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Dean
R. Keith Absher (2004). Dean of the McAfee School of Business Administration 
and Professor of Marketing. B.A. and M.B.A., Jacksonville State University; 
M.A.S., University of Alabama-Huntsville; Ph.D., University of Arkansas; 
Additional Study, Harvard University.

William R. Nance, Jr. (2000). Associate Dean of the McAfee School of Business 
Administration and Associate Professor of Management. B.S., Regis University; 
M.B.A., Union University; D.B.A., Nova Southeastern University.

Mission Statement
In support of Union University's mission, the McAfee School of Business 

Administration is a learning community that promotes business education in a 
Christian context.  The school provides undergraduate and graduate programs that 
are designed to prepare our students for dynamic business environments through 
quality teaching with personal attention.  Scholarly research enhances student 
education through the diverse intellectual perspectives of the faculty.  

Distinctives
While the programs of the McAfee School of Business Administration are 

appropriately similar to those offered by other universities in the coverage of 
the basic business knowledge and skills, at Union University, they reflect three 
mission-driven distinctives:

1.	Christian faith, ethics, and character
2.	Collaborative learning
3.	Personalized faculty-student environment

MCAFEE SCHOOL OF  
BUSINESS ADMINISTRATION
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Faculty
R. Keith Absher (2004). Dean of the McAfee School 
of Business Administration and Professor of Marketing. 
B.A. and M.B.A., Jacksonville State University; M.A.S., 
University of Alabama-Huntsville; Ph.D., University of 
Arkansas; Additional Study, Harvard University.

William R. Nance, Jr. (2000). Associate Dean of the 
McAfee School of Business Administration and Associate 
Professor of Management. B.S., Regis University; M.B.A., 
Union University; D.B.A., Nova Southeastern University.

C. Steven Arendall (1990). Professor of Management and 
Director of the M.B.A. Program, Germantown. B.B.A. 
and M.B.A., University of Memphis; Ph.D., University 
of Tennessee at Knoxville.

David Austill (1997). Professor of Management. B.B.A., 
University of Memphis; M.B.A., University of Arkansas; 
J.D., University of Tennessee; L.L.M., Washington 
University, C.P.A.

Don Christensen (2002). Professor of Finance. B.B.A. 
and M.B.A., University of Memphis; Ph.D., University 
of South Carolina.

Brooke Emery (2010). Assistant Professor of Marketing. 
B.A., Rhodes College; M.B.A., Union University.

Joe Harrison (1998).  Associate Professor of Management. 
B.A., Stephens College; M.B.A., University of Memphis; 
Candidate for Ph.D., University of Memphis.

Wilburn Lane (2009). Professor of Business. B.S., Union 
University; M.Ed., M.B.A., and D.B.A., University of 
Memphis.

Emily Lean (2008). Assistant Professor of Business. 
B.S.B.A., Union University; Ph.D. Candidate, University 
of Arkansas.

Chris Manner (2009). Associate Professor of Business. 
B.S., University of Tennessee, Martin; Ph.D., Vanderbilt.

Karen C. Miller (1997). Professor of Accounting 
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II.	Major in Business Administration—30 hours (Major 
Core + one concentration)
A.	Core required of all majors: ECO 400; MGT 

341, 420, 445; BAD 475; and 6 hours Business or 
Advisor-approved Upper-level Electives

B.	Concentration in Economics: ECO 411, 412, 430
C.	Concentration in International Business: ICS 320, 

ECO 425, MKT 433; Minor in Spanish or French.*
D.	Concentration in Management: MGT 348, 410, 432
E.	Concentration in Marketing: MKT 424, 433, 440
	 *Three to six semester hours, from business or foreign 

language or a combination, must be earned through 
study abroad or internship abroad. International 
students may substitute U.S. internship credit if their 
native language is not English.

III.	Major in Economics—41 hours
A.	MAT 114, BAD 224, ECO 211, ECO 212
B.	ECO 498 or ECO Elective
C.	ECO 411, 412, 430; FIN 320
D.	6 hours from: PHL 346, PHL 347; PSC 322, 323; 

HON 320, 340
E.	Upper-level Electives—outside the School 

of Business Administration and with advisor-
approval—8 hours

F.	 General Core must include MAT 201 and PHL 240.
IV.	Teacher Licensure
	 Teacher Licensure in Business Education, Business 

Technology, Economics, and Marketing requires 
students to complete the following:
A	Professional Education: EDU 150, 250, 326; PSY 

213, 318; SE 225; EDU 419, 433.
B.	Complete the BSBA with a major in Business 

Administration or Accounting.
1.	Business Education completes the BSBA and 

major, earning a dual licensure with Business 
Technology.

2.	Economics completes the BSBA with a major 
in Business Administration (Economics 
Concentration) and completes additional 
Social Science requirements: HIS 101, 102, 
211, 212; GEO 112, and either GEO 215 or 216

3.	Marketing completes the BSBA with a major 
in Business Administration (Marketing 
Concentration).

C.	Completion of applicable portions of the Praxis II.
D.	For additional information, see the Assistant Dean 

for Teacher Education and Accreditation.

I.	Minor in Accounting—18 hours
A.	ACC 211, 212, 313, 315

B.	
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Course Offerings in Accounting 
(ACC)
( ) Hours Credit; F-Fall; W-Winter; S-Spring; Su-Summer 

Courses without indicated offering will be available at 
least once every three years.

211. Principles of Accounting I (3) F
An introductory course including study of professional 
accounting, sole proprietorships, and partnerships.

212. Principles of Accounting II (3) S
Prerequisite: ACC 211.
A continuation of ACC 211 with an emphasis on 
corporations and the use of accounting in managerial 
decision making. 

311. Cost Accounting (3) 
Prerequisite: ACC 212.
A study of methods of accounting for materials, labor, and 
factory overhead in job order and process cost systems. 

312. Managerial Accounting (3) 
Prerequisite: ACC 212. 
Uses of accounting information in management decision 
making. Topics include budgeting, standard costing, and 
analyses of costs and profits. 

313. Intermediate Accounting I (3) 
Prerequisite: ACC 212.
Intensive review of the accounting process and financial 
statements with emphasis on the asset section of the 
balance sheet. 

314. Intermediate Accounting II (3) 
Prerequisite: ACC 313.
Corporation formation and changes in the equity structure 
after formation. Topics include long-term investments, 
bonds, earnings per share, and income recognition. 

315. Federal Income Tax Accounting I (3) 
Prerequisite: ACC 212.
The Internal Revenue Code as it affects individual income 
tax returns. 

319. Federal Income Tax Accounting II (3) 
Prerequisite: ACC 315.
The Internal Revenue Code as it affects partnerships, 
corporations, and fiduciaries. 
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430. International Economics (3) 
Prerequisites: ECO 211 and 212.
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Course Offerings in Marketing 
(MKT) 
( ) Hours Credit; F–Fall, W–Winter; S–Spring; Su–Summer; 

Courses without indicated offering will be available at 
least once every three years.

328. Principles of Marketing (3) F, S
Exploration of the role of marketing in a free enterprise 
system through the development, implementation, 
control, and evaluation of marketing strategies with 
emphasis on marketing models and concepts utilized in 
decision making. 

330. Consumer Behavior (3) 
Prerequisite: MKT 328.
Individual and collective behavior patterns both 
inside and outside the marketplace, through the use of 
theoretical model building and empirical research findings. 
Emphasizes role of research in determining short-range 
and long-range strategies. 

350. Professional Selling (3) 
Prerequisite: MKT 328.
The role of the sales professional within the marketing 
process. Emphasis on development of selling responsibilities, 
time and territory management, and interpersonal 
communication skills through role-plays. Includes analysis 
of the psychological basis of selling in both consumer and 
industrial markets. 

351. Retail Marketing (3) 
Prerequisite: MKT 328.
Examination of the marketing mix within the retail 
environment. Analysis of retail strategy in merchandising, 
customer relations, and inventory control. Evaluation of 
retail site locations and store layouts. 

419. Advertising and Promotion  (3) 
Prerequisite: MKT 328.
The economic and social roles of advertising in 
contemporary business. Emphasis on creation, 
implementation, and evaluation of campaigns through the 
analysis of creative processes, media resources, budgeting, 
and social responsibility.


