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Behind Door Number ...
We have tested your memory of campus 
before. We’re back—this time with some of 
University City’s eye-catching portals. Do you 
know to which buildings these entrances 
belong? Find the answers on P. 19. 
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a message from the dean

ON THE WEB

More from Dean Robertson at 
whr.tn/FromTheDean.

�e Dean’s Blog

S imilar to all institutions of higher learning, Wharton thrives on 

its intellectual capital—faculty, students, staff and alumni. At this 

time of year, our faculty-student engagement is back at full speed.  

	 Our inspired faculty are excited to engage students in the learning 

process. Our talented, engaged students, in turn, motivate our faculty to 

strive for even higher levels of teaching excellence. It is a cycle that maxi-

mizes teaching and learning quality—but it also requires institutional sup-

port. We monitor our programs and offerings to ensure that we are able 

to anticipate the needs of our students and to prepare them for a myriad 

of opportunities. Faculty-student engagement is absolutely central to our 

core values.

	 In conjunction with the launch of our new MBA curriculum, the under-

graduate capstone simulation course and our Knowledge for Action brand 

campaign, we are introducing a wide-ranging portfolio of engagement 

initiatives that enrich all aspects of the Wharton experience—for everyone.

   Included in this effort are 

programs such as Iron Prof and 

BizTalks. Both are events hosted 

by our students with participation 

from faculty, who present slices 

of their latest research before an 

auditorium filled to capacity with 

students. We are now offering an 

Executive Coaching Program—a 

one-on-one experience for our 

students, who receive valuable 

feedback regarding strengths 

and weaknesses. Another new 

program is our Alumni Power 

Dinners, where we bring together 

groups of up to 30 students with 

influential alumni for a dinner event. We have many more engagement 

initiatives—up to 18, far too many to mention in this short letter!

	 In education, particularly in business education, there is no such thing 

as one-size-fits-all. The new MBA curriculum is infinitely customizable, 

allowing students to choose the right combination of core and elective 

courses to suit their individual backgrounds, interests and goals. It is our 

hope that these new engagement initiatives will have the same effect, fos-

tering a diverse and dynamic learning environment and helping all of our 

students to develop the knowledge and skills that they will need through-

out their lives.

	 I hope that you and yours are off to a great 

start this fall season. 

 

Thomas S. Robertson 
Dean and Reliance Professor of 

Management and Private Enterprise
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Send your letters via email to letters@
whartonmagazine.com or via traditional mail to: 

Letters, Wharton Magazine, Wharton External 
A�airs, 344 Vance Hall, 3733 Spruce Street, 

Philadelphia, PA, 19104-6360. Letters may be 
edited for clarity or brevity. 

the inbox

My One Olympics
I read with interest the article in the last 
magazine, “The Olympians of Wharton” 
(Summer 2012, P. 32). My own Olympic 
experience is different from those profiled 
as it actually occurred while I was at 
Wharton. Balancing the demands of 
the sophisticated, challenging Wharton 
curriculum with the training regime and 
competition schedule required to make 
the Olympic team was a far greater 
challenge than I envisioned.

In fall 1971, I arrived at Wharton for 
my MBA fresh after graduating from 
college, where I had rowed successfully 
for all four years—the last two on 
arguably the fastest lightweight crew in 
history. I was determined to retire from 
competitive rowing and focus on my 
studies, but after a series of events in 
the fall, culminating with being the only 
boat from Philadelphia to win at The 
Head of the Charles Regatta in Boston, a 
small group of guys approached me and 
my rowing partner, Jim Ehrman, L’74, 
with an interesting proposition: “We are 
working to go to the Olympic Games this 
summer in Munich. Why don’t you two 
come out and row with us?” 

My decision generated an adjustment 
in priorities (helped by Wharton moving 
that semester to a pass/fail system). I 
determined that I could put in the work 
required in the gym, on the stadium steps 
at Franklin Field and on the river and 
still attend classes and achieve passing 
grades. The one issue was that, if I made 
the team, I would miss the first two 
weeks of the first semester of my second 
year, a hole that would be very difficult 
to overcome. But who was I kidding? 
Making the team was such a pipe dream. 
So Jim and I decided to go for it. 

Life became class, workout, study, 
sleep, repeat. I have to say that many 
more hours were spent on the river than 
in and around Annenberg Hall, and 
this only accelerated in the spring. All 
summer I spent working out twice a day 
(eating, resting, watching the Watergate 
hearings, sleeping in between) and 
racing all comers in formal regattas twice 
a month. Finally, in mid-August, our 

straight four won the trials and made 
the USA Olympic Team.

The Olympics in Munich were an 
incredible experience, particularly given 
the world politics of the day. For six 
weeks, 5,000 of the finest athletes in the 
world lived and competed together with 
no political barriers or ideological labels, 
only that of elite athlete to elite athlete. 
An independent Olympic economy 
existed, consisting of trading uniforms, 
gear and pins with athletes of other 
countries—a sign of mutual respect 
country to country, as well as more 
personal contact athlete to athlete.

Unfortunately, we did not make the 
semifinals in our event, but we did 
live the complete Olympic experience 
and joined in the joy of the Eight, our 
premier boat, winning the silver medal. 

The one question other athletes 
always asked was, “Which Olympics is 
this for you?” For me, it would be the 
one and only. When I got back to the 
U.S., I had to dive right into the work 
at Wharton, catch up on two weeks of 
classes that covered daunting amounts 
of sophisticated material and, upon 
graduating, go to work in the career that 
Wharton had prepared me for.

There was a stop on the way to 
Chicago to start work for the World 
Championships in Moscow, but that’s 
another story ...

Chuck Hewitt, WG’73

Don’t Forget Björn
Björn Zikarsky, WG’99, is a former 
freestyle swimmer from Germany who 
won the bronze medal in the 4×100 
freestyle relay at the 1996 Summer 
Olympics in Atlanta. He also competed 
in the 1988 Summer Olympics for West 
Germany. He is married to former Surf 
Lifesaving contender Kylie Foster and 
resides in Sydney, Australia.

Jewel Huijnen, WG’03

People?
As a devotee of the Final Exam in 
Wharton Magazine, I am writing to 
express my disappointment with this 
month’s question (Spring 2012, P. 

80). From my standpoint, the answer 
given had no relationship at all to the 
question. Nowhere in the question 
was it stated that the quarters had any 
value; the question might have just as 
well been about a jar full of marbles. 
Nowhere in the question did it state that 
if you correctly guessed the number 
of quarters, you were “awarded” what 
was in the jar, which clearly would 
have biased someone to guess higher, 
rather than lower, than the mean. The 
whole notion of “expected value” was 
not stated anywhere. All in all, this was 
badly done. I felt like I was reading 
from the puzzle section of People, not a 
publication of Wharton.

Frank Ittner, WG’90

[Editor’s note: We received multiple 
complaints about this specific Final 
Exam. Alumni have also given general 
feedback that Final Exam is too easy, or 
too di�cult. We will strive for a balance 
appropriate for a Wharton publication.]

Intentions Explained for a Photo
I am baffled as to how the swastika 
picture with three grinning alums could 
have appeared in this edition’s Class 
Notes (Summer 2012, P.58) without 
any explanation. It obviously looks 
repugnant to those of us who think  
the Nazis had it all wrong. Could you 
please explain? 

Mark Tashjian, WG’88

[Editor’s note: Our apologies for any 
concern caused by the photo and if the 
corresponding note (P. 58) was not an 
adequate explanation. Andy Gordon, 
WG’01 (who was in the picture) confirmed 
that the photo in question featured 
American GIs after they overtook a 
German encampment at Normandy. “The 
photo was intended to show the victory of 
the ‘capturing of the flag,’” Andy told us.]
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Debrief
hen it came to planning 
the courses at the new 
MBA curriculum’s core, 

the big question was how to 
estimate demand for classes that 
did not yet exist from people who 
were not yet Wharton students.

To meet that challenge, the Curriculum Implementation 
and Review Committee, chaired by Ernst & Young Professor 
Christopher Ittner, embarked on a multiyear plan to determine 
future demand. The committee surveyed more than 900 current 
students, asking them what classes they would take and when 
they would want to take them. After two rounds of surveys, this 
data was matched up to classroom and faculty availability, and a 
functional schedule emerged. 

The student demand-driven approach creates “a market 
mechanism that promotes this ongoing innovation where people 
can speak with their feet,” says Ittner.

The new curriculum seeks “to introduce more flexibility into 
the program and to foster more ongoing innovation than we’ve 
had in the past,” he adds. In practice, this means giving students 
the option to take a wider variety of classes at different times, 
in different sequences and with different professors. Students 
will also be surveyed extensively throughout the year to gauge 
ongoing reactions to the new offerings. Fewer classes will be 
locked into the cohort structure, and departments will offer 
more choices for students to meet each core requirement.  

The change also lets faculty bring more of their personal style 
to each class and to make changes as they teach. 

“We’re allowing for a lot of fast creativity,” says Peggy Bishop 
Lane, vice dean of the Wharton MBA for Executives Program. 

Yet the constraints of available space and faculty teaching 
loads will continue to be an issue as the flexible curriculum 
calibrates itself over time. Course offerings will be adjusted in 
years to come based on student demand. 

As mentioned earlier, the new curriculum removes much 
of the influence of cohorts on class scheduling. Students are 
now grouped into four clusters—containing three cohorts 
each—for social and extracurricular purposes. To support new 
initiatives in student life and to provide better advising, the 

Graduate Division hired four new staff members—one for each 
cluster. Several departments have hired additional faculty to 
accommodate expected student demand for classes. 

The new curriculum also included the rollout of the Executive 
Coaching and Feedback Program, headed by Director Lynn 
Krage of the Wharton Graduate Leadership Program. The 
program offers executive coaching sessions to all interested 
first-years. Krage piloted the program last year with a group of 
two executive coaches and 50 students, although 243 students 
applied to participate. Based on collected data, Krage forecasts 
that the full program will attract 350 to 400 students and 
require as many as 40 coaches, all of whom are vetted through 
a rigorous application process. 

“We have the best coaches in the area working with us,”  
she says. (Learn more about the coaching program in our 
article about leadership on P. 70.)

Overall, the curriculum’s implementation has been a School-
wide effort. “It’s always great to see how people cooperate 
across groups and to see the faculty embrace all of these new 
ideas,” Lane says. 	                      

—By Paul Richards, C’10

Extracurricular Planning

W Wharton’s new MBA 
curriculum launched 
this August after a lot 
of logistical legwork in 

its implementation. 
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Debrief

F
rederick “Fritz” Selby, W’50, 
once taught the brother of the 
king of Nepal how to water 
ski. Selby was among the first 
outsiders to encounter isolated 

villagers in Papua New Guinea. He scaled 
the Himalayas and Alps and explored 
numerous countries including Bhutan 
and Myanmar (Burma). In part for these 
unique travels, the Explorers Club in New 
York awarded Selby a 2012 Citation of 
Merit, given in recognition of outstanding 
feats of exploration or service to the club. 

His love of adventure is rooted in his 
active, outdoorsy upbringing in Baden-
Baden, Germany, where he hiked, 
climbed and skied with his family, Selby 
recalls. When he came to the United 
States to attend the Wharton School, 
Selby says, he often slipped away on 
winter weekends to ski in New England, 
driving most of Sunday nights to get 
back to Philadelphia. 

After graduation, Selby put his 
Wharton education to use as an 
investment banker and corporate 
executive for 35 years at Legg Mason 
Wood Walker Inc., Bankers Trust Co., 
Burnham & Co., and BAII Banking. A 
life-defining opportunity came early 
in his career in 1960 when Selby was 
offered the position of an advisor to 
Nepal for the U.S. State Department to 
help the country launch new industries. 
Selby jumped at the chance. He promptly 
married his girlfriend and moved to the 
capital of Kathmandu for the next three 
years. The oldest of his three children, 

Great 
Adventurer
The Explorers Club recently 
honored a Wharton alumnus 
for his service and far-flung 
expeditions.

Christopher, was born in Nepal. 
“I have a close relationship with Nepal,” 

Selby says. “It is the most beautiful 
country in the world.” 

His love for the country is evident in 
his book, Postcards from Kathmandu, 
published in 2008. 

For Selby, a typical expedition means 
getting away from everything—his home 
on the Upper East Side in New York, and 
modern civilization in general. 

In 2009, along with a local guide, six 
other men and five women, Selby trekked 
into the highlands of Papua New Guinea 
and came face to face with an isolated 
tribe that had never encountered such 
outsiders. The highlanders turned out to 
be just as curious about Westerners. 

“They stared at us, and we stared at 
them,” says Selby. 

A year later, the government of Papua 
New Guinea named a trail near the tribe’s 
village the “Selby Trail” to honor the 
explorer and his group. 

Yet one accomplishment has eluded 
him: reaching the summit of Mount 
Everest. Bad weather thwarted his 
attempt, forcing him to turn back at 
23,000 feet, he explains.

Selby continues to alert a circle of 
about 25 people about new exploration 
opportunities. Selby’s expedition 
companions are businesspeople from 
various parts of the U.S., who having 
sampled the world’s luxury resorts, are 
ready for more fascinating experiences in 
the unexplored world.

“All of them have one thing in common 
and that’s fitness.” 

Selby was on Penn’s track and football 
teams and continues to set the pace on his 
trips. “I keep myself in pretty good shape.” 

Having “an uncomplaining spirit” 
doesn’t hurt either, Selby adds. He 
explains, “The places we go to do not 
have five-star hotels.” 

Selby joined the Explorers Club in 
1988 and has since served as fundraiser, 
adviser and recruiter, as well as organizer 
and leader of expeditions carrying the 
club’s flag. Founded in 1904, the club’s 
mission is to serve as a unifying force  
for explorers and scientists worldwide.  
It counts among its members Sir Edmund 
Hillary and Tenzing Norgay, the first 
people to reach the summit of Mount 
Everest in 1953. 

—By Samantha Drake, CGS’06

Fritz Selby, W’50, bonds with villagers in Papua New Guinea.
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Off-the-Field Practice for Students
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Wharton and the NFL partner to deliver a first-of-its-kind training ground for top high school athletes.

Learn more about Wharton’s NFL 
Executive Education—financial literacy 
for pro players—at whr.tn/NFLExecEd.

ON THE WEB

he best athletes make their 
performances on the field look 
effortless, though this success 

results from rigorous training and 
repetitive practice. Sometimes their 
off-the-field pursuits—like becoming a 
leader among classmates and learning 
financial proficiency—require preparation 
as well. For the first time, the Wharton 
Sports Business Initiative (WSBI) and 
the National Football League delivered 
a three-day program to give elite high 
school student-athletes the instruction 
they need on these skills.

This summer, the NFL-Wharton 
Prep Leadership Program brought 
36 rising seniors to the Philadelphia 
campus to learn about leadership 
style, management principles, college 
admissions, academic success, goal 
setting, social media and networking. 
To be accepted, all participants had 
to demonstrate academic success, 
remarkable leadership records and 
athletic prowess.

“I think we got a very strong group of 
very highly talented students and also 
very talented athletes,” Derrick Heggans, 

managing director of the WSBI, told 
Wharton Magazine.

The program included traditional 
classroom lectures as well as activities that 
got them talking to each other and out of 
their seats. In the session “A Champion 
Does It Differently,” student-athletes 
practiced vocal warm-ups and learned 
about the importance of body language. In 
another session about negotiation led by 
Kenneth Shropshire, Wharton’s David W. 
Hauck Professor and faculty director of 
the WSBI, students paired up, one serving 
as buyer and one as seller, and worked to 
make a deal.

“This actually taught me a lot about 
myself,” one of the students said afterward.

During a team-building exercise in 
the session on personality styles, Daria 
Torres, an adjunct faculty member at the 
School, gave students each a picture card 
and instructed them to decide as a team 
how to arrange all the cards to tell a story. 
The students completed the task in about 

three minutes. Most groups of executives 
attempting the same exercise average 
more than seven minutes, Torres said.

Whether or not they become profes-
sional athletes and earn multimillion- 
dollar contracts, the students, who 
consisted of both girls and boys across 
various sports, will benefit from the 
financial literacy courses. When he 
learned about the new prep program, 
Robert Luna, WAM’11, a financial 
advisor whose clients include NFL 
lineman Levi Brown, noted the 
“gruesome” stats of pro athletes: for 
instance, how a high number of NFL 
players are bankrupt within two years  
of leaving the league. Other leagues’  
stats are not far behind.

“There’s a lot of bad advice out there,” 
said Luna, CEO and chief investment 
officer at SureVest Capital Management.

Just as relevant, the athletes learned 
from each other. Heggans reported that  
a number of students voiced appreciation 
of the opportunity to meet their peers—
kids also striving for positive academics, 
athletics and post-school goals.

—By Matthew Brodsky

T
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Steve Wozniak Talks About 
Entrepreneurship, Innovation 
and When Robots Will Take 
Over the World

news briefs

New Brand for WEP  Wharton 

Entrepreneurial Programs has a new look, 

logos and name: Wharton Entrepreneurship. 

As Managing Director Emily Cieri explained 

in a post on the Entrepreneurship Blog (also 

launched this summer), the primary reason 

for the name change is to allow the group 

“to more effectively brand our vast program 

offerings across research, teaching and 

co-curricular activities.” Importantly, Wharton 

Entrepreneurship added a new tagline for 

itself: “Enabling Entrepreneurship at Penn” 

—a reminder that its co-curricular programs 

are open to students across the University.

Leadership Conference Attracts 
Crowd to Campus  Nearly 300 attendees 

from the corporate, military, government 

and higher education space converged on 

Huntsman Hall on June 19 to attend the 16th 

annual Wharton Leadership Conference. 

Sponsored by the Wharton Center for 

Human Resources, the Wharton Center for 

Leadership and Change Management, and 

Deloitte, the conference sold out weeks in 

advance. The speakers included New York 

Times editor Adam Bryant; Undersecretary 

of the U.S. Army Joseph Westphal; Wharton 

management professor Adam Grant; Chair 

and CEO of Meadwestvaco John Luke Jr., 
WG’79; Global Brand President of Estée 

Lauder Jane Hertzmark Hudis; and Jeffrey 

Ashby, Navy fighter pilot and commander of 

Space Shuttle Atlantis.

Honoring Their Careers Two emeritus 

faculty members passed away during the 

summer. John S. de Cani, professor emeritus 

of statistics at Wharton and Penn, originally 

joined the Penn Statistics Department as 

a graduate instructor in 1948. He was 

appointed assistant professor in 1958 and 

full professor in 1971 and retired in 1995. 

He was an expert in operations research and 

a leader in integrating statistics into business 

school itself, helping to develop, for instance, 

measures of faculty quality. Paul Kleindorfer 
came to Wharton in 1973 to join the newly 

formed Decision Sciences Department (now 

OPIM). As the Anheuser-Busch Professor of 

Management Science, Paul served two terms 

as department chair, as vice dean of doctoral 

programs, and as co-director of the Risk 

Management and Decision Processes Center, 

a role he held until retirement in 2006.

Technology is constantly 
advancing in leaps and bounds, 
and soon it will be more intuitive, 
more intelligent and more human 
than we ever imagined. In the 

future, machinery will do the thinking for 
you, Steve Wozniak told a packed lecture 
hall of technology professionals at the 
Wharton Web Conference this July. 

“It’s a very developed world right now,” 
said Wozniak. “We’re all geeks, carrying 
computers in our pockets. But really, your 
smartphone is more than a computer in 
your pocket—it’s almost a person.”

But don’t worry, he joked. As quickly 
as technology is changing, 
robots won’t be capable 
of world domination for 
at least another 40 years. 
Probably more.

While large companies 
invest huge amounts in 
research and development and aim to 
create the products that will change the 
way we do business, connect with our 
friends and families, and understand 
the world around us, Wozniak predicts 
that innovation will come from more 
unexpected places—young visionaries 
who aren’t limited by corporate 
regulations and who don’t yet know 
what they’re not supposed to be able to 
achieve. Innovation does not happen in a 
vacuum, he said. It happens when people 
are driven by personal, internal passion. 

“Most of these revolutionary companies 
that we admire so much today started 
with a couple of kids out of college. 
They’re proof that when you’re driven 
to do things personally, you’re going to 

make the best design or product in the 
world,” he said.

He expects this model of creative 
entrepreneurship to continue. Thus, he 
said, it’s important for tech innovators at 
every level to think less about the need 
for profits and more about people’s need 
for technology to support their everyday 
lives. Just looking at a product that 
currently exists and making it better  
isn’t enough. 

“This is a very different type of 
thinking, and it’s not like anything you’re 
taught,” he said. “Don’t feel that your 
only tools are the ones you were brought 
up with. Start with the tiny atoms and 
create something totally new.”

—By Susan McDonnell

Find more photos 
from the day at 

Wharton’s Flickr feed.

ON THE WEB
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From Influx to Exodus

More about this book and other 
Wharton Digital Press offerings at 

wdp.wharton.upenn.edu.

ON THE WEB

Vivek Wadhwa published The Immigrant 
Exodus with Wharton Digital Press 
to address an issue that endangers 
America’s role as the world’s most 
entrepreneurial and technologically 
advanced nation. Wadhwa knows 
firsthand about his book’s topic. 
Founder of Relativity Technologies 
and former corporate technology 
executive, Wadhwa has risen far in his 
adopted homeland. He now serves as 
an academic at numerous prestigious 

institutions, 
writes for brand-
name media 
outlets and 
was named an 
“Outstanding 
American by 
Choice” by the 
U.S. government 
in 2012. Whereas 
once immigrants 

like Wadhwa flocked to the U.S. to 
launch their dream companies, his data 
suggests, now they are leaving and 
doing so elsewhere. Wharton Magazine 
sat down with Wadhwa to learn more.

Wharton Magazine: Why is the immigration 
issue so acute when it comes to 
entrepreneurs?
Vivek Wadhwa: As research shows, almost 
all net new jobs in the economy are 
created by startups, and immigrants are 
now more than twice as likely as the 
native-born to start a business. In the 
tech sector, 52 percent of Silicon Valley 
startups from 1995-2005 were started 
by immigrants. But as our new research 
shows, this proportion has dropped to 
43.9 percent. On average, the previous 
cohort of startup founders started their 

sometimes even better than they are 
here. They wonder why they should 
put up with the humiliation and 
endless wait for a visa. Indians and 
Chinese typically have to wait more 
than a decade—while their careers and 
ambitions stall. 

WM: Wouldn’t you expect the “reverse brain 
drain” to occur eventually anyway, with 
globalization and the strengthening of other 
economies?
VW: Yes, as other countries become 
industrialized and become open, 
inclusive and innovative like us, 
there will be no reason for people 
to leave their home countries and 
come to the United States. But this 
is decades away. By encouraging 
entrepreneurs to return back home 
now, we are hastening the rise of our 
global competitors and weakening our 
economy. If we were doing this as a 
way of helping the rest of the world 
as we do with foreign aid, that would 
be one thing. But we are doing this 
out of ignorance and complacency—
we don’t even realize that there is a 
reverse brain drain in process. We are 
hemorrhaging without realizing it. 

New data shows immigrant entrepreneurs are fleeing the U.S. We 
speak with an immigrant entrepreneur who wants to stem the tide.

companies 13 years after entering the 
United States. Given the massive influx 
of skilled workers in the late 1990s and 
early 2000s, we expected a significant 
increase in immigrant-founded 
startups—not this decrease. 
 
WM: Still, many entrepreneurs leave their 
home country to grow their startup in 
the United States, even with the current 
immigration regime. Why?
VW: Because America is still the place 
to be, particularly if you are a tech 
entrepreneur. The U.S. technology 
industry’s entrepreneurship networks 
and culture provide a very fertile 
ground for startups. Even though the 
tech centers of countries like China and 
India are booming, Silicon Valley is still 
far ahead. It won’t always be like this, 
but for now we have a great advantage. 
 
WM: How could the tide have shifted so 
dramatically--from an influx of entrepreneurs 
to an exodus?
VW: We have made it very difficult for 
skilled immigrants to get visas that 
allow them to become entrepreneurs, 
and they are seeing improving 
opportunities in their home countries. 

Previous generations of immigrants 
could readily get permanent-resident 
visas soon after they came to work in 
the United States. After a few years, 
they began to grow deep roots in their 
communities. They were all doing 
better than the friends and relatives 
they left behind, so it didn’t occur to 
them that they should return. Now, new 
immigrants expect to face long wait 
times for permanent-resident visas. 
They see their friends back home and 
those who returned doing quite well—
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collaboration, priorities and the external forces that affect their 
business. Why? Because today’s CEOs need to share power and 
delegate critical initiatives.

Kraft’s Rosenfeld told me that she resists jumping on a vital 
hire, no matter how intense the pressure to fill a spot. Finding 
the right person is that important. Leaders like Rosenfeld put a 
similar premium on cultivating relationships beyond the usual 
circles to innovate and to anticipate new opportunities and 
risks. You must be involved—informally and in partnerships—
with a wide network of smart people who may not even have a 
direct interest in your business.

Ruthless Focus
Serial CEO Jack Keenan, founder and CEO of Grand Cru 
Consulting Ltd., talks about having a “ruthless focus,” but he 
doesn’t mean single-mindedness. For Keenan, ruthless focus 
means doing the rigorous strategic work and setting the  
right priorities. You should be able to say, “These four or five 
things will achieve our aggressive growth strategies. We need 
to structure the business and align our resources to focus  
on these.”

That approach is a tremendous asset for today’s CEOs 
who must think globally and locally, and be sensitive to every 
facet of their business. They need to be alert to a tsunami of 

information and, at the same time, screen out distractions.

Ruthless Flexibility
When a leader’s first instinct is to resist change, beware. He 
won’t compete successfully for long and won’t be able to 
transform anything. Neither will he attract and keep the best 
talent or excite younger generations—both employees and 
consumers—who want to be heard.

Leaders who are genuinely flexible are more able to drive 
innovation and do what competitors can’t. They value 
adaptability and openness. Entrenched businesses often 
wait until they’re on the brink to admit how much has really 
changed (think RIM). Ruthless flexibility demands that you not 
get stuck in your own story.

Leaders set the tone for everyone around them. Innovative 
strategies, powerful cultures and aggressive results start 
with the leaders’ behavior—people need to see and hear their 
commitment to honesty, people, focus and flexibility. Leaders 
who succeed today embrace the new ruthless. 

Roslyn Courtney, WG’76, is CEO and president of LaserBeam 
Consulting. Previously, she held senior leadership positions at 
Citigroup, The New York Times Company, Primedia’s Consumer 
Media Group and Kraft General Foods. 
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This summer, I visited paradise and lived there for eight weeks. 
As someone who has always wanted to be an entrepreneur, I 

grew up hearing about, reading about, dreaming about Silicon 
Valley. A hopeless romantic, I felt that my journey would never 
be truly complete if it did not include a stop at Startup Mecca. 
True Ventures’ True Entrepreneur Corps (TEC) program gave 
me that opportunity this summer.

The first day of my internship began with an overview session 
in True Ventures’ o¨ce in the SoMa district, the epicenter for 
startups in San Francisco. As I walked over on a rainy Monday 
morning, I saw the logos of startups I admire above the doors 
of tiny o¨ces, on windows and plastered on one whole side of a 
building. Whenever I “checked 
in” on foursquare (yes, I am 
that person), I was greeted 
with tips from company 
founders I had previously 
only admired from a distance, 
recommending interesting 
things to do. This felt ... right.

Four days a week, I caught a morning CalTrain from San 
Francisco to Mountain View, home of Lexity, an app store for 
e-commerce and a True Ventures portfolio company. I spent 
the 70-minute commute reading about the latest developments 
in the startup ecosystem and preparing material relevant to 
the work that lay ahead that day. When I arrived, I sat two 
seats away from Lexity’s CEO. And I would feel woefully 
underprepared.

Silicon Valley startups have this habit of trusting interns to 
deliver. I realized this summer that companies like Lexity have 
no time for elaborate orientations, feeler projects or kid gloves. 
From day one, I was responsible for—not “providing bandwidth 
to” or “assisting with” but “in charge of”—projects directly 
impacting the bottom line. My work was seen by everyone who 
visited Lexity.com and played an important role in converting 
browsing prospects to paying customers. In some cases, a slip 
on my part could mean that no one would know that this piece 
of software, which a team of engineers had spent months on, 
existed at all. No pressure.

This is not to say I didn’t have help. I could talk to anyone at 
any level in any team just by walking over to his or her desk. 
Unfettered access to company documentation, authority to 
commit work with next to no red tape and the unsaid invitation 
to sit in any meeting meant that I always had everything I 
needed to get things done. I was working with the smartest 
people I ever met. My Lexity mentor was only two years older 
than me, yet it seemed as though she had been doing her job 
forever. Unfettered access to company documentation, the 

FROM THE QUAD
By Shiv Kapoor

authority to “commit” work with 
next to no red tape and the silent 
invitation to sit in any meeting 
that caught my fancy meant that 
I always had everything I needed 
to Get Things Done.

A few weeks in, I found my 
groove. The startup life is a 
sprinting marathon, a demanding 
mix of speed and accuracy for 
which the exhilaration is the 
reward. I knew that I would 
never be without food or 

companionship at the o¨ce regardless of day or 
time, and that helped me achieve my planned 
goals for the internship confidently.

This was just half the fun. On Thursdays, all 
12 TEC interns gathered at the True o¨ce in 
SoMa for presentations by portfolio company 
founders and CEOs. All of the speakers were 

very approachable, and I met several for one-on-one co�ees 
or dinners. This is a phenomenon I believe to be unique to the 
entrepreneurial community. I was treated with great respect 
despite the vast gap in experience and achievement, and I 
received guidance that will serve me well for years to come.

The rest of the summer was equally thrilling—exploring San 
Francisco, bumping into my role models, driving with fellow 
TEC interns to Lake Tahoe for the weekend, working on my 
own venture late at night. No better “Startup 101” course exists 
on the planet.

Wharton played a big part in getting me to my paradise. In 
August 2009, I left New Delhi for Philadelphia with the hope 
of learning how to start a successful company. Since then, 
Wharton Entrepreneurship has provided me with countless 
platforms for exploration and development. The Wharton 
Venture Initiation Program was a big talking point in my 
interview, and the Wharton Entrepreneurial Intern Fellowship 
made my desire to continue down my chosen path at a startup 
a practical one. Onwards and upwards!  

Shiv Kapoor is a senior concentrating in entrepreneurship & 
innovation, marketing and retailing. He is the co-founder of 
ThisYaThat.com, which has been backed by the Wharton Venture 
Initiation Program, the Wharton Innovation Fund and the Weiss 
Tech House Innovation Fund, and has won the Sol. C. Snider 
Award. He is a board member of the Wharton Undergraduate 
Entrepreneurship Club. He grew up in New Delhi, India, and 
enjoys traveling the world.

I could talk to anyone at 
any level in any team just 
by walking over to his or 
her desk. ‘‘
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I was impressed on my first visit to 
Perspectives Charter School (PCS) when 
several middle school students walked up, 
stuck out their hands and o�ered to show 
me around. It was 2001 when a friend 
described his participation on the board 
of one of the first five charter schools in 
Illinois. I was immediately attracted to 
the challenge of applying my strategic 
planning expertise to education, so I 
joined him at PCS.

There are many heart-warming stories 
about kids’ lives being changed, hopes 
and aspirations being born, and heroic 
teachers picking up kids who haven’t 
figured out how to succeed and duct-
taping them back on the track. But, I’ll 
try to be selective. 

In an early board meeting, we were 
discussing potential strategies around 
$5 million in TIF funds raised to build a 
state-of-the-art school building to replace 
the rusting steel hulk on the corner of 
19th, State and Archer on Chicago’s 
South Side. Our student population was 
expected to increase from 150 to 356, 
and the founding board chairman Rod 
Joslin asked, “What next?” Soon-to-be 
Chairman Larry Ashkin and I answered 
that instead of making our kids the 
luckiest handful of public-school students 
in Chicago, maybe we should set our 
sights higher—as in changing the way 
public education is delivered.

GUEST COMMENTARY
By joel stender

Replicating Hope

That set o� a long and emotional 
debate. Several board members assured 
us we were crazy to consider such an 
impossible notion. They were satisfied 
with our small pocket of success and 
absolutely didn’t want to jeopardize 
what had been achieved. I raised 
my hand and emphasized that many 
more kids would have a chance for an 
improved education and opportunity to 
achieve hopes and dreams if we began 
opening additional schools. Those 
kids would graduate from our schools 
and some would return from college 
desiring to serve their community 
and become PCS teachers. I admitted 
I couldn’t project all the challenges 
we’d face, but whatever arose, I 
committed that through our combined 
creativity and energy, we’d identify and 
execute solutions and deliver a quality 
educational product—and our kids and 
our city would benefit.

The chairman called for a vote on 
the motion to replicate. The narrow 
victory we won that day, a little over 
10 years ago, opened the door. We 
leveraged our collective education, 
resources, experience and talent and 
the support of generous philanthropists 
across Chicago and the U.S. Today, 

Perspectives Charter Schools is 2,300 
kids and multiple campuses strong.  
Children that entered as sixth graders 
and who never previously heard of 
college are beginning to return as 
teacher applicants with undergraduate 
and graduate degrees.

It’s an amazing development 
considering the school’s start.  
Perspectives was formed in 1993, by two 
young Chicago public school teachers 
who were unhappy with the progress 
of their economically disadvantaged 
students. They gained their principal’s 
permission to commence a school 
within a school in the building’s 
basement. Their 35 kids so dramatically 
outperformed the kids in the traditional 
track that the highest o¨cials in the 
school district began to take notice. 
In 1997, they succeeded in applying 
to become one of the first five charter 
schools in Illinois.

Perspectives’ recipe for success 
is baked into 26 principles and a 
curriculum called “A Disciplined 
Life.” These form the foundation of 
the school’s culture and help prepare 
students for success in college, the 
workplace and life. They teach kids to be 
ladies and gentlemen, and they promote 

 ey teach kids to be ladies and 
gentlemen and to respect one another. ‘‘
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Sustainable

Food
AGRICULTURE IS a NOBLE PROFESSION, PaRTICULaRLY  

WHEN YOU’RE GETTING YOUR HaNDS DIRTY TO TaCKLE SOME OF THE 
WORLD’S MOST PRESSING PROBLEMS. BY SARAH RICH
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the more important aspect was biochar’s 
potential to sequester carbon dioxide. 

Biochar is made by burning agricultural 
waste products in an oxygen-deprived 
environment until it becomes porous, 
black, pure charcoal. In a farm field or 
garden, Sams explains, the tiny pores act 
like caves for fungi and bacteria that are 
critical to plant health. Also called terra 
preta or black earth, biochar is regarded as 
a miracle substance, promising to improve 
soil fertility, mitigate climate change and 
generate more abundant yields for farmers. 
According to Sams, research trials have 
also demonstrated that biochar reduces 
the need for fertilizer and irrigation, which 
could in turn reduce the cost of farming—a 
particular benefit for developing regions. 

Ever at the leading edge, Sams felt 
enough research had been done to warrant 
real-world market testing, and Carbon 
Gold is retailing biochar under the name 
Grochar.

“We have the two-edged sword of first-
mover advantage,” he remarks. “We’re 
getting a brand out there and are ahead on 
commercial trials, but we’re also making all 
the mistakes first. People sit back, watch 
me screw up then dive in once the market 
is ready.” 

If his track record with Green & Blacks is 
any indication, however, Carbon Gold and 
biochar could have a thriving future ahead. 

Yet the business of improving soil is not 
an easy one. In addition to conducting 
extensive, ongoing scientific research, 
companies that enter this arena have the 
secondary hurdle of convincing farmers 
that their product is an advantageous 
supplement—or even alternative—to 
fertilizers they’ve depended on for years. 

Serial entrepreneur Louis H. Elwell 
III, W’84, knows this challenge well. 
After working in the energy and waste 
management sectors for more than 
two decades, Elwell launched a new 
company called Bio Soil Enhancers, 
which manufactures products containing 
Sumagrow and applies much of his R&D 
from previous endeavors to the task of 
growing food. 

The core of Elwell’s bio remediation 
operation had been the cultivation of 
microbes that eat discarded grease from 
restaurant kitchens (and even sewage). 

That operation was hampered when 
Hurricane Katrina blew the roof o¤ of 
their Biloxi, MS, headquarters in 2005. 
Upon recovery from the storm, he and 
his partner decided that agricultural 
microbes were the company’s future. 

Like biochar, Sumagrow’s list of 
potential benefits to farmers seems 
almost too good to be true. And yet they 
simply describe a healthy, natural plant 
environment. Unfortunately, long-term 
use of fertilizers has in many cases 
compromised environments, diminishing 
nutrients and causing groundwater 
contamination and soil erosion. 

“Nobody fertilizes the Brazilian 
rainforest, but it’s pretty darn lush,” 
Elwell says. “We’re going back to the 
way Mother Nature designed the system 
to work, so that microbes can extract 
nitrogen from the air and make nutrients 
in the soil available to plants.” 

Of course, to create a unique selling 
proposition, Sumagrow had to improve 
on nature just a touch by optimizing 
naturally occurring microbes into an 
especially e¤ective formulation. Elwell 
has third-party studies documenting that 
Sumagrow increases crop yields by 10 
to 20+ percent, cuts down fertilizer use 
by a minimum of 50 percent, reduces 
pest problems, lowers water demands 
and decreases harmful nitrate run o¤ 
by approximately 70 percent. According 
to a Popular Science article, the product 
can “simultaneously reduce the need 
for phosphorus and nitrogen fertilizers, 
protect plants against pathogens and 
boost yields in virtually every type of 
crop.” In field experiments, “tomato 
plants fed with [these] microbes 
produced nearly 90 percent more fruit.” 

These tremendous productivity boosts 
are particularly noteworthy in the face 
of global food insecurity and population 
growth. Aiming to counter any 
skepticism, Elwell has sent Sumagrow to 
37 countries to let farmers see the e¤ects 
with their own eyes. 

He seems unconcerned that he may 
be playing David to many agribusiness 
Goliaths. 

“We really believe the product is 
going to change how and how much the 
world grows,” he says, “The farmer wins 

because they make more money; the 
consumer wins because they get better 
tasting, more nutritious produce at a 
lower cost; the environment wins. The 
only people that lose are the fertilizer 
companies.” 

eter White, WG’75, has 
been working on emerging 
market agribusiness 
investment and policy for 
many years.

White first developed 
an interest in global farming issues 
while working with the Peace Corps 
in Chad and Cameroon in West Africa. 
He later attended Wharton to acquire 
management and technical skills to 
apply to private-sector agribusiness 
development. He worked for Citibank 
and then the World Bank’s International 
Finance Corporation (IFC) until he hit 
the IFC’s mandatory retirement age. The 
urgency of global food issues continues 
to drive him, so he now works as a 
consultant for the World Bank Group, 
USAID, and the Bill & Melinda Gates 
Foundation, among others.

“I’m concerned with how we can boost 
production and delivery of agricultural 
products to serve the needs of an 
expanding population,” says White. 
“In order to feed the ultimate market, 
we look at agriculture on a value chain 
basis, starting at the availability of 
land ... to the procurement of inputs 
… production, and right through to 
processing, distribution and retailing.”

One of White’s preoccupations is 
improving nutritional output per a given 
piece of farm or pasture land. With 
available production area declining, he 
says, the mix of crop must be decided 
not only on potential volume, but also 
on their well-balanced nutritional value..

“Within that equation, one must 
address the markets and what 
consumers are looking for. ... Then you 
have to factor in water, soil, climate 
change and infrastructure conditions, so 
it becomes this very complex equation 
of trying to extract as much output 
as the farmer can out of the limited 
resources available—and at the same 

P
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“My father said I went to 
school on a cucumber-

seed scholarship.”
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Ben Carter, WG’83
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The real wine life is better depicted by a meeting at a 
wholesaler off an alleyway of New Rochelle, NY, where José 
Manuel Ortega Gil-Fournier, W’89, C’89, stands before a 
roomful of salespeople and sells his dream like a defendant 
pleading his case. It is a warehouse stacked with thousands 
of his competitors’ cases, and he knows there doesn’t have 
to be room for his. It is sweating on a wooden bench in a 
three-track train station waiting for a reporter, on a morning 
after he barely slept because of jet lag and that dinner 
(the second of the night) he had with another reporter 
in Manhattan. It is hoping he will catch the flight that 
afternoon back to Argentina so he will not miss his one-time 
meeting with Neil Martin, the oenophile tapped by Robert 
Parker to succeed him as Wine God of the New World, 
followed by another meeting with a possible investor. 

All the while, Ortega labors to ensure the sun rises the 
next morning on his vines, but he is never sure.

Ortega, a Spaniard with grace despite his convoluted 
itinerary, is stoic when he talks about the wine life. He has 
traveled to 75 countries for his O. Fournier wine group and 
spends 280 days per year on the road. He works dawn to 
dusk seven days a week to survive in this economy.

Did he not leave the world of finance 
and heart attack risk for a wine lifestyle?

Yes, but being a vintner is tough work.
“This lifestyle that I decided to take 

on has incorporated incredible sacrifices 
and bad moments,” Ortega says. “It has not been easy for us. 
It’s not sort of like an Alice in Wonderland.”

Anthony Hamilton-Russell, WG’90, a former banker at 
Morgan Stanley and consultant at Bain, knows the pressures 
of the corporate environment, but his current occupation has 
roughed him up too.

“It’s a deeper, slower form of stress,” he says. “We live on 
the factory floor ... it’s kind of with you all the time.”

Hamilton-Russell apparently felt the stress as soon as he 
joined Hamilton Russell Vineyards in 1991. After what he 
terms a “premature midlife crisis” at 29, he left London to 
return to his country of birth, South Africa, to help his father, 
who had owned the winery as a passion and hobby since 1975.

“It traditionally washed its own face—just,” Hamilton-
Russell says, who wanted to turn it into a real business, a 
fulfilling career and a way to pay his family’s bills.

“I took a major, major cut and lifestyle redesign,” he says.

José Manuel Ortega 

Gil-Fournier, W’89, 

C’89, and product in a 

wholesaler’s warehouse.
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Knighton produced his first 
crop in 2006, which he sold to the 
reputable Ramey Cellars. In 2007,  
another premium winery, Vineyard 
29, offered a more expansive deal. 
Knighton’s MBA came out again, 
and he negotiated instead to sell his 
grapes under certain conditions, 
including that they produce two proprietary barrels of wine for 
Knighton in 2007. His decision was to grow slow, mitigate the 
risk and own it all. The first vintage of the wine turned out so 
good that Knighton decided to start his own private label.

“We held our breath and sent it to Robert Parker at Wine 
Advocate,” he says.

Blending Strengths
Ortega came to winemaking after a means-to-an-end career in 
banking and private equity at Banco Santander and Goldman 
Sachs. He spent years of studying and investing in bottles, 
until he deduced he could do the business better. In December 
1999, he brought his sister and brother-in-law and two 
technical experts to Argentina to investigate properties. He 
found one in the Uco Valley outside Mendoza. In May 2000, 
he bought it and placed his sister and her husband in charge. 
In 2001, his father joined as an investor. He has since opened 
operations in Spain and Chile. 

As the O. Fournier wine group’s history unfolds, you see 
Ortega’s business genius emerge. From the start, he knew that 
he was not very good at day-to-day management. 

“I’m actually very lousy. It’s a bit boring for me,” he 
says. And though he is learning, he knows enough about 
winemaking to know to stay out of it.

“That’s why I have winemakers. They do their thing, I 
do mine, I focus on selling the wines, promoting the wines, 
creating new projects,” Ortega explains.

He is the strategist. His business intelligence can be 
distilled into a few crucial maneuvers early on in O. Fournier’s 
development: to split his production across three countries 
to both hedge against the risk of a bad vintage in one region 
as well as against exchange rates, to plant the right grapes 
for those regions, and to grow the business to a “critical The 2012 Wine Club: The future of 

Wharton’s wine entrepreneurs?

ON THE WEB

Anthony Hamilton-Russell, 

WG’90, and wife Olive; the 

Hamilton Russell Vineyards’ 

pinot noir maturation cellar; 

and its cellar and tasting 

room (left to right). 
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Remember that first vintage that Knighton sent to Wine 
Advocate? Parker scored it 90+, and the 2010 barrel sampling 
received a 93+, reports Knighton, whose distribution list for 
his 200 cases of cab is well oversubscribed.

Hamilton-Russell’s wines have earned nearly every 
distinction possible for a South African vineyard—including 
best South African white for chardonnay and best pinot in 
the world at an international competition—while the firm has 
seen 20 times increase in revenues and “a hell of a lot more in 
profit” from a vineyard that looks the part of heaven on earth.

“Wine production needs to be thought of less as a sensible 
business and more as an aesthetic pursuit. With successful 
hard work, it becomes a self-financing lifestyle. And the beauty 
of this lifestyle is what encourages numerous new entrants 
each year,” he says. “It is an extraordinarily stimulating life, 
with fascinating problems across a full range of disciplines. 
You live close to nature, travel to beautiful places, eat in the 
best restaurants, drink the best wines and meet very large 
numbers of interesting people from all over the world. In over 
21 years, I don’t think I have ever been bored by my work.”

With its $8 million in sales, Ortega’s company has also 
garnered its share of recognition, like 94 Parker ratings for its 
O. Fournier Syrah 2002, O. Fournier Ribera de Duero 2005 
and O. Fournier Maule 2008. The architecture of his winery in 
Mendoza, at the foot of the Andes, has even earned distinction.

“When I won best Argentinian wine trophy at the largest 
wine conference in the world, I started crying like a baby, 
but it’s sort of the realization of all the hard work, all the 
investment, all the effort, all the planning,” Ortega says.

Perhaps the wine life is not so bad after all. 

And Knighton? The vineyard is but one of his businesses. 
His ability and inclination to buy his Napa property came 
about because of a successful business transaction in 
biotechnology in the late ’90s that sent him into “semi-
retirement.” Within a year of starting the vineyard in 2004, 
after becoming bored, he launched a biotech firm called 
AvidBiotics.

Let’s be honest. All three men also expressed a drive toward 
pre-eminence that you would expect from Wharton graduates 
no matter their profession.

Ego Dividend
For all their ambition, grit and heavy lifting, the success of 
these three Wharton winemakers has not been guaranteed 
because of another confounding risk in winemaking that we 
have yet to mention: the idiot factor. Vintners the world over 
will roll their eyes and repeat the clichéd joke about the best 
way to make a small fortune in the business. Start with a large 
fortune. But there are too many people in the business all too 
happy to make this a truism. Ortega describes them as those 
who seek an “ego dividend” on their wineries.

“A large percentage of your competitors if you’re on the 
top end of the market aren’t in it to make money,” Hamilton-
Russell says of people using vast wealth accumulated 
elsewhere and applied to wine production as a “vanity project.”

They contribute to the vast and growing number of wineries 
out there.

“It doesn’t matter if its recession or not. They just keep 
opening up,” the South African says.

Despite the competition, all three Wharton winemakers have 
distinguished themselves in the market. 

Bottle Notes

Find wine recommendations 
from the alumni experts at Web 

Exclusives on our site.

ON THE WEB

2007 O. FoURNIER 

SPIGA RIBERA DEL 

DUERo

“Vivid ruby. An 

exotic, perfumed 

bouquet evokes 

strawberry, 

raspberry, Asian 

spice and minerals.”

—Josh Raynolds, 

Stephen Tanzer’s 

International Wine 

Cellar

2009 URBAN 

UCo MALBEC 

“A mix of berry 

notes mingle 

through the 

licorice-tinged 

finish.”

—James 

Molesworth, 

Wine Spectator

HAmILToN RUssELL 

VINEYARDs PINoT 

NoIR 2010 

The pinot noir is 

not overtly fruity, 

soft and “sweet,” and 

it generally shows 

hints of that alluring 

savory “primal” 

character along 

with a dark, spicy, 

complex primary 

fruit perfume.

KNIGhToN FAmILY 

VINEYARDs 2008 

CABERNET SAUvIGNoN 

REsERvE

“Freshly cut flowers, 

mint, licorice, plums 

and cassis are some 

of the nuances that 

flow in this large-

scaled wine.”

—The Wine 

Advocate
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� e road you choose
makes all the diff erence.

Inform your wealth management choices with this program that has 
helped investors and families with substantial assets since 1999:

Private Wealth Management
April 28–May 3, 2013  ·  Philadelphia, PA

Wealth management for families with substantial assets is about manager 
selection, investment decisions, and protecting your wealth. � e choices you 
make today will decide your family’s � nancial future. Choose wisely.

To apply or learn more, please visit our website: 

execed.wharton.upenn.edu

For more information, contact us at +1.215.898.1776 (worldwide) or e-mail execed@wharton.upenn.edu.





62 | WHARTON MAGAZINE | FALL 2012

What does it take to thrive in 
two organizations as disparate as 
Wharton and the Peace Corps?

O
n a painfully sunny September morning, 
Jeremiah Marble, WG’11, G’11, emerged from 
the subway. His day was starting later than 
usual. He was teamed with other consultants 
as bright and young as that day itself, working 
on a project for Morgan Stanley—on the 62nd 

floor of the World Trade Center’s Tower Two.
The bright, sunny day would reveal itself to be the most 

horrific Tuesday in modern American history within moments 
of his foot hitting the sidewalk.

“I saw the second plane hit Tower Two, and then a terrible 
array of things began falling all around me,” recalls Marble. 
“I couldn’t watch any longer. I started walking up Broadway, 
away from the buildings. The world had gone crazy. People 

were screaming and crying everywhere.”
As he joined the tortured throng escaping lower Manhattan 

on that fateful day, he struggled to “understand how someone 
could hate America enough” to do what the hijackers had so 
brazenly done.

“If I don’t understand this,” he remembers thinking, “what 
else don’t I understand?”

The Corps  Connection
Tara Grillos, W’05, C’05
HONDURAS

Jared Susco, W’01
PARAGUAY

Jeremiah Marble, WG’11, G’11
DOMINICAN REPUBLIC

social impact
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The Corps  Connection

Marble’s long journey did not end when he finally made 
it uptown to a friend’s apartment that evening. A turbulent 
period followed for him before he fulfilled a promise made by 
his younger self and submitted to the Peace Corps’ notoriously 
long application process.

As the day broke on Sept. 11, 2004, Marble found himself on 
another island—this time in the arid desert of the Dominican 
Republic. He was elbow-deep in the chassis of an old, 
malfunctioning computer, sweating through a Peace Corps 
T-shirt and struggling to set up a computer lab at the high 
school of a fishing town named Villa Fundación de Baní.

Today, Marble is still elbow-deep, but in business 

intelligence, analyzing the smartphone market for Microsoft, 
after graduating from Wharton’s Lauder program.

He is one of a number of alumni who sought out, and thrived 
in, the two seemingly separate worlds of Wharton and the 
Peace Corps.

Every so often, they both enroll that rarest of breeds who 
not only seek out, but also thrive in, both worlds.

The “Tricks”
The school and community telecenter in Marble’s village 
began “as 20 broken-down computers donated by a previous 

Jeremiah Marble, WG’11, G’11
DOMINICAN REPUBLIC

Hans Battle, 
WG’08, G’08
Kyrgyzstan

Lisa Barlow Abelanet, WG’86
senegal

By Michael J. O’Brien
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The 
Flight 
Paths
Not 
Taken

By Lee Gomes

Some might call 
his career changes 
turbulence. But for 
Doug Given, WG’93, 
his trajectory has been 
the fortuitous result of 
charisma and business 
and medical acumen.

To be a 30-something whiz kid at a Fortune 500 
company, commuting to work on a private Sikorsky helicopter, 
being on a first-name basis with the CEOs in your industry 
and flying on a career trajectory aimed straight for your own 
C-suite, is the sort of job people dream about when they sign up 
for a business school like Wharton.

Unless you’re Doug Given, WG’93, in which case, you had 
that job before enrolling and, thanks to Wharton, you ended up 
getting fired from it. But—and thanks again to Wharton—you 
didn’t mind one single bit.

At 60, Given has made about as many mid-flight career 
corrections as is possible for someone who largely stayed 
inside a single industry. In Given’s case, it’s the world of 
pharmaceuticals and biotechnology. 

As he told the incoming class of Executive MBA students at 
Wharton | San Francisco during an address at their welcome 
reception, Wharton made possible all the most important 
chapters of his life story.

For Given, the School instilled a sense of confidence that 
allowed him to trade secure situations for risky ones. 

“The School helped push me out of the nest. I like to say that 
because of Wharton, I was able to fly without a net,” he says.

“It was the most exciting educational experience of my 
lifetime.”

Which in Given’s case is saying a great deal, as he has spent 
a lot of time in classrooms. Given also earned an M.D. (and 
board certification as an internist) and a Ph.D. in 1980 from the 
University of Chicago.

Growing up in Michigan City, IN, a small town on Lake 
Michigan during the 1950s and 1960s, Given idolized the 
University of Chicago. His father was a grocer who, already 
married and with three children, decided he wanted instead to be 
a doctor. His dad spent his early career as a member of the last 
generation of old-style solo practitioners, making house calls, 
delivering babies and even doing the occasional general surgery.

wharton leader
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Given was the oldest of three children and stayed true to 
his regional roots. He attended Wabash College in central 
Indiana, which remains one of the country’s few all-male 
liberal arts colleges. Along with his brother, he followed his 
father into medicine. But he also took his father’s advice 
about the need for doctors to di¢erentiate themselves because 
of the growing specialization of the field—hence, his Ph.D. in 
virology and his examination of the relationship between the 
herpes family of viruses and human cancers.

After Chicago came the elite world of medical research at 
Harvard and Massachusetts General Hospital in the early 
1980s. Even as a front-line academic researcher, Given 
indulged what would become a lifelong tendency to mix 
business with science and medicine.

Glenn L. Cooper, a contemporary of Given’s at Mass 

General who has remained a lifelong friend and was an 
associate in several of Given’s later business ventures, 
recalls that Given would act as much a banker as a  
harried post-doc.

“Instead of sitting around in the cafeteria waiting for our 
beepers to go o¢, like all the other guys, we’d be sitting 
with our pagers at the bar at Locke-Ober’s, eating lobster 
bisque,” Cooper says about the famous restaurant in 
Boston’s business district. “Doug saw a path where science 
and business interacted seamlessly. This was before the 
biotechnology explosion, and at the time in academia, 
working with industry was like dancing with the devil.”

A few years after arriving in Cambridge, Given followed 
some colleagues out the door and migrated to the lab 
bench at Eli Lilly and Co., attracted by the resources 
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available at the pharmaceutical company. 
Given switched companies a few times, each 
time moving further from the lab. 

“I found myself reading the Wall Street 
Journal more often than the New England 
Journal,” he says. 

By the time he was 36, he was head of 
U.S. regulatory a¢airs for Schering-Plough. 
He also chaired the Regulatory A¢airs 
Committee, the pharmaceutical industry’s 
main policymaking committee, serving with 
colleagues at other companies who were his 
institutional equals but 20 years older. This 
is where the private helicopters come in. Given lived in New 
Jersey but commuted weekly to Washington. 

Given’s bosses at Schering-Plough knew he was destined 
for greater things at the company and urged him to round 
out his business skills.

Enter Wharton. Given said he spent his elective time 
at the School learning everything he could about finance. 
The members of his study group were all from the world of 
Wall Street, rather than health care management. Having 
glimpsed the world of risk-taking and entrepreneurialism, 
Given was unenthusiastic about resuming a career in 
regulatory a¢airs and slowly punching his ticket to the top. 
In the course of wide-ranging discussions about his career 
back at Schering-Plough, management saw it harder to meet 
his upward mobility needs and their organizational needs 
and asked him to leave.

That was the most dramatic chapter in Given’s life story, 
but he was nonplussed. 

“I was perfectly comfortable because of the skills I had 
picked up at Wharton,” he says. “I had confidence in my 
ability to understand how business works and how to be 
successful in a business enterprise.”

Life became the turbulent ride that is the modern 
biotechnology industry. Given became CEO of a biotech 
startup, which between 1993 and 1997 grew, went public 
and eventually reached an $85 million valuation. But its 
stock plummeted back to nearly nothing when its product—
engineered replacement blood cells—failed to perform as 
expected, a common risk. Given rode the stock all the way 
down, not only because of insider trading rules, but “also 
because of the Eagle Scout in me,” he says.

He took a leave from the industry, spending time as 
an angel investor with a group that included the early 
management team of Genentech. In 2000, he ended up at 
Bay City Capital, a Bay Area venture capital partnership 
that specializes in the very same life sciences that he has 
dedicated his life to.

One of his current portfolio companies, Vivaldi 
Biosciences, is representative of his interests. Before 
founding it, Given called up an old college mentor, Elliott 
Kieff, C’63, then co-director at Harvard’s Channing Lab, and 

asked what Kie¢ thought was the potential medical 
project that could have the biggest impact.

Kie¢’s response: a more e¢ective influenza 
vaccine. That led Given to the Mount Sinai 
School of Medicine researchers who in 2005 had 
determined the genetic structure of the virus 
responsible for the 1918 flu pandemic. The team 
is now using this knowledge to work on a vaccine 
that the company believes will be twice as e¢ective 
as current alternatives for the elderly, for whom 
seasonal flu can be deadly.

Given has other companies too, all of which 
benefit from what Cooper describes as a 

“charismatic twinkle” in his eye. 
“He gets people to follow him and assemble around him as 

he needs them. It’s like the scene in The Lion King in which 
the animals all hear the horn and assemble,” Cooper explains.

He is magnanimous in his pursuit of a value-driven life too. 
Given’s philanthropic interests are extensive and attracting 
because of their social impact. He focuses on global public 
health, hospitals, university-based innovation, higher 
education and student mentorship.

For his next pursuit, Given might be well-advised to 
consider looking for the keys to longevity in his own Scottish 
genetic material. His parents are in their 80s, but both have 
the several-times-a-week golfing habits of 40-somethings. 
Given himself is an inveterate skier, frequenting the resorts 
around Lake Tahoe but venturing once a year to Austria and 
the Italian Dolomites with a group of pals acquired over the 
years in the global biotech industry. 

Franz Weber, the six-time speed-skiing champion and 
former world record-holder, is a member of Given’s snow 
pack. He notes, just as Cooper does, Given’s ability at 
connecting people. But once everyone is assembled, Given 
doesn’t insist on hogging the spotlight. 

“He is more of a listener and is very observant,” Weber says. 
“And he is always curious about new things. For example, 
Doug is already an instruction-class skier. But he is always 
looking to learn more.”

Besides curiosity, Given is also aªicted with the aviation 
bug that is common with a certain breed of successful people. 
He has an Airline Transport Pilot license, which means he 
has the requisite training to fly citation jets, though most of 
the time he can be found in the more modest, twin turboprop 
King Air E90. 

Given lives with his wife and fellow skier Kim. The couple 
has two daughters. Katie, 25, is on track to graduate from the 
University of Chicago, with, yes, both an M.D. and Ph.D. Her 
sister Annie, 23, is already thinking about an MBA after her 
first year on Wall Street and having joined a California-based 
startup. 

“She’s wondering how to be the best she can be, make an 
important social impact and find what she really wants to do 
next,” says Given. “Like her dad before her.” 

“I had 
confidence in 
my ability to 
understand 
how business 
works and how 
to be successful 
in a business 
enterprise.”
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Putting it to the Test
Wharton students test and build on this academic foundation 
in a variety of environments—from nonprofit boardrooms 
to Red Rocks Desert and Mt. Kilimanjaro—through the 
Wharton Leadership Program’s experiential learning and co-
curricular o¢erings.

More than 600 graduate students and nearly 900 
undergraduate students participate in the Wharton 
Leadership Ventures annually. These programs require 
students to work as a team as they summit peaks, cross 
oceans or hike the Appalachian Trail. From the U.S. Putting 
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in Ecuador again, but they will be on a new team again. 
They will have to learn new skills, and they will be in new 
environments,” says Klein. “They can learn a lot about what 
they need to be successful, how they can contribute and what a 
team needs to be successful.”

Ashini Desai, WG’09, a leadership fellow who went on a trek 
to Antarctica, agrees: “Going into it, I didn’t fully appreciate the 
situation that they were putting us in, and how that was going 
to relate to leadership.”

“In eight days, we learned some really valuable lessons, 
[including] making sure everyone buys into the agenda and 
recognizing that one person driving his or her own agenda 
makes the whole team su¢er. It was incredibly eye-opening,” 
Desai explains.

The Wharton Leadership Program o¢ers more than outdoor 
adventures. Students can take advantage of numerous 
workshops with unique twists, from group creativity with the 
Pig Iron Theatre Company to meditation to Aikido. These 
unusual workshops put students in new environments and test 
their leadership. 

And the variety of workshops is only enhanced by Penn’s vast 
network. Seychelle Hicks, W’08, participated in a workshop 
at Penn’s trauma center and watched how doctors and nurses 
respond to critical patients.

“To see leadership in a whole di¢erent … way, and to  
see that what we learn every day at Wharton is applicable  
in almost any and every industry, was really amazing,”  
Hicks says.

As its students learn to lead through these three di¢erent and 
complementary methods, the School has taken a prominent 
role among institutions with leadership programs.

According to Useem, who has fielded requests by multiple 
corporations and nonprofits about creating leadership 
programs at their organizations, Wharton is on the cutting edge 
of leadership learning.

“We’ve distinctly provided [leadership opportunities] in a 
way that most other business schools have not,” he says. “I 
think that most of them will in the decade ahead, so the School 
has been a bit ahead of the curve.” 
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venture capital, as well as the faculty—“some of the most sought-
after professors,” he said. The Lebanese native had already 
“crossed two continents” to attend classes in Philadelphia, so 
moving across the country did not cause much angst.

Perhaps Ariel Quiñones was feeling a little trepidation when he 
called the pilot program “a risky proposition.” He was leaving an 
internship at a top VC-backed startup in São Paulo, Brazil, for the 
San Francisco classes. The major in entrepreneurial management 
and finance was missing out on a semester in Philadelphia and 
being part of “something that hasn’t been tested before.” 

The potential advantages, however, outweighed the possible 
disadvantages for him. Originally from Puerto Rico, Quiñones 
agrees with El Baba that one main reason he chose to participate 
was the faculty. The other reason: “the ability to be part of a 
cohort of peers that are really passionate about technology and 
startups and are really like-minded in their objectives.”

Jan Wittmaack saw nothing but benefit in being with students 
who have similar interests in technology and entrepreneurship. 
Networking with like-minded colleagues—and with the many other 
professionals they will meet during the fall semester—may lead to 
beginning work on a startup. 

“It’s a great incubator to start your own business when you think 
about it,” said Wittmaack, a finance major. (Continue to follow our 
Semester in San Francisco students live on our website.)

You would expect students to be optimistic and eager. Their 
voices, after all, encouraged the School to launch the pilot in the 
first place. In a poll, two-thirds of respondents from the Class 
of 2012 said they would have applied to such a program if it had 

B
EFORE THIs FALL, Wharton | San 
Francisco was home to just one of 
Wharton’s two MBA programs: the 
MBA Program for Executives. That 
changed in September when 55 
second-year students from the full-
time MBA program ventured from 
Philadelphia to participate in a first-
ever pilot program.

It’s easiest to gauge the significance of the increased 
integration between the two Wharton campuses by hearing it 
in the enthusiasm and anticipation of the students’ voices (all 
of whom were interviewed in August before classes began).

“I am just really excited about the opportunity. I think it’s 
really great that Wharton is doing this,” said Jennifer Royer, 
C’07, W’07, an entrepreneurial management major who is 
on track to complete her MBA in 2013. “San Francisco is so 
highly regarded. It’s such an epicenter of ... entrepreneurship, 
technology, venture capital. A lot of great ideas start here, are 
funded here, take o¢ here.”

Like roughly half of her peers, Royer moved early to the  
Bay Area for a summer internship before the coursework.  
She held a marketing role at Goodreads, a social network for 
book lovers.

Ziad El Baba delved into analytics and new products during 
his internship at PayPal in San Jose, CA.

What really drew him was Wharton | San Francisco’s 
curriculum emphasis on entrepreneurship, technology and 
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been available, recalled Karl Ulrich, vice dean of 
innovation and CIBC Professor of Entrepreneurship 
and eCommerce, who is credited as being the 
architect of the project.

“They were so enthusiastic that we said, ‘This 
idea has legs. Let’s go ahead and submit it to get 
approval for a two-year pilot,’” he said. “We put a 
team together, and we just kind of plowed through 
the issues.”

They sold the idea to the faculty and 
administration, but no arm twisting was needed as 
the reaction was nearly uniformly positive, Ulrich 
said. “It serves the needs of the students who have a strong 
interest in the Bay Area.”

As many as 40 sta¢ members collaborated to review issues 
from computer access to academic advising. 

The School wanted to make sure it “delivered the same level 
of services to the students in San Francisco that they would 
get here in Philadelphia,” explained Don Huesman, managing 
director of the Innovation Group at Wharton.

They worked to make sure that it would be easy for students 
in the Bay Area to 
communicate with 
service providers in 
Philadelphia and that 
financial aid would 
be increased, when 
necessary, because 
the cost of living is 
significantly higher in San Francisco. Planning also involved 
putting together the slate of classes, faculty, speakers and events 
for students, and ensuring opportunities for field application 
projects or independent study, Huesman said.

“I am shocked at the number of things that had to be thought 
about to pull this o¢,” he added.

The two biggest challenges were housing and career 
management. For housing, “we encouraged the students to 
take that on themselves as a problem to solve, and they have,” 
Huesman said. For career management, the goal was to ensure 
the same quality support that they would receive in Philadelphia. 
While in the Bay Area, students will be able to meet with 
tech companies, startups, venture capital firms and other top 
employers, either on campus or at the company’s location, 
according to Samuel Jones, director of strategic initiatives, 
MBA Career Management. In addition, Jones’ o¨ce made sure 
that companies recruiting in Philadelphia will also visit the San 
Francisco campus or communicate with students via video chat.

“Actually, overall, they are positioning themselves well if they 
want to work on the West Coast because of the direct contact 
they will have,” Jones said of the pilot participants. “They have 
more time to build a network there.”

One thing that nobody had to worry about was the campus 
itself, which was recently relocated to a 35,000-square-foot space 
on the top floor of the old Hills Bros. co¢ee building on the 
Embarcadero. The campus features a large amphitheater, two 
small amphitheater classrooms, 17 study rooms, faculty space 
and a dining room.

The stunning new facility is not the only thing that sets 
its campus apart from Philadelphia, said Doug Collom, vice 
dean of Wharton | San Francisco. It also di¢ers “in terms of 

state of mind.” Wharton | San 
Francisco is at the “epicenter” 
of entrepreneurship, being close 
to Silicon Valley and SoMa—the 
south of Market area home to 
the financial district and many 
startups and tech companies, 
he said. 

“There are significant di¢erences between San Francisco and 
Philadelphia on many levels,” Collom said. “We are definitely 
starting to move the needle to invest the Wharton | San Francisco 
campus with its own identity.”

As distinctive as the San Francisco experience surely will be 
for the MBA students, the pilot could also serve as a testing 
ground for other distance-learning opportunities. 

“We viewed this as a way to explore this idea and test its 
advantages,” Ulrich said, mentioning Beijing and London as two 
prospective locations.

“Wharton is a global brand. It’s a global school,” Huesman 
said. “Over a third of our MBA students are non-U.S. natives. 
We have over 100 members of our faculty—looking at both 
standing and non-standing members—who are non-U.S. natives. 
Everybody’s business is global, so how do we address that if 
everyone is in Philadelphia? And one model for doing that is 
what we are doing in San Francisco.” 

“We are definitely starting to move the needle 
to invest the Wharton | San Francisco campus 
with its own identity.”

Follow the MBA students on the West 
Coast on the Wharton Blog Network.

ON THE WEB
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LIFELONG LEARNING

Wharton Lifelong Learning emerged from the School’s 
Innovation Group, but it has since forged a powerful and 
organic partnership with Alumni Relations. It just so 
happens that while this was happening, a new executive 
director for Alumni Relations came on board. Lizann Rode 
brings a diverse background, energy and drive to her brand-
new role on the Wharton Alumni Relations team to lead it 
into a new paradigm in the way it serves the community. We 
sat down with her, along with Laura Zarrow, GED’95, senior 
project director for Lifelong Learning, to discuss her new 
role, the partnership with Lifelong Learning and all that this 
means for the global alumni network.

WHARTON MAGAZINE: Lizann, what do you see as your 
purpose in your new position?

LIZANN RODE: My primary purpose is to support and 
enhance the engagement of our 91,000 alumni all over the 
world. I want them to realize that we are a lifelong resource 
for them, as they are for each other. By helping them to 
cultivate their relationships with other alumni and the 

ALUMNI RELaTIONS 2.0
Welcome a new leader at Wharton Alumni Relations, 
and be prepared for unique, upcoming educational 
and networking opportunities for alumni.

School, the already robust Wharton network will deepen and 
grow in impact on both the lives of individuals, as well as 
Wharton’s impact on the world at large.

WM: How has your background prepared you?
RODE: I was part of the Wharton community from 1997 

to 1999 when my husband was in the MBA program. I also 
grew up outside of Philadelphia, so institutional pride in 
Wharton is very close to home, as is deep respect for the 
brand. Before coming back to Wharton, I was part of an 
external affairs team at another Philadelphia educational 
institution [Springside Chestnut Hill Academy] with a long-
standing tradition of educational excellence and similar deep 
alumni connections. Before that, I represented physicians and 
health care institutions in Philadelphia [as an attorney and 
partner at O’Brien and Ryan] when they were sued for medical 
negligence. Again, I was interfacing with and representing a 
well-educated population with a high level of commitment and 
interest in outcomes.

WM: How does your hiring demonstrate the School’s 
commitment to a new approach to Alumni Relations?

RODE: While 
fundraising is critically 
important to any 
school’s ongoing success 
and effectiveness, 
alumni engagement is 
an equally important 
part of our mission 
and my primary focus. 
I think my position 
reflects a real innovation 
within our External 
Affairs division. While 
there is, of course, 
an important and 
robust commitment to 
fundraising to advance 
Wharton’s goals, I am 
here to serve the alumni 
in direct, tangible ways 

Lizann Rode







Senior leaders today are surrounded by complicated demands from every level, yet are largely alone 
in the charge to solve them. � e Wharton Fellows program widens your perspective and sharpens 
your insight via a dual learning model. It’s an unrivaled network of global leaders and a series of 
unique Master Classes—part Wharton and peer knowledge, part onsite learning at best-of-breed 

organizations—that immediately impact the way you captain your own organization.

Become a Wharton Fellow 
today. Learn how at

WhartonFellows.com

WHARTON FELLOWS COMMUNITY

MASTER CLASS PARTICIPANTS

DYNAMIC
CLASSROOM

GLOBAL LIVING
CASE STUDIES

BIFOCAL

Wharton Fellows  |  Master Classes 2012–2013

NEW DELHI  “� e India Dynamic: Market, Resource, and Global Competitor” •  Mar. 3–6, 2013

SILICON VALLEY  “� e Next Big � ing” •  Jul. 14–17, 2013

CAPE TOWN, SOUTH AFRICA & ACCRA, GHANA  “Discovering Africa” •  Oct. 13–18, 2013
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