
going global
the globalist foundation
2005 Y50K winner

Not many college students can say that they suc-
cessfully secured fi rst-round fi nancing for their dorm-
room start-up after successfully pitching their business 
plan to a panel of seasoned venture capitalists.  But even 
fewer can say that they’ve founded a multinational en-
terprise with 221 staff  members and operations on four 
continents.  
 Th en again, the three founders of Th e Globalist Foun-
dation—the 2005 overall winner of the Yale Entrepre-
neurial Society’s $50,000 business plan competition—
are not your typical college students.  Rawen Huang, 
Executive Director, was born in mainland China, grew 
up in Sydney, Australia, and has developed relationships 
with some of China’s most infl uential movers and shak-
ers as a Presidential Fellow at the Yale-China University 
Leadership Program.  Editor-in-Chief Eleonora Sharef, 
a native Colombian educated in Germany and the U.S, 
speaks fi ve languages and worked most recently for 
McKinsey & Co. in Bogota.  And Dain Lewis, Opera-
tions Director, is an experienced entrepreneur and the 
former president of Mercado Global at Yale—athletic 
and charismatic, he’s a 21st century incarnation of the 
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classic “Yale man.”   
 Th eir objective?  To create a global network of high-
achieving university students that will directly facilitate 
future cooperation among disparate countries.  Th eir 
weapon of choice?  Journalism.  
 Th e Globalist Foundation is an international network 
of student-run, student-written foreign aff airs magazines 
at select universities around the world.  Based at Yale 
University, with magazines currently in print at Yale, 
Peking University, Hebrew University, the University 
of Toronto, Sydney University, and the University of 
Cambridge, the Foundation seeks to engage students in 
dialogue, increase international understanding, and con-
nect the high-achieving students who are most likely to 
assume leadership roles in their respective fi elds.   
 Sound idealistic?  Perhaps.  But the results speak for 
themselves.  Less than a year after its founding in March 
2005, Th e Globalist Foundation has already attracted a 
second round of fi nancing that will enable it to hire new 
staff  while expanding into Eastern Europe, Asia, Africa 
and South America.  It has drawn the attention of the 
Australian Ambassador to the United States and the 
former CEO of Ask Jeeves. New York Times columnist New York Times columnist New York Times
Th omas Friedman compared Th e Globalist to “a stu-
dent-run version of Th e Economist.”  And in mid-2006, 
after releasing its fi rst annual compendium issue to poli-
cy-makers and the press, the Foundation aims to fi nalize 
new chapters in Kenya, India, Mexico and Lebanon.
 Th e Globalist Foundation’s chapters each function 
semi-autonomously, with their own staff  and editorial 
board, and are charged with producing four original is-
sues per year.  Article content ranges from the weighty 
(“Promises: A Look at Israel’s Disengagement from 
Gaza,” Th e Jerusalem Globalist, Fall 2005) to the wag-Th e Jerusalem Globalist, Fall 2005) to the wag-Th e Jerusalem Globalist
gish (“Th e Politics of Sunsandsurf,” Th e Yale Globalist, Th e Yale Globalist, Th e Yale Globalist
Winter 2005).  All told, the Foundation’s six chapters 
currently produce 420 articles annually, reaching a com-
bined audience of 140,000 in three languages.  
   Content decisions are made at the chapter level and 
are driven by local demand.  Th e editors aim to pro-
duce a product that is professional, yet edgy. Ideally, Th e 
Globalist Foundation hopes to capitalize on its unique 
network to run articles that Newsweek or Newsweek or Newsweek Time couldn’t Time couldn’t Time
publish—that is, articles that only young people could 
write. 
  “Our original goal during the Y50K competition was 
to establish fourteen Globalist chapters on six continents 
by 2010. Th is would allow us to reach over 245,000 stu-
dents with content in seven languages. But now I am 
confi dent that we don’t need to wait that long,” said 
Huang, Executive Director, a junior Economics and In-
ternational Studies major.  
 If Huang sounds confi dent, it’s no coincidence.  As 
an up-start project with (literally) global ambitions, Th e 
Globalist Foundation’s success depends on its leaders’ 
ability to think big.  While it can be tempting to dis-
miss these ambitions as pie-in-the-sky—for example, 

Huang said he hoped that Visa could be convinced to start 
producing a Globalist Foundation credit card—Huang’s 
optimism is in many ways justifi ed: the Foundation has al-
ready proven its ability to expand globally, while following 
through with the support and logistical attention needed 
to ensure the success of the national chapters.  In 2005, 
for example, in the space of just three months, Foundation 
staff  traveled to China, England, Israel, and Australia to 
assist student leaders with the logistics of chapter forma-

tion.  Meanwhile, staff  in New Haven worked to secure 
501(c)(3) tax-exemption status and target donors for a 
successful second-round fundraising campaign.
 Running any multinational enterprise is tricky business, 
but the obstacles are even more acute when the budget 
is tight and the executives are full-time students.  Lewis, 
Operations Director, said that e-mail has been “integral” 
to the management of Th e Globalist Foundation, but one 
of the biggest dilemmas he faces is how to generate new 
ideas and motivate his staff  while communicating almost 
exclusively online. “Rarely can you create the dynamic, 
high-energy business environment of face-to-face interac-
tion, where you can throw around ideas and feed off  of 
each other’s energy,” Lewis said. 
 Would-be entrepreneurs should take note of other com-
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plications that can arise when an enterprise operates across continents instead of 
county lines.  “Overnight shipping an important document doesn’t cost $30, but 
$100,” Lewis said.  “Phone calls sometimes must be made at 4:00 A.M. instead 
of 9:00 A.M. because of diff erent time zones and complicated schedules.  And, in 
some cases, you have to rely entirely on one individual for communication purposes 
because no one else speaks the native language.”
 In addition to the normal slough of operational obstacles, Th e Globalist Founda-
tion faces other hurdles unique to its fi eld of operation: investigative and opinion 
journalism. As an organization whose primary purpose is to generate international 
dialogue on diffi  cult issues, Th e Globalist Foundation would be failing in its mission 
if it didn’t publish articles tackling potentially sensitive topics.  Yet, as the staff  has 
quickly learned, “Th e standards of journalism are very diff erent in each country,” 
said Eleonora Sharef, who oversees content as the Foundation’s Editor-in-Chief.  
“China is, of course, the obvious example.” 
  Th e Peking Globalist is one of the fi rst “independent” magazines at Peking Uni-
versity—that is, one of the fi rst student publications not run by the Communist 
Youth League.  While setting up a Globalist chapter at a Western university generally 
only requires a rubberstamp and a dean’s signature, establishing Th e Peking Globalist
required lengthy negotiations with the university administration over the magazine’s 
membership structure, editorial policies, and permissible content.  
    Despite these impediments, its founding members consider Th e Peking Globalist 
revolutionary. “Th is is the fi rst magazine with the goal of giving students the chance 
to say what they think of the world and China’s role within it,” said Zhaohuan Tian, 
Editor-in-Chief of Th e Peking Globalist. “Th is has truly never been done before.”
    Yet Tian also emphasized the need for Th e Globalist Foundation to adopt a gradu-
alist approach in China—something the Foundation’s hard-charging leadership may 
not have fully comprehended when they fi rst set their sights on Beijing. “Th e very 
idea of an independent student magazine about international politics is a radical 
concept in China,” Tian said.  “So we have to approach this with the mentality of 
taking small steps.  Chinese people tend to be more conservative; we are not that 
straightforward to point out other people’s mistakes.  I know that to criticize is a 
main function of Western media, but this doesn’t happen a lot in China.  We didn’t 
really have a free media in our history, so although all the democracy and freedom 
is making progress in China, it’s not possible for the people to change their minds 
overnight.”
 Tian’s attitudes are emblematic.  If entrepreneurship is art, then Th e Globalist 
Foundation is a clear case of life imitating its own representation.  Founded by 
a Colombian, a Chinese Australian, and a Philadelphia native, operating on four 
continents, and made possible almost entirely through digital communication, Th e 
Globalist Foundation could practically be an advertisement for the future possibili-
ties of the information age.  
 So much for journalistic objectivity.  Yet this, in a way, is the point.  Founded by 
youth to give youth a voice, the Foundation represents the generation that cut its 
teeth on the internet, has no recollection of the Berlin Wall, and, if asked to name 
the prototypical multinational company, will name Google over Procter & Gamble.  
In a political and cultural landscape too often dominated by the grey-haired states-
men whose worldviews were formed during the height of the Cold War, is there 
anyone better qualifi ed to comment on globalization and its future ramifi cations?
 Th e Globalist Foundation is a grand experiment, to be sure, and may or may not 
succeed in producing the next generation of policy makers and future world lead-
ers.  But it is already succeeding in connecting a network of young people who treat 
international borders the way their parents treated neighborhoods, who take instan-
taneous global communication for granted, and who have the skills and know-how 
to turn ideas into a readable, marketable product.
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