
that are historically based primarily on the 
visibility of a logo are evolving into true 

penetrating international markets easier 
than smaller teams or sports as their brand 
is already recognised globally.” 

But not all sports and teams are created 
equal. Calum continues: “If we take golf 
as an example, the European Tour doesn’t 
attract the same television rights packages 
or commercial support as its US counterpart. 
However, they’ve been innovative in their 
approach with digital and media content 
which have been successful and should 
assist them with their aim of narrowing 
the financial gap. 

relationship has to be two-way and in the 
interests of both parties. Their values need 
to align, and they need to be able to interact 
and pull in the same direction. 

“A recent stand-out for me is the new 
format Davis Cup, which provides 
partnership opportunities that include 
activation to drive participation – 
normally a key objective of governing 
bodies and competition organisers 
– on a more local level. their objectives in line with 

their commercial strategy. 
“Organisations who are looking Because of the size and variety 
to invest in the business of on offer in the industry, it’s often 

sport face the challenge difficult for businesses to identify 
of identifying a the best opportunities for them. 

partnership that 
helps achieve “Which sport do you invest in? 

Once you’ve identified the sport, what 
part of it do you invest in? Do you invest 

in a competition? Do you invest in a club? 
Do you invest in an athlete? 

“There are significant financial opportunities 
to be had for sports, teams and individual 
athletes, and engaging, profitable 
marketing opportunities for brands through 

partnerships. By that, I mean that businesses partnerships, but their true value can’t be 
are becoming more sophisticated in the way measured in purely financial terms.” 
they analyse and understand the value of 
those partnerships and measuring the return 
on their investment. 

Attracting and keeping commercial partners 
is crucial for sports organisations of all shapes 
and sizes, and another Business School 
graduate has a true breadth of experience 
across sport – from a local club to global 
powerhouse. 
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Evie Chamberlain, who graduated 
with an MSc in Marketing in 2014, 
is Promotions Manager at world 
football’s governing body, FIFA. 
Before she joined the overarching 
organisation for the world’s 

biggest participation sport, Evie supported the 
commercial and marketing development of an 

“Like all areas of business, consumers have a 
choice. There are multiple sports, multiple teams, 
and multiple ways of consuming sport, so what 
makes individuals choose who they support? 

“It’s all about the consumer’s experience. 
Sports marketers are particularly attuned to 
that concept and go to great lengths to 
enhance fans’ experience. 

The man responsible for 
increasing participation in 
sport at the University of 
Edinburgh is Head of Sports 
Development, Ross Simpson 
(MSc Management 2011). 

“We currently have around 21,000 gym 
members and roughly 10,000 students 
who take part in recreational or club sports, 
so it’s a large chunk of 
the student population,” 

“That’s not to say our team sports aren’t still 
popular – in fact, rugby, football and hockey 
are all oversubscribed – but there’s a growing 
desire for new experiences and variety of 
activity on offer. 

“We have to adapt, and I guess that’s the 
same in any industry – it’s about looking at 
what other organisations and what other 
marketers are doing to engage those 
audiences or try something slightly different. 

Edinburgh curling club. 

From local, footfall-focused marketing, 
Evie moved to FIFA whose membership 
currently comprises 211 member national 
associations and oversees global football 
governance, aiming to increase the standards 
of professionalism in the sport as well as 
increasing the global participation 
in football. 

Originally from America, 
Evie explains the step-
change moving to 
FIFA: “On my first 
day, I arrived at 
FIFA’s office in 
Switzerland. On 
the second day, 
I was sent to 
France for 
the start of 
the Women’s 
World Cup. 

“It was a bit 
of a crazy 
way to start a 
new job, but 
it immersed 
me in the scale 
of what we 
were hoping to 
achieve. 

“My role at FIFA 
is to protect the 
FIFA brand, ensuring 
assets like ticketing, 
mascots, emblems and 
stadia are consistent. At 
Murrayfield Curling, the marketing 
requirements were completely 
different. 

“Unlike other businesses, fans often feel 
ownership over sports brands. Most teams 
actively foster that connection with their fans. 
They build cultures and communities around 
clubs which people often use to build elements 

of their own identity on to. 

“While having such a committed 
consumer can be very beneficial 

to brands, it also pressurises 
clubs, teams, and 

individuals to meet their 
expectations. 

“Social media tends 
to be the main 
vehicle through 
which fans 
relate to teams 
and players, 
particularly 
as the global 
reach of 
football 
continues to 
grow. We’re 
increasingly 
seeing people 
emerge as 

fans of players, 
rather than 

teams, perhaps 
because we get to 

know players more 
through their social 

media and identify 
personality traits we 

appreciate and admire. 

“That poses potential risks and 
opportunities for clubs and where 
commercial partners invest 
their money, but I think it will

“Fans often feel ownership over be interesting to see how that
“For me, curling was a totally 

continues to develop.”
new sport in a new environment. sports brands. Most teams actively 
Instead of being focused on At the other end of the spectrum,foster that connection with their 
awareness campaigns, the participation in sport and 
emphasis was heavily on driving fans.They build cultures and delivery of grassroots sporting 
footfall – getting people through opportunities also relies oncommunities around clubs which 
the door and engaged in the creative marketing to attract 
sport.” people often use to build elements commercial support. 

Evie’s interest in sports marketing of their own identity on to.” To reach the elite echelons of 
was sparked during her time at sport, athletes and teams all

Evie Chamberlain (MSc 2014) 
started from the base level of 

focused on how baseball teams 
the School when her dissertation 

attracting players, fans and the 
fostered brand loyalty among money to facilitate practice 
supporters. and games. 

21,000 
GYM MEMBERS 

STUDENTS TAKING PART 
IN RECREATIONAL OR 

CLUB SPORTS 

10,000 

“The University of
Ross says. 

Edinburgh’s Sport & 
Exercise brings togetherHe promotes sport 
the very best studentsand physical activity 
with alumni networkswithin the student 
and commercialpopulation, champions 
partners to theuniversity sport to 
benefit of all.”governing bodies, and 

facilitates commercial From occasional
partnerships to improve gym-goers to global
the University’s sport household names,
offering. sport is a highly 

commercialised“Sport at the University 
world with lucrativeis wide and varied 
opportunities for 

businesses. The most valuable partnerships, 
however, only become clear when their 
benefit is measured not solely on the balance 
sheet, but also in meaningful alignment with 
the strategic aims of both parties. 

and ranges from the 
occasional gym user to Olympic-level 
athletes, but to accommodate everyone, we 
need funding, advocacy and expertise. 

“The relationships that students develop 
through sports participation often stay with 
them for the rest of their life, and that’s 
certainly something we’ve seen with the 
alumni network. Edinburgh graduates have 
been great advocates of student sport, 
partially because of their own personal 
connections, but also because they appreciate 
the leadership and employability skills that 
sports participation can ingrain in students. 

“As with the Business School, our alumni 
outreach isn’t simply a case of seeking 
money or sponsorship, but in creating 
meaningful and mutually beneficial 
partnerships. Expertise is very valuable to us, 
particularly when it includes opportunities 
for student athletes of all abilities in terms of 
mentoring or accessing careers support. 

“Students benefit from the expertise and 
opportunities presented by alumni, and in 
return, alumni-run businesses have access 
to some of the best students in the world. 
The skills that those who participate in sport 
while at university develop, is a key reason 
why, on average, they earn between £8,000-
15,000 more than those who don’t. 

“However, the ways that students are 
participating in sport is changing. Less 
people want to join the typical or traditional 
team club activity where you train a couple of 
times a week and have a match. We’re seeing 
rising demand for one-off activities, or a 
range of recreational sports like a dodgeball 
tournament, fun-runs and mixed netball. 

Picture: Graham Clarke 

THROUGH THE DECADES 

THE SCHOOL COMES TOGETHER 

In 2010, the Business School moved into the former 
Adam Ferguson Building on Buccleuch Place/George 
Square. This was officially opened by HRH Princess 
Royal, Chancellor of the University, in February 2012. 

Further expansion of the Masters portfolio during this 
decade has included programmes in Marketing, Carbon 
Finance, Human Resource Management, Banking and 
Risk, Entrepreneurship and Innovation, Business Analytics 
and most recently, Finance, Technology and Policy. 

In 2019, HRH Princess Royal returned to visit the School 
to mark the 100 years’ anniversary and unveil new 
equality and diversity scholarships. 
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DR EWELINA LACKA 

For the past five years Ewelina has worked 
as a Lecturer in Digital Marketing and 
Analytics, studying how technologies 
are used by consumers and businesses, 
analysing the data generated and teaching 
students about technologies, including the 

opportunities and challenges they present.

Q: What have been the main changes that you’ve seen 
since you started your career?

EL: When I started my career, digital technologies were 
‘new’. Social media, for example, was so new that only 
the most innovative companies were using it. Now, 
consumers and businesses embrace digital technologies, 
and they use it on a daily basis. 

Q: What will be the biggest opportunities in the next 
100 years?

EL: With technologies such as Internet-of-Things and 
Artificial Intelligence, businesses will be able to connect 
technologies and gather comprehensive data which they 
will be able to analyse to develop granular insights, to 
anticipate and aim to fulfil consumer needs before they 
arise. 

Q: What will be the biggest threats in the next 100 years?

EL: Ethical use of digital tools and data they 
capture are the biggest threats we will face. 
We have a duty to ensure that digital 
technologies provide a safe 
environment for consumers to 
engage with businesses 
and for businesses to 
operate in. 

Q: Given unlimited 
resources, what would 

you set up now that would last 
to 2120?

EL: I would introduce advanced digital 
literacy courses for everyone. The future is digital, 
there is no fighting it. Inexorably, we are moving 
towards a business world that is fully digitalised 
and data-driven.

OWEN KELLY 

Following a 20-year career in the civil 
service and eight years as Chief Executive 
of Scottish Financial Enterprise, Owen Kelly 
OBE, works as Director of Engagement 
at the Business School, developing 
collaborations and relationships between 

the School and external organisations.

Q: What have been the main changes that you’ve seen 
since you started your career? 

OK: When I came into this job three years ago, I was 
sceptical that people in business were genuinely interested 
in other questions like social good. I was still in that 
1980s mindset of competition and free markets, 
that business meant a quite specific set of 
things. I think we are living through 
a significant change and that 
people will recognise that 
the world isn’t actually 
like that after all.

Q: What will 
be the biggest 

opportunities in the next 
100 years? 

OK: The decline and possible end of the 
car economy. It just seems crazy that you have 

these big capital assets that sit for 95 per cent of 
their time stationary. This is opening up new kinds 
of economic activity, whether that’s Uber-type 
activity or changes in public transport. 

Q: What business practices do you think will be 
defunct or obsolete by the year 2120? 

OK: I think we’ll see a reassertion of the work-
leisure divide. It’s become fashionable for people 
to view work and leisure as the same thing. I 
think we will probably see a reassertion of the 
distinction between the two. 

Q: Given unlimited resources, what would you set 
up now that would last to 2120? 

OK: I would put in place a group of academics, 
students and others to work on the philosophy 
of business. We need to find different ways of 
thinking about business.

PROFESSOR SARAH COOPER 

Sarah is Personal Chair in Entrepreneurship 
and Enterprise Development and Director 
of Faculty and Deputy Dean at the 
University of Edinburgh Business 
School. She joined the School in 
September 2008 following 

research and lectureship roles in 
the higher education sector 
which began in 1986.

Q: What 
have been the 

main changes that 
you’ve seen since you started 

your career?

SC: We have seen sectoral growth and 
increases in students from different backgrounds 

and international contexts. This has created a more 
culturally-rich teaching environment, where students are 
learning a lot about the world from each other.

Q: What will be the biggest opportunities in the next 
100 years? 

SC: There is increasing recognition of the value of 
programmes which bring people together from diverse 
backgrounds to develop a student’s knowledge across 
disciplinary domains. This should help students to be 
more effective global citizens. I would like to think that the 
spirit of institutional collaboration and partnerships across 
international boundaries to enhance student learning will 
continue to grow. 

Q: What will be the biggest threats in the next 100 years? 

SC: I hope that technology will not become overly 
dominant within society and reduce the role of the 
individual and innovative thinker. At the same time, it 
is very valuable to have resources for students online 
and technology which has a tremendous power to bring 
people together.

Q: Given unlimited resources, what would you set up now 
that would last to 2120?

SC: My idea would be to create a sustainable space that 
brought together staff, students and those from the wider 
Edinburgh community in a massive allotment garden, to 
work and grow together, growing vegetables, cultivating 
understanding and helping people to appreciate the value 
of different contributions, skills and abilities. In allotments, 
‘background’ becomes immaterial. You communicate on  
a different level.

In 1919 the world was a very  
different place but the foundations 
for many of today’s businesses and 
organisations were laid down at the 
time. Could those involved in business 
have predicted what today’s world 
would be like? Can we, in 2020, gaze 
into the future and try and imagine 
what the next 100 years will look 
like? We asked three experts from the 
School to tell us what they see.

Looking forward to 
the next 100 years
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Amira Baharin 
MSc Finance 2019

“My studies in Edinburgh have 
taught me to work effectively 
with other people and the 
dissertation has improved my 
research skills. I am hoping to 
break the barriers in Malaysia 
by becoming a successful 
investment manager. The 
proportion of women in the 
Malaysian investment industry 
is significantly less than men so 
it is my goal to encourage more 
women to join the sector.”

Femi Olowookorun 
MBA 2019

“Having graduated initially as 
a medical doctor in Nigeria, 
I have gained both clinical 
and healthcare management 
experience during my career 
to date, most recently in South 
Africa. Now with my MBA, I hope 
that my combined experience 
could lead to opportunities in 
government health services, 
NGOs, hospitals or residential 
facilities, or in consulting firms 
that take on health-related 
projects, pharma care or 
international organisations 
such as WHO. 

“My MBA capstone project 
was on the role of leadership 
in the digital transformation 
of healthcare and therefore 
I hope to break boundaries 
particularly in the area of 
digital transformation in any 
organisation I become 
involved with.”

Mousmee Shetiya 
MSc Business Analytics 2019

“Having now graduated, I am 
keen to utilise my business, 
management, analytics skills 
and public relations expertise 
within IT as I am fascinated by 
the trends in the sector. 
I am interested in managing a 
business operation within an IT 
firm but I see this as a few years 
down the line after I’ve further 
honed my skills. Ultimately, 
I hope to build a new era of 
business analytics in the Indian 
IT industry with the knowledge 
I have gained so far combined 
with the expertise I will be taking 
back from working in the UK.“

W Bradley Cotton 
MBA 2019

“The MBA has been 
transformational. Leaving policing 
after 28 years, it provided me 
with insights about myself and 
has enabled me to successfully 
transition into a new line of 
work. I now run a small boutique 
consulting firm specialising in 
corporate strategy, training, 
leadership, value measurement, 
and public safety.

“I hope to utilise my experience 
to increase awareness of social 
cost, facilitate communications, 
and train groups to work 
together and develop new 
ground-breaking paradigms 
to solve the current and future 
challenges facing organisations.”

Sanjana Sharoff 
MSc Entrepreneurship and 
Innovation 2019

“I have been an aspiring 
entrepreneur since high school 
however an apprehension 
prevailed as I could see many 
start-ups fail. I therefore pursued 
a Bachelors in accounting and 
finance, keeping finance as a 
back-up plan, before undertaking 
my MSc in Edinburgh. 

“I now feel more confident 
having explored various 
dimensions of entrepreneurship 
and have already started a 
new venture in the form of 
intrapreneurship and feel that 
I am on the right path towards 
becoming a serial entrepreneur. 
I hope to write the future by 
helping to uplift and develop 
my home country of India into 
a developed nation through 
my entrepreneurship.”

Anna Hatos 
MSc Accounting and 
Finance 2019

“I am currently working for 
Deloitte Hungary as an Audit 
Analyst in Budapest. The most 
valuable part of my degree 
was the opportunity to work 
in culturally diverse teams and 
to learn which roles I am best 
suited to in a team. Looking to 
the future, I hope to bring more 
acceptance towards all kinds of 
cultures, especially non-European 
cultures, to my workplace and the 
workplaces of Budapest.”
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“The School encourages you to aim high and 
that’s the difference. I don’t think you would 
get that elsewhere. It encourages you to ask: 
what could I actually do, where could 
I actually be?”

After completing an internship with Procter 
& Gamble in summer 2018 (which had been 
a direct result of her Strategic Management 
course during her third year), Charlotte 
has accepted a graduate level role with the 
company. Ultimately her long time goal is to 
start her own business. 

“I am keen to set up a social enterprise 
that helps young people from the kind of 
area that I came from to be inspired to go 
to university. I would look to bring schools 
and businesses together. I personally feel 
that there is definitely an opening for large 
businesses to help students from quite an 
early age whether it’s through funding, or 
going into schools to give talks. This would 
help young people to see university as an 
option from a much earlier age.  

“I was very lucky and my parents were very 
supportive and worked really hard with me 
but not all children have that, so I think it’s 
down to businesses to start working with 
young people if they want to achieve social 
diversity. I believe I can be the link with 
schools and business to make that happen.”

Writing 
the future

C
oming from a background where 
university is often not seen as 
an option, Charlotte Parsonson 
(MA(Hons) Business Management 
2019) is grateful for the many 

opportunities she benefited from during 
her studies. 

“I was admitted to the University of 
Edinburgh on the back of a scheme that 
helps people from a non-typical university 
background. I’d taken a few years out after 
school and this scheme, combined with my 
A-levels, enabled me to be accepted into 
Edinburgh. Hopefully I am proof that your 
background shouldn’t define your route 
to university.”

As well as benefiting from her academic 
studies, Charlotte also gained a huge amount 
personally from external opportunities on 
offer at the School. She visited India on a 
business trek to learn about sustainability 
in the textiles industry’s supply chain, as 
well as being part of a team who entered 
the University of Navarra International Case 
Competition in Spain. 

“I would never have been able to do this 
type of activity at the majority of business 
schools,” she tells us, “and they really 
made a huge difference to my time on 
the programme.

“The consultancy competition was a massive 
thing for me. My confidence grew so much 
from doing it. We had the chance to meet 
industry experts and were able to tackle 
actual business case problems. I learnt so 
much from doing it.

Business School students 
have been writing the future 
since 1919, with many 
shaping business and culture 
around the world. Here, a 
cross-section of our 2019 
graduates tell us how they 
hope to write the future. Charlotte is pictured 

outside the Business 
School along with her 
graduation photograph 
and the School’s first 
graduate, Margaret 
Stevenson Miller.
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Whether you’re looking back on your career 
or just getting started, we want to hear 
from you. You can see the stories that have 
been submitted so far and add your own at 
business-school.ed.ac.uk/writingthefuture/
stories. Tell us about your achievements 
and ambitions. Big or small, personal or 
professional, we all have something that 
drives us and these stories give a great 
insight into the impact that Business School 
graduates are making around the world.

With over 16,800 alumni in over 120 
countries, we look forward to receiving a real 
mix of stories that will inspire our diverse 
community of students. 

Every alumni story submitted will be in with 
a chance of being included in the Alumni 100, 
a list of 100 influential alumni who are making 
an impact in their field.

Judging takes place up to 2 March 2020. 
You can still submit your story after this date, 
however it won’t be in contention to be 
listed in the Alumni 100 but could be 
featured online.

As part of our 100th 
anniversary, we’re celebrating 
how our alumni continue to 
write the future.  We invite 
you to share your story to 
inspire our current and 
future students to follow in 
your footsteps.

Come and join us in 
Edinburgh from 15-17 May 
2020 at the flagship event of 
our 100 year celebrations.

Alumni 100 
Weekend 

Some of the alumni who have already shared their stories online. Left to right, top to bottom: Adaora Oragudosi, Ian Jackson, Natasha Ashley, 
David Tweedie, Eve Poole, Asanka de Silva, Birna Einarsdóttir, Ian Walker, Lilian Lee, George Mackintosh, Geraldine Gallacher and Ritesh Kotak.

Your weekend will include:

Find out more and register at business-
school.ed.ac.uk/event/alumni-100-weekend-
edinburgh

Catching up with old friends

Making new connections

Talks from the Alumni 100 list at the 
Playfair Library

Ethical and Responsible Leadership 
Conference

Drinks reception at the Business School

Tour of the National Gallery of Scotland

Guided walk around Edinburgh

Farewell brunch

S H A R E

Y O U R

S T O R Y
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