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Board of Overseers, chairs the campaign’s
20-man advisory committee.) On the
drawing board are a stem-to-stern over-
haul of Baker Library, new faculty and re-
search-fellow o∞ces, a pair of executive-
education buildings, and renovation of
student dorms. (The library, stil l
configured as it was built in the 1920s,
would transfer many of its collections to a
new below-grade “vault,” allowing new
academic space to be created within and
beyond the existing structure.)

The executive-education facilities would
replace Kresge dining hall and the lawn be-
hind it, projecting toward Soldiers Field
Road to form a minicampus with McAr-
thur Hall. As with the M.B.A. program,
Clark insists that in executive education,
technology-based instruction “is not a sub-
stitute for classroom education, for face-to-
face interactive discussion.” (M.B.A. stu-
dents now take basic skills courses in
accounting and finance on line before en-
rolling for their on-campus education.)

The campaign’s goal is ambitious, even
though half the funds sought had been
raised by the formal kicko≠. HBS has not
conducted a comprehensive capital drive
before, and very large gifts will need to ac-
company successful annual-fund appeals
to raise the full $500 million, particularly
by the targeted conclusion in 2005—a
sprint, as such things go, especially in un-
certain times.

In his remarks at the campaign dinner
on September 21, President Lawrence H.
Summers alluded both to HBS’s academic
strengths and to contemporary challenges.
He remarked on the “increasingly analyti-
cal and intellectual quality to business and
policy,” making “the kinds of understand-
ing that come from a place like this…more
directly important to more people in lead-
ership positions than they ever have been
in the past.” At the same time, he said,
“some things…don’t change: the nature of
human greed, the tendency towards ex-
cess, the need for character in di∞cult sit-
uations.” In that light, he hailed HBS for
providing its students not only “an intel-
lectual experience” but also “an experience
of character building.”

Dean Clark, who followed, reviewed the
campaign goals, but placed special empha-
sis on the latter theme, remarking on the

world’s need for leaders “who have strong
values, who are competent, who inspire
trust in other people.” He quoted at length
from the school’s values and learning ini-
tiative, launched five years ago “to instill in
every member of this community the val-
ues that we believe are essential to e≠ec-
tive and principled leadership”—among
them, “the highest standards of integrity,
respect for other people, and personal ac-
countability.” He ended on a highly per-
sonal, emotional note, pledging to the au-
dience of friends and supporters of the
school that “I will live my life in a way, and
lead this school in a way, that will inspire
your trust and your confidence.”

In a tangible nod to the times, the cam-
paign case statement includes an unusual
section on HBS finances—a useful tool in
the fundraisers’ kit, to be sure, but also an
exemplary response to the rising demand
for “transparent” disclosure by businesses.
It reveals that HBS is a roughly $300-mil-
lion enterprise; the large publishing opera-
tion, which produces Harvard Business Re-
view and sells case studies to other schools,
accounts for about one-third of those rev-
enues. Academic activities—the M.B.A.
program, executive education—generate
43 percent. Distributions from the existing
$1.3-billion endowment, which the cam-
paign hopes to augment significantly, are

Prompted by the Harvard Committee on Employment and Contracting Policies—
the group formed in response to the “living wage” protests in the spring of 2001—the
University has adopted a “Statement of Values.” The statement, endorsed by the
Academic Advisory Group (president, provost, and deans), “identifies a set of basic
values that should inform work at Harvard,” wrote President Lawrence H. Summers
in a cover letter when the text  (below) was disseminated in late August.

Harvard University aspires to provide education and scholarship of the
highest quality—to advance the frontiers of knowledge and to prepare indi-
viduals for life, work, and leadership. Achieving these aims depends on the
e≠orts of thousands of faculty, students, and sta≠ across the University.
Some of us make our contribution by engaging directly in teaching, learning,
and research, others of us, by supporting and enabling those core activities
in essential ways. Whatever our individual roles, and wherever we work
within Harvard, we owe it to one another to uphold certain basic values of
the community. These include:
•Respect for the rights, di≠erences, and dignity of others
•Honesty and integrity in all dealings
•Conscientious pursuit of excellence in one’s work
•Accountability for actions and conduct in the workplace
The more we embrace these values in our daily lives, the more we create and
sustain an environment of trust, cooperation, lively inquiry, and mutual
understanding—and advance a commitment to education and scholarship,
which all of us share.

Within the Harvard community, sharp di≠erences in culture and status have long
divided faculty members from others, and professional sta≠ employees from clerical,
technical, and support workers. The employment committee’s recommendations on
salaries, benefits, and educational opportunities for unionized service employees were
meant to address some of the more glaring di≠erences (see “Living Wage: Next Stage,”
March-April, page 58). So was its call for a statement of values that would cross
boundaries in the University workforce.

In promulgating the statement, Summers wrote, “All who work at Harvard, regard-
less of rank or position, contribute in vital ways to education and scholarship.” To
ensure that policies and practices align with this principle, he also announced a plan
to appoint an ombudsman available to “anyone in the University community con-
cerned about workplace conditions.”

Veritas Values
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