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Wharton Now

2 . S
Internship 

Connects Theory

with Reality

Is floating equity the only
way to secure capital for your
growing venture? How do
you find talented people and
keep them? Are you spending
enough on technology? 

Recognizing the unique
challenges facing today’s
emerging technology compa-
nies, Wharton this summer
offered students an innova-
tive new program run simul-
taneously from the East and
West coasts. 

The Technology Entrepre-
neurship Internship launched
in June and continues until
late July. The program has
two key features: a summer
internship at an emerging
growth technology company
or a venture capital firm, and
an interactive weekly class
session. A team of Wharton
faculty members travels be-
tween Silicon Valley and
Philadelphia to meet with
MBA students in each loca-
tion one evening per week.
The interactive workshop
format of the classroom ex-
perience allows students to
U M M E R 2 0 0 0 . W H A R T O N  N O
share summer work experi-
ences with other students,
faculty and practitioners
from each coast’s technology
venture community. 

“People always ask
whether entrepreneurship can
be taught. Our goal for this
program is to link entrepre-
neurial management theory
with true practices of emerg-
ing growth technology firms,”
says Raffi Amit, academic di-
rector of Wharton’s Goergen
Entrepreneurial Management
Program. “And because we
are holding the class on both
coasts, this program provides
a great opportunity for stu-
dents to compare East and
West coast perspectives on
major technology entrepre-
neurship issues.” 

The seven-week course ad-
dresses the realities of starting,
financing, growing and man-
aging a technology company.
Course sessions covered key
topics such as business and
revenue models, technology
development and intellectual
property issues, financing ap-
proaches, culture and human
resources development, and
alliance strategies. 

Treasury Secretary

Speaks at MBA

Commencement 

U.S. Treasury Secretary
Lawrence H. Summers spoke
S U M M E R S

W

at MBA commencement 
ceremonies on May 21. Sum-
mers, named the 71st Secre-
tary of the Treasury in July
1999, previously served as
Deputy Secretary of the 
Treasury under Secretary
Robert E. Rubin. Prior to
joining the administration,
he served as vice president 
of development economics
and chief economist for the
World Bank and as a profes-
sor of economics at Harvard
University.

Harker Announces

Appointments 

Three key administrative ap-
pointments were recently an-
nounced by dean Patrick T.
Harker. Thomas Dunfee has
been named vice dean and
director of the Undergradu-
ate Division, Anjani Jain be-
comes vice dean and director
of the Graduate Division and
Richard Herring is director
of The Lauder Institute.

Dunfee joined the Whar-
ton faculty in 1974 and was
named the Joseph Kolodny
Professor of Social Respon-
sibility in Business in1982. 
He served as chair of the 
Legal Studies Department in
1979 to 1984 and again from
1987 to 1991 and has been
the director of the Zicklin
Center for Business Ethics
Research since 1997. 

Jain has been deputy vice
dean and director of the
MBA program since 1998
after five years as director 
of academic affairs for the
Graduate Division. He
brings extensive administra-
tive experience, particularly
in academic programming,
to his new position.    

Herring, the Jacob Safra
Professor of International
Banking, has served as dean
of the Undergraduate Divi-
sion for the last four years. 
A steadfast proponent of a
broad, global curriculum 
and high-quality internation-
al study opportunities for
students, Herring also served
as director of the Financial
Institutions Center from
1988 to 1995 and director of
the Program in International
Banking and Finance from
1982 to 1988. 

Website Offers 

Insight on Dot-

Com Leadership

A senior executive with many
years of high-level corporate
experience takes a post at a
nine-month-old West coast
dot-com run by two Whar-
ton alums. But despite his
stellar track record, the exec-
utive quickly finds himself
struggling to fit in. 

His traditional corporate
background, it seems, does
not serve him well in this
new, freewheeling and hy-
per-charged environment: 
he has a “command control”
method of managing people,
keeping a very tight rein on
his charges and insisting 
on a hierarchical communi-
cation style. All information,
he tells his staff, must first
flow through him. He will
then decide what is com-
municated to those above
him, and how it is commu-
nicated.
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But his approach quickly
backfires when his staff rebels
against his choke-collar ways.
Seeing the writing on the
wall, the executive and the
dot-com part ways. The les-
son: dot-coms, by their very
nature, attract employees
who scoff at rigid structure
and hierarchy and thus re-
quire an entirely different 
approach to leadership.

This anecdote, gleaned
from an interview with a
West Coast dot-com
founder, is one of many in-
sights found on a new online
resource created to provide
perspective on the unique
challenges of leading in an 
e-commerce setting. The
Leadership and E-commerce
website of Wharton’s Center 
for Leadership and Change
Management – http://leader-
ship.wharton.upenn.edu –
explores practices and future
trends in Internet-based
practices of leadership. The
site includes case studies,
profiles on industry leaders
and interviews with dot-com
founders as well as entrepre-
neurial divisions of estab-
lished firms, and video clips,
articles and links.

The site, created by man-
agement professor Michael
Useem and MBA students
John Joseph and Kelly Jo Lar-
son with support from McK-
insey & Co., began to take
shape after Useem began
searching for e-commerce/
leadership materials to use in
his classes, but found very lit-
tle available. “There’s not
much out there, and the lack
of good materials forced us 
to create our own,” he says.
Joseph and Larson inter-
viewed e-commerce leaders
including Mark Walsh, presi-
dent and CEO of Vertical-
Net; H.S. Hamadeh, WG’97,
founder of Vault.com; Jeffrey
Grass, WG’99, co-founder
and vice president of PayMy-
Bills.com, among others,
who offer candid reflection
and insight on managing in
the new economy. 

And the Winner Is 

eTechtransfer.com, a global
B2B marketplace for technol-
ogy transfer in the life sci-
ences industry, emerged as
the top winner of the second
annual Wharton Business
Plan Competition this spring.
The winning team – Yujiro
Hata, WG’01; Myung Sea
Lee, WG’01; Richard Han-
bury, WG’01; Jeff Gruneich,
Everett Alexander, Ted Yang,
Tchun O, Stephan Jenn,
WG’01 and Daniel Blatt,
WG’01 - was awarded a
$25,000 prize ($15,000 in
cash and a $10,000 invest-
ment in the company) by
Safeguard Scientifics, a Penn-
sylvania-based venture capital
firm. eTechtransfer.com team
members say their company
will enhance the patent 
licensing process via a Web
site that will simplify the
now-cumbersome matching
process between licenser and
licensee by uniting both on
one common site. The site
also aims to shorten the entire
licensing period from months
to weeks. The company has
already registered companies
such as Abbott Laboratories
and Celera Genomics, had
nine managers as of May and
opened a Philadelphia office
this spring.

Sponsored by Wharton’s
Goergen Entrepreneurial
Management Program, the
competition included more
than 420 students in 226
teams from across the
University of Pennsylva-
nia. eTechtransfer.com
was one of eight finalist
teams – dubbed the
Great Eight – culled
from the student teams
in a winnowing-down
process that began last
October. Though stu-
dents’ ventures were
heavily weighted toward
the Internet – seven of
the eight finalists were 
e-commerce or Internet busi-
nesses – their ideas covered a
range of industries, including
IT, communications, media
and entertainment, services
and biotechnology. 

A crowd of 250 gathered
May 1 to hear the Great

T O P
B U S
W H A R T O N  N O W .
Eight present their business
plans to a panel of judges
that included entrepreneurs,
investment bankers and ven-
ture capitalists. Other top
winners among the Great
Eight include: 

NovaEx.com, an online
B2B pricing exchange for
natural products, won the
$15,000 E*Entity E-com-
merce Prize. In addition,
eTechtransfer.com and 
NovaEx.com will be offered
convertible loans of $15,000
and $10,000, respectively,
from the Paul P. Dosberg
Foundation. 

Digipad (also called Pa-
tient Interview Software for
Physicians), which produces
patient interview software
and supplies it to doctors via
the Internet, won the Whar-
ton Business Plan Competi-
tion Silver Prize and received
a $10,000 cash award. 

Lead sponsors of the
1999-2000 Competition 
include Safeguard Scientifics,
E*Entity, Booz Allen &
Hamilton, and Innovation
Factory. For more informa-
tion, visit the Wharton Busi-
ness Plan Competition web
site at <whartonbpc.com>

W I N N E R S  O F  T H E  W H A R T O N  
I N E S S  P L A N  C O M P E T I T I O N
W H A R T O N  A L U M N I  M A G A Z I N E . 3
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Forum Ushers in

Virtual Millennium 

Wharton’s first-ever North
American Regional Alumni
Forum, “Entering the Virtual
Millennium,” hosted nearly
350 participants from five
continents for two and half
days of social activities, edu-
cational panel discussions,
networking opportunities
and celebratory events. Held
in San Francisco on March
30 through April 1, the event
included 12 panels that
brought together more than
50 senior executives from top
companies to discuss various
business and high-tech issues. 

Keynote speakers includ-
ed Alfred Berkeley, WG’68
and president of the NAS-
DAQ stock exchange; ven-
ture capitalist John Doerr,
a partner at Kleiner Perkins
Caufield & Byers; and Terry
Pearce, co-author with
David Pottruck, WG’72 and
CEO of Charles Schwab &
Co., of the new book Clicks
& Mortar: Passion-driven
Growth in an Internet-Driven
World. At the New Millenni-
um Gala, Lew Platt,
WG’66, CEO of Kendall-
Jackson Winery and the 
former CEO of Hewlett-
Packard, was awarded The
M M E R 2 0 0 0 . W H A R T O N  N O W
Dean’s Award for his long-
standing commitment to
Wharton.

Faculty Lauded 

for Teaching 

Excellence 

Undergraduate and graduate
students this spring recog-
nized several Wharton facul-
ty for their outstanding
teaching. Among the most
prestigious honors given is
the David W. Hauck Award
for Outstanding Teaching 
on the undergraduate level.
Each year, two faculty mem-
bers receive the award for
their ability to stimulate and
challenge students, their
knowledge of the latest re-
search in their field, and their
commitment to educational
leadership. 

This year’s recipients were
Madhav Rajan, associate pro-
fessor of account-
ing, and Alan
Strudler, assistant
professor of legal
studies. Larry
Hunter, assistant
professor of man-
agement, received
the Marc and Sheri
Rapaport Under-
graduate Core
Teaching Award.

On the graduate level, the
Helen Kardon Moss Anvil
Award, given for teaching
quality and commitment to
students, went to Karl Ul-
rich, associate professor of
operations and information
management. 

Also on the graduate level,
eight faculty won Excellence
in Teaching Awards on the
basis of student evaluations.
The professor with the high-
est rating among the eight

R A J A N
also receives the Class of
1984 award. This year,
William Tyson, associate pro-
fessor of legal studies, won
the Class of 1984 award for
the eighth time. The others
winners were Franklin Allen
(finance), Suleyman Basak
(finance), Michael Brandt
(finance), Robert P. Inman
(finance, public policy and
management and real estate),
Felix Oberholzer-Gee (public
policy and management),
Nicolaj Siggelkow (manage-
ment) and Richard P. Water-
man (statistics). 

Awards for teaching excel-
lence on the undergraduate
level went to Jamshed 
Ghandi (finance), William 
F. Hamilton (management),
Lorin Hitt (operations and
information management),
Kenneth Kavajecz (finance),
William S. Laufer (legal stud-
ies), Philip N. Nichols (legal
studies) and Jeremy Siegel
(finance). 

A new award, called the
William G. Whitney Award
for Distinguished Under-
graduate Teaching in the 
Affiliated Faculty, was also
initiated this year to honor
William G. Whitney, who is
retiring after 36 years. Whit-
ney, an adjunct assistant 
professor of public policy
and management and associ-
ate director of the Wharton
Undergraduate Division, is
the award’s first recipient.  ◆

S T R U D L E R
edu/alumni/update.html>

http://www.wharton.upenn.edu/alum_mag
http://www.wharton.upenn.edu/alumni/update.html


To e or not to be?

e-business is racing ever faster. 
You can either ramp up or be run over. 

The rules have changed already 
— and we haven’t seen anything yet. 

Are you ready?

Wharton has created a new post-MBA program to prepare senior executives to
lead in the transformation of their organizations in the changing global e-business
environment. The Wharton Fellows in e-Business program is based on a radical-
ly new model of management education:

• Deep, relevant, research-based knowledge in a global context
• Flexible, hands-on learning — classroom, electronic, on-demand customized
• Immediate impact on you and your business
• Lifelong education as part of a community of Fellows

It will help you quickly get up to speed and become comfortable with the new
technology and its implications, whether you are building an online startup or
transforming an old-line firm. 

The program — led by Academic Director Dr. Jerry Wind — begins this fall 
for a select group of 50 senior executives. Will you join us, or be left behind? 
For more information contact Barbara Gyde, Marketing Director, at 215-898-4764
or www.wharton.upenn.edu/efellows.

A Wharton eBusiness Initiative
Fellows

http://www.wharton.upenn.edu/efellows
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Another View of Having It All 
Another 

View of Having
ItAll 

By Nancy Levin Teichman, WG’87
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In the fall of 1986 when I was a second-year MBA
student at Wharton, I attended a pivotal presentation by a
woman who had graduated from the program a few years
earlier. She described her experiences as a woman, wife and
mother working successfully in a challenging career, and
convinced me, at age 25, that I too could “have it all” –
career, husband, kids, dogs, house, a fit physique and a pedi-
cure every Friday. She described the tool set – the nanny,
organizational skills, money and motivation – that would be
necessary, and she exuded promise: she looked in-shape, had
energy, and wore make-up. It was an exciting message that
I was eager to hear and a model that I wanted to emulate.
Now I see how this is possible, I thought, and I decided I
could do it too.

Later that year the man who would become my husband
asked me if I would continue to aggressively pursue a career
once we had children and if so, how. He hoped I’d figured
it out since we were both excited about the idea of a double
income household. Luckily I remembered the presentation
and was able to recite, chapter and verse, just what would
be required. He was convinced.

Editor’s Note: This column evolved from an e-mail the author sent about an
article in the Winter 2000 issue titled “Have Spouse, Will Travel.” The arti-
cle profiled five couples successfully juggling extensive professional travel
with family life. The following is a first-person account of one alum’s strug-
gle to balance family and career.

A Wharton Alum 

Takes Herself 

Off the Fast-Track 
. S U M M E R 2 0 0 0 . A N O T H E R  V I E W  O F  H A V I N G  I T A L L
I graduated and got a job with Touche Ross in Newark, N.J.
consulting in the healthcare group. It was exciting, chal-
lenging work and I was surrounded by smart, dynamic peo-
ple. After about a year, I shared news of my pregnancy with
my supervisor, who told me quite emphatically that the firm
expected my work hours and travel schedule would not
change once the baby arrived. After my maternity leave, he
said, everything must return to normal. Having just come
from a three-month assignment in Puerto Rico, I was con-
cerned, but not surprised.

I successfully negotiated six months of leave, had my son
Danny, hired a nanny, and returned to work. She got him
up in the morning, took care of him all day, and made din-
ner for the family. I saw Danny at night for a short time
and put him to bed.  Somewhere along the way I changed
jobs to work for a much smaller consulting firm that
required less travel and shorter trips. I took a pay cut and

now.

wish
I’d known 

I only 

what I
know

then 



knew that my chances for advancement were far less given
the size and structure of the firm, but the compromise
seemed worth it. Looking back, I realize this was the first
chink in my “having it all” ideology.  It would be followed
by many more and would ultimately be completely replaced
with its antithesis.

There were many difficult steps in this evolution. One
time, for instance, I took my infant son and a nanny on a
working trip to Chicago, as this was one of the things women
who had it all could do. The nanny stayed out all night and
I was up all night trying to keep my baby from waking the
entire hotel. He cut his first tooth and cried without relief.
At that point I “had it all” and then some: an early morning
meeting, an ailing baby, a derelict nanny and a splitting
headache.

Another day while sitting in someone’s office somewhere
in Wisconsin I called home to see what Danny was up to.
The nanny told me they had just returned from the park and
were about to meet another little boy for playtime. I realized
at that moment that I was working like crazy and paying
someone else to have a really nice time with my son.  Anoth-
er chink in the ideology – this time a big one.

The first nanny’s tenure was cut short when I discovered
she had taken a job at the local daycare center and brought
Danny there every day.  We lost the next nanny after we dis-
covered she liked to steal things. By this time, the ideology
had become an illusion. 

I decided to stop working and had my daughter, Rebec-
ca, but knew my decision was based on much more than
child care problems. Families, I had realized, take a lot of
work, time and effort. You can’t schedule them into a week-
end. Children are exposed to unbelievable influences. Who
was going to debrief them at the end of the day? When, I had
asked myself, would I deal with the social issues, the acade-
mic issues, the cupcakes for the holiday party?

During my “have it all” years an inner voice became loud-
er and louder and it told me that I wanted to be the one to
raise my children. The extra money, the intellectual stimu-
lation, and the sense of fulfillment I got from pursuing a
career ultimately paled in comparison to my need to experi-
ence the full measure of emotional satisfaction that derived
from simply spending time, and a lot of it, with my two
young children.

I also wanted to impart my own values to my children.
In light of current events, I was afraid for my kids. I believed
it was critical to actively help them develop a worldview that
would help them successfully navigate through so much dys-
function. Today I don’t know if I’ve been successful, but I do
know that I have tried. 

Finally, I realized that “work” would always be there. (This
is what I told my husband when he started calculating the net
loss to our buying power. I figured he could retire a few years
before me, and I’d make up for lost time at the other end).  

When Rebecca was about three, I started working part-
time. I did some freelance consulting at a local hospital, which
led to a part-time ongoing consulting position with a local
health-focused nonprofit.  I’ve since taught a bit as an adjunct
A N O T H E R
faculty member at a few local colleges. I guess it’s obvious that
my name isn’t likely to be found among those who have
“made it” in the Class Notes section of this magazine. I’m
probably underemployed, and I joke that I don’t know what
to do with my life because none of the parameters that were
in place when I began are even remotely relevant today. 

Thus, my choice has not come without lots of self-doubt
and second-guessing. I believe many women who have cho-
sen this path – or not chosen it – feel similarly conflicted.
There’s nothing clear cut or predictable about life for women
today – they have endless choices and options, and this is a
wonderful reality. But it is also confusing and pressure-filled
as we try to balance everything and sometimes find we sim-
ply can’t. I often feel I should be further along in some sort
of career at this point in my life, but don’t even know what
I want my career to look like – now, or in the future. On one
hand, I know that I’ll figure it out eventually and that my
accomplishments are more intrinsic than an executive level
position and a hefty W-2.  On the other hand, though, those
benchmarks undeniably have their allure.

But at the end of the day when I reflect back on my
accomplishments, I need only appreciate the stability of my
family and the reasonably well-adjusted children I’m fortu-
nate enough to be raising. I pick my kids up at school most
days. When they get a day off, or a week, I can usually spend
it with them. I’ve been the room mother for both my chil-
dren’s classes.  I’ve been the treasurer of the PTA (and even
caught a teacher who had been absconding with PTA funds
for several years!).  I’ve chaired committees, baked brownies,
and gone on fieldtrips. I know most of the other kids in the
grade with my children, and many of the parents. These are
the perks that come with my lifestyle.  

Do I have it all, finally? No, but I have come to realize
that there’s really no such thing. I believe that my kids are
getting what they need: they are growing up quickly, and in
a few short years, they won’t need me to be so present in the
details of their daily lives. At that point, I will resume my
career, some career, though I wonder what will be available
given the choices I’ve made. I realize I could be very disap-
pointed. But I believe that disappointment would be far less
than discovering, only too late, that I missed the best years
of my life.  ◆

During my “have it all” years 

an inner voice became louder 

and louder and it told me 

that I wanted to be the one 

to raise my children.
 V I E W  O F  H A V I N G  I T A L L . W H A R T O N  A L U M N I  M A G A Z I N E . 7
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Sure, some Internet companies 

are on the ropes, but that's 

only normal for a gold-rush 

style industry that's changing 

the world 
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• CDNow.com sees a planned merger with 

a mail-order music club fall through and

watches its stock price plunge. Auditors

warn of “substantial doubt” that the e-tail-

er can survive. CDNow announces plans to

cut quarterly expenses by $12 million and

seek a partner to throw it a lifeline.

• ValueAmerica, an e-tailer selling goods of

all sorts, cuts both its product offerings

and its workforce as business stagnates.

Its auditors harbor “substantial doubt”

that the company can stay afloat.

• Shares of EToys plunge from $86 last year

to about $5.50 this spring. The company

blames a host of new online competitors 

as well as high costs associated with prob-

lems it had filling Christmas orders.

• Bertelsmann AG, Europe’s biggest media

conglomerate, postpones the initial 

public offering of its online bookstore. 

The reason: the overall decline in Internet

stock prices.
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• Drkoop.com, a medical information site,

announces steps to conserve $100 million

in cash and warns that its first-quarter loss

will be much higher than initial estimates.

Seeking life-support, Drkoop hires an

investment bank to assess options, includ-

ing a possible merger or sale.

• Plans by Peapod, an online grocer, to raise

$120 million in new financing fall through,

leaving it with about $3 million in cash.

Ahold, a giant Dutch supermarket concern,

steps in to rescue Peapod with $20 million

in revolving credit. 

• Forrester Research, a firm that analyzes 

the Internet industry, predicts that most

pure e-tailers will be out of business by

2001.  Forrester cites three reasons for its

forecast: weak financial health, increasing

competition and investor flight.
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Is Internet commerce, which has generated so much excitement and

investor interest in the last few years, witnessing a wholesale

shift from dot-coms to flop-coms? After reading these dispatches,

should e-business executives sound retreat?
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To be sure, many e-commerce companies have hit
hard times. And the reasons are legion, such as spend-
ing too much to woo customers, choosing a single-
product niche, or being late to market. Ironically,
some are suffering because of one of the Internet’s
strengths: some World Wide Web sites allow con-
sumers to quickly find the lowest price for a product,
thus buyers can easily sever their tenuous allegiances
to one seller and purchase stuff from others.

But Wharton alumni who run e-commerce com-
panies, Wharton faculty members, e-business
investors and a securities analyst say that a shakeout
was inevitable and that the long-term future remains
bright for e-commerce companies with the right
product mix, strong leadership and good old-fash-
ioned business sense.

The outlook is especially promising, they say, in
the B2B sector, even though succeeding there will be
no slam dunk because the notion of B2B as the next
big thing has lost a bit of luster, too. Still, there will
also be many winners in the business-to-consumer
(B2C) arena. A report issued by Shop.org, an e-tail-
ing trade group, and the Boston Consulting Group,
notes that B2C e-commerce totaled $33.1 billion in
1999 and is expected to reach $61 billion in 2000.

What’s more, say the Wharton alumni and others,
the days of a clean separation between pure Internet
companies and traditional brick-and-mortar busi-
nesses are numbered. Already the lines between these
two segments are blurring as companies form “clicks-
and-mortar” hybrids. Before long, many pure e-com-
merce companies will build stores and establish other

deh
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physical-world presences to supplement their Web
sites, while brick-and-mortar companies will develop
online presences.

In the meantime, however, the winnowing
process will continue, as poorly run, poorly con-
ceived, cash-starved, and late-entrant e-commerce
companies hit the canvas or are acquired by healthier
firms. Certainly, the months and years ahead will 
not be pretty for some e-businesses and their backers.
Investors who threw money at anything with a dot-
com suffix got walloped in April when technology
stocks as a whole tanked and took down many 
dot-coms with them. For many companies, sky-high
valuations plummeted to more earthly levels, and 
the shortcomings of several troubled companies were
disclosed for all to see.

The Forrester report, which covered B2C only,
paints a dismal picture, at least for the near term.
The company says “the tide is turning against [dot-
coms], and consolidation will soon steamroll across
the weak ones.”

Forrester predicts that firms selling commodity
products, such as books and software, will suffer
declining growth rates and will consolidate by the
fall of 2000. In addition, many merchants selling
undifferentiated merchandise at razor-thin margins,
such as toys and pet supplies, will go under before
the Christmas shopping season. But Forrester
believes companies selling branded, “high-style”
products like furniture and clothing will remain 
stable until 2002.

The shakeout in 

perspective

Thomas Gerrity, former Wharton dean and now
director of Wharton’s Forum on Electronic Com-
merce, is not convinced that a shakeout began when
the prices of dot-com stocks tanked in April. He says
the process actually began before that.

“This is a perfectly normal process of innovation
and entrepreneurship,” Gerrity says. “A lot of new
ventures are started all the time in any industry and
only some succeed.”

And since there are tens of thousands of Web sites
peddling goods and services of some type, not every-
one is guaranteed success. What has drawn attention
to the springtime shakeout, says Gerrity, himself an
entrepreneur, is that “the Internet is arguably the
most revolutionary technology in terms of its broad
impact on business and society. It causes change and



innovation across virtually every industry and busi-
ness function. So this is a new thing, but this is also 
a very old thing. [Economist] Joseph Schumpeter
wrote about the process of creative destruction, one
of the wonderful aspects of capitalism.”

Like Gerrity, Stephen J. Andriole, senior vice
president and chief technology officer at Safeguard
Scientifics, the Wayne, Pa. incubator of technology
companies, is not convinced that “shakeout” best
describes what has been happening in e-commerce.

“If you step back and take the long view, words
like ‘shakeout’ and ‘correction’ make it seem like
there’s a big bang,” he says. “Another interpretation,
however, is that the invisible hand of sane financial
fundamentals has been working all along anyway. In
baseball tryouts, everybody gets to show the coach
what they’ve got. There are some good players on the
field and some really bad players, and the coach cuts
the bad players. What we’ve had is the first cut.”

Andriole says that “people are taking a harder look
at business models and trying to determine if they’re
sustainable over a period of time. If I have a business
model and I project a certain amount of revenue,
maybe two years ago I was more tolerant of seeing
two to three years of losses. Today, people are looking
to determine when financial fundamentals enter the
picture and they then make valuations accordingly.”

Investors are beginning to challenge the revenue
projections of dot-coms to see if top-line growth can
be achieved “organically” or only through mergers
and acquisitions, Andriole says. Executives at Safe-
guard, a major supporter of the Wharton Business
Plan Competition, expect significant M&A activity
this year as many companies are unable to meet rev-
enue projections.

Closer scrutiny

Belatedly, investors of all stripes are scrutinizing 
e-merchants more closely.

“In the early days of e-business, getting visibility
and traffic to your site were key,” says David Schmit-
tlein, professor of marketing, deputy dean and acade-
mic director of Wharton’s major in e-commerce.
“These were seen as somewhat viable ways to mea-
sure valuation because there were so few alternatives.
But as things evolved, getting traffic wasn’t enough –
getting repeat traffic, or ‘stickiness’ was necessary.
Then a push for revenue surfaced.”

All along, investors wondered when they would
see companies actually turning profits. Some online
businesses are now profitable, or close to being prof-
H

itable, says Schmittlein. As a result, “the patience
with those that have not [been profitable] starts to
wear thin,” he says. “We are clearly at a point where
the basis of valuations for Web businesses are begin-
ning to increasingly look like those for other, more
traditional businesses.”

Eric K. Clemons, professor of operations and
information management, says many e-commerce
entrepreneurs are struggling because they underesti-
mated the difficulty of doing business on the Web.

“I don’t think most entrepreneurs ever explicitly
calculated what it would take to succeed,” says
Clemons. “They had ideas that were exciting to
them. Sometimes the ideas were great and sometimes
they were silly.”

Furthermore, Clemons says, “If you try to buy
market share in the beginning by selling below cost,
you will have tremendous difficulty continuing to do
that later, since you will have to charge higher prices
than competitors, and do so in an efficient, transpar-
ent online marketplace. If I had to guess, I’d say that
these companies that are in trouble are in trouble
because investors have figured out that their business
plans were based on selling at a loss to buy share.”

One person not unhappy with the prospect of
dot-coms falling by the wayside is Hussam (Sam)
Hamadeh, WG’97, president and CEO of
Vault.com, a web site that, among other things,
serves as an underground, “inside scoop” guide to
companies for job seekers. Named a top site by
Yahoo! Internet Life, the Silicon Valley Reporter and
U.S. News & World Report, Vault’s anonymous mes-
sage boards dish first-hand dirt on working condi-
tions at companies across the country.

“There’s a shakeout going on and that’s probably
helpful for the industry,” Hamadeh says. “Some
companies were making it harder for companies with
good business models to break through. They were
driving ad costs up and taking attention away from
[financing sources].”

Hamadeh notes that many companies were
rewarded by the financial markets “for doing certain
things that didn’t make economic sense. They were

"We are clearly at a point 

where the basis of valuations 

for Web businesses are 

beginning to increasingly look 

like those for other, more 

traditional businesses."
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rewarded for revenue growth regardless of losses.
They were rewarded for building brands and doing
splashy ads, even though those ads didn’t have posi-
tive returns.”

Too much spending

Catherine M. Skelly, vice president and e-tailing ana-
lyst at Gruntal & Co., says that “a lot of companies
got run up [in value] much too aggressively. They
never really ran a tight ship and they had a large
[market capitalization] at one point, probably unde-
servedly. Any time there’s a tremendous amount of
excitement about a particular sector, we’ll see compa-
nies rise and get ahead of themselves.”

Skelly agrees with Hamadeh that overspending on
marketing has played a major role in many Internet
companies’ mounting losses. “Many companies spend
$80 to $100 to acquire each customer,” she says.
“That’s worthwhile, or not worthwhile, depending on
how much that customer will spend.”

For example, Skelly explains, CDNow sells compact
discs — commodity products that have low profit
margins, are easily replicated by other e-tailers and
have little added value. Hence, CDNow customers
have little incentive to remain loyal. Plus, she says,
CDNow’s customers may buy only a few CDs per year.

“If CDNow acquires a customer at $60 and that
customer does two transactions a year at an average 
of $25 per transaction and the gross profit is, say, 
20 percent on those transactions, then CDNow has
spent $60 to reap $10 in gross profits,” Skelly figures.
“If the customer does two transactions a year, it 
will take CDNow years to recoup its investment in
that customer.”

Skelly looks for companies that enjoy high gross
margins and offer customers opportunities to buy
more than one kind of product as often as possible.
“That’s one reason Amazon.com keeps introducing
new product categories,” she says. “The more it can
push customers into new areas, the more transactions
and profits it can make.”

For his part, Hamadeh notes that, while
Vault.com is not yet profitable, “we do make a profit
on every customer. That’s the important thing.”

He adds that he spent his final year at Wharton
writing a business plan for Vault.com. It was a time
before what he calls the “Internet craze” had yet to
take off. “From day one we had a plan to run this
business for a long time. We had a 10-year operating
plan, built a management team and always kept a 
lid on expenses. Had we started this in 1998 or 1999, 
we might have had a different mindset.”
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Knowing your customer

Marketing professor Peter Fader says the drubbing
that e-business stocks took in the spring may not
mean anything when it comes to evaluating the
prospects of dot-coms. “I think looking at the finan-
cial markets is a terrible mistake,” Fader says. “We’ve
known for a long time that these valuations were just
not correct. What matters is whether the cash register
is ringing or not.”

Often, Fader says, the cash registers may be ring-
ing, but even that doesn’t always tell the whole story.
He points out that many dot-coms are deluding
themselves if they believe they will succeed because
they have large numbers of people visiting their sites.
A key problem, Fader says, is that many people may
visit a site, but only a small percentage may come
back to buy again.

Fader analyzed data from CDNow going back to
1997 and found that “you get a tremendous number
of people checking it out, but there’s this slow, over
time, distinct drop-off. People buy less and less fre-
quently. That drop off is being masked by a constant
influx of new people. If you take a snapshot at any
one time, it appears as if there’s a lot of activity
because the new bodies outweigh the few old bodies
still around.”

The financial woes of some Internet companies
also raise questions about whether the flood of 
venture capital to dot-coms will slow to a trickle.
Hamadeh of Vault.com says fledgling firms shouldn’t
worry because entrepreneurs with good ideas should
be able to tap other sources of capital.

“One thing to understand is that the typical 
venture capital firm wants to invest in companies
and liquidate its positions in six to 12 months,” 
says Hamadeh, whose own company, launched in
1997, has investors that include a legal books 
publisher, a business information company and a
former Disney executive. Five years ago, your aver-
age company did not get VC funding. They were
usually funded by individual private investors, bank
loans, small-business loans and corporate investors.
Until a few years ago, it was rare for start-ups to go

"I think looking at the 

financial markets is a 

terrible mistake. We've 

known for a long time that 

these valuations were just 

not correct. What matters 

is whether the cash register 

is ringing or not."



to venture capitalists, In another year, we’ll go back 
to those days.”

Gerrity, however, says VC financing will remain
important. “People can cobble together bank loans
but there’s no substitute for equity,” he says. 

The Road to Success

However e-businesses obtain financing, observers say
dot-coms will have to take any number of initiatives 
if they are to succeed in the years to come. For one, 
e-businesses must recognize that the days of the pure
Internet company are numbered.

“Companies will become more hybrid,” says
Hamadeh. “If it’s an e-tailer, it will have to have retail
stores. If it’s a content company, like ours, it may have
to publish books and magazines.” From its beginning,
he says, Vault.com has published books and maga-
zines on topics ranging from salary negotiations to
how job seekers should write cover letters.

What’s more, pure e-tailers will find that retailing
giants like Wal-Mart will prove tremendous competi-
tors as they leverage their brand names, deep pockets
and buying power, says Gruntal’s Skelly. Wal-Mart
spends much less to acquire a customer than pure 
e-tailers, so it is able to devote resources to other areas
of the business, like customer fulfillment.
H A R
Skelly adds that Amazon.com has been working
to establish a physical presence by aggressively build-
ing distribution centers and investing in a company
called Kozmo.com, which got its start by delivering
videos, CDs and magazines in Manhattan by bike
messengers.

“It’s very symbolic of Amazon to establish a 
physical presence,” Skelly notes. “Kozmo also has 
an investment from Starbucks, and I wouldn’t be sur-
prised to see Amazon partner with Starbucks 
or some other retailer to provide more service and 
convenience to its customer base.”

One company that has long had one foot in the
bricks-and-mortar world and the other in the virtual
world of e-commerce is BarnesandNoble.com, the
world’s fourth largest e-tailer, according to Media
Metrix, a research firm. Robert Albert, WG’98, Bar-
nesandNoble.com’s director of strategy and business
development, says a key aspect of his company’s strat-
egy is to be a “multi-channel player.”

“Based on the strength of the Barnes & Noble
brand name, we’re banking on that strategy and it’s
been working out,” he says, noting that Barnesand-
Noble.com had five million customers and $200 
million in revenue in 1999. “We’re a separate compa-
ny from the parent company of Barnes & Noble, the
stores. That has allowed us to expand our expertise 
in e-commerce.”
When technology stocks got knee capped earlier this year, so did
the shares of Internet Capital Group, a leading investor in business-
to-business (B2B) Internet companies. ICG’s stock plunged from
about $183 in December to about $33 as of early May.

But Douglas A. Alexander, W’83, managing director of the Wayne,
Pa., company, stayed cool. “If you’re the only stock to get hit you
worry,” he says. “Otherwise, you shrug your shoulders. We’re in this
for the long term.”

Indeed, he says, the decline in valuations of B2B stocks is gener-
ating opportunities for ICG. “We’re in the acquisition stage.”

There seem to be as many definitions of B2B as there are B2B
players. But ICG divides the market into two broad categories —
market makers, which facilitate commerce between buyers and sell-
ers, and infrastructure providers, which make the equipment and
software behind e-commerce.

ICG has made 34 investments in market makers and 35 in infra-
structure companies, Alexander says. Two of the market makers
partnering with ICG are e-Merge Interactive, a marketplace for the
cattle industry, and PaperExchange, which provides Internet sales
and distribution of paper and pulp. An example of an ICG infrastruc-
ture partner is Breakaway Solutions, which provides application
service hosting, e-commerce consulting and systems-integration
services to growing companies.

“Companies have tried to make supply chains more efficient all
the way back to Henry Ford and the Model T,” Alexander says. “The

ICG: Banking on B2B
D  T I M E S
Internet has just given them a much richer infrastructure to do that
to a degree impossible before.”

Alexander cites two key differences between B2C and B2B com-
panies. “You’re not going to see B2B companies writing $100 million
checks to build brand. If you look at where the money is spent on
the B2B side, it’s about integrating into supply chains, which I think
is a plus because technology is being put into place to bring real
value.”

The other difference, he says, is that “the B2C dot-com players are
competing head to head with bricks-and-mortar companies. On the
B2B side, the dot-coms are automating the relationships between
bricks-and-mortar
companies. It’s a
completely differ-
ent dynamic. On
the B2B side, the
smart companies
want this to hap-
pen. It’s going to
lower the cost of
building a busi-
ness, get them
closer to custom-
ers and drive rev-
enue.”

Alexander
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M-commerce: 

the next big thing?

For months, Albert has been working on a relatively
new phase of e-commerce. It’s called mobile com-
merce, or m-commerce –- the attempt to reach cus-
tomers through cellular telephones and hand-held
computers, which are known generically as personal
digital assistants (PDAs) or personal information
managers (PIMs). Palm Inc.’s Palm Pilot and
Microsoft’s Pocket PC are two well-known brands.

Albert’s project is called BarnesandNoble.com’s 
On the Go. 

Users who log onto bn.com/onthego can buy
books, music or software, send greeting cards, and
check the locations of Barnes & Noble’s retail stores.
“It makes us ubiquitous,” says Albert. 

In the short-run, Albert does not expect On the
Go sales to rival that of the regular website. “But, by
2003, there will be more wireless devices connected 
to the Net than personal computers in this country,”
he says. “We’re going to be there and be ready. Mean-
while, it’s a way to attract new customers.”

Most consumers, of course, aren’t yet able to take
advantage of m-commerce. But Skelly is also enthusi-
astic about its long-term prospects. “Eventually, you
won’t just have cell phones with tiny little screens,”
she says. “You’ll have cell phones with larger, crisp
color screens to buy things, and send e-mail and
watch movies.”

Safeguard Scientifics’ Andriole, noting that his
company has made two investments in wireless com-
munications, agrees that “wireless will be huge.”

More broadly, Andriole says, Safeguard prefers the
B2B market’s prospects over  the B2C segment.

“The market size of B2B is 10 times the size of
B2C,” he says. “Also, B2B tends to be more pre-
dictable and repeatable. B2C is susceptible to the 

"eBay did not grow to where it is

because it spent a lot of money

building a brand. It grew because

the more sellers came on board, the

more buyers realized that eBay was

the only way to go. That's the net-

work effect: more brings you more."
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general economy, interest rates and emotional factors.
Organizations like Safeguard can’t be all over the
place. We’ve done the analysis and we like B2B better
than B2C.”

It was major news in April when Safeguard an-
nounced that it had narrowed its online investment
focus to the Internet’s infrastructure market. In
becoming the first major technology company to 
do so, some investors and business media interpreted 
the move as a sign that Safeguard was pessimistic
about the prospects of B2B.

Andriole, however, says the company’s move was
widely misinterpreted. For one, he says, infrastruc-
ture -– which Safeguard defines as the software,
communications networks and e-services that enable
B2B transactions –- is essential to B2B businesses.
For another, the company still supports the B2B 
sector through its network of partner companies,
particularly Internet Capital Group (ICG), also of
Wayne, Pa. 

“We incubated ICG,” Andriole says. “We own 15
percent of ICG. Why would Safeguard say anything
to jeopardize that investment? We were saying, ‘Why
should we focus on B2B when ICG is the best in the
business?’” (See sidebar for more on ICG).

Despite Safeguard’s enthusiasm for infrastructure
and B2B, Andriole also says there will be “huge win-
ners” in B2C. “Anybody with a big footprint today,
like Yahoo and America Online, have a shot, especial-
ly if those models morph [into new kinds of business-
es]. They’re in a great position. Those companies
make money for crying out loud.”

Not a new paradigm

It is often said that e-commerce companies have to
discard traditional “offline” thinking if they are to
succeed, but Wharton’s Clemons doesn’t buy that
assertion.

“I’m amused when I hear entrepreneurs say there’s
a whole new model of business and it’s not about sell-
ing and it’s not about customers but about ‘click-
throughs’ and how click-throughs translate to access
to the Internet site. I’m appalled when I see this
repeated in the business press. At some point, some-
body has to sell something to somebody and has to
sell it to them at a significant profit.”

When asked to list the characteristics of successful
dot-coms, Clemons says “the cool [Internet] guys
answer that the bricks-based guys just don’t get it, they
don’t move fast enough, they don’t understand. That’s
a bogus answer. Instead the long-term questions are,
‘Does this company provide superior quality, superior



continued on page 33

Fader
customer service, superior customer delight? Two,
‘Does it open a new market that couldn’t previously
be served cost effectively?’ Three, ‘Does it reduce
costs?’ In the long run, if it doesn’t increase what you
can charge, increase the number of people you can
serve or decrease costs, it’s just plain silly.”

Clemons also says it’s important not to under-
estimate the advantage that clicks-and-mortar compa-
nies have.

“A question I often ask in class is whether a clicks-
and-mortar or a pure physical company would be
better or worse, and they all say clicks-and-mortar
because clicks-and-mortar has more resources. I say,
‘Fine.’ Then I ask about clicks-and-mortar versus
clicks. They look at me in horror. They want to
believe that pure click players have an advantage, 
but they really have to struggle to make up reasons
why Amazon’s valuation should be higher than 
BarnesandNoble’s.”

The role of branding

Branding is another pivotal issue going forward.
Some argue is that dot-coms should not spend gener-
ously in an attempt to build a brand, says Farhad
Mohit, WG’96, president and CEO of Bizrate, based
in Marina Del Rey, Calif. Bizrate helps consumers by
posting ratings of how e-tailers compare in terms of
prices, customer service and other factors. Mohit says
entrepreneurs should take advantage of what he calls
the Web’s “network effect” –- old-fashioned word-of-
mouth juiced up by modern technology.

“eBay did not grow to where it is because it spent a
lot of money building a brand,” Mohit says. “It grew
because the more sellers came on board, the more
buyers realized that eBay was the only way to go.
That’s the network effect: more brings you more.”

Wharton’s Fader takes a different view. “Half the
people you talk to say branding doesn’t matter, but I
think branding matters more than ever,” he says.
“People are spending money on branding but they’re
not doing the right things. Pets.com’s use of sock
puppets in ads during the Super Bowl don’t give peo-
ple a reason to go there.”

Instead, Fader believes that companies should build
brand loyalty by offering quality and giving consumers
good reasons to revisit sites and buy products. E-com-
merce firms are misguided if they think they can readi-
ly capture the hearts and minds of customers.

Often, Fader says, e-businesses assume that custom-
ers are “looking for relationships with vendors to build
a community of like-minded users. But convenience
and selection matter as much as price or community.”
H A R D
Dot-coms must also recognize that they can gauge
consumer loyalty, but they cannot manage it. “You
can anticipate the tide, but you can’t say, ‘We’re going
to make these people loyal,’” Fader says. “You can try,
but you’ll lose a ton of money by lowering prices and
offering discounts. Companies are doing that, which
is unprofitable.”

Most fundamental of all, e-businesses must learn
more about the buying patterns of their customers.
Like traditional companies, Fader says, dot-coms
need traditional, well-understood metric benchmarks
to measure accurately how much traffic they are gen-
erating, how many window-shoppers become buyers
and how often people visit the site. Then, e-business-
es can work on figuring out how to get people to buy
more. But many e-tailers resist using metrics because
they have erroneously convinced themselves that 
e-tailing is “new and dramatically different” from
retailing, Fader says.

In its report, Forrester says that e-tailers must
“strike back at brand confusion and product duplica-
tion by distinguishing themselves through customer
service. Presence across the multiple channels and
platforms, exclusive manufacturer deals to carry spe-
cific products and a range of delivery options will
help build lifetime relationships.” Following the wave
of e-tail consolidation, Forrester sees bricks-and-mor-
tar retailers gaining new strength by leveraging assets
like customer history, product selection, fulfillment
and strong relationships with manufacturers.

At some point, however, the differentiation
between e-tailers and retailers will disappear, says
Gruntal’s Skelly.

“Eventually, it will be as natural for someone to
buy something on the Net as it is to buy something
out of a catalog.” she predicts. “The Internet gives
consumers more power to make choices as to what
they’re going to buy, and it brings them closer to hav-
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Reunion
2000
A rainy, cool May in Philadelphia

continued during Reunion

Weekend, but the more than 950

returning alumni and guests were

undeterred and unwaveringly

cheerful. The May 19-21 weekend

brought together the classes of

WG’95, WG’90, WG’85, WG’80,

WG’75, WG’70, WG’65, WG’60,

WG’55 and WG’50 – the second

time 10 MBA reunion years have

been celebrated at once. 
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Christine Bourron, WG’95,   Defies the Skeptics  
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tChristine Bourron knew exactly what she wanted to
buy – a floral painting for her mother’s 60th birthday. 
It seemed a simple and sure-to-please plan, but after
scouring dozens of galleries in Boston and New York
and still coming up empty handed, Bourron realized
that buying original art is anything but a customer
friendly experience.

She also realized that an incredible business oppor-
tunity was staring her in the face. 

“People would tell us that searching for a specific
thing really wasn’t the way to buy paintings, or that we
should buy Chinese abstract instead because that was
in vogue at the time,” Bourron, WG’95, says. “It really
started to fascinate me how inefficient the distribution
channel for art was.” 

Intrigued, Bourron, 33, searched the Internet 
for online companies selling original art and saw 
that none existed. The French native incorporated
PaintingsDIRECT.com just a few months later in
November 1997, and launched the site in April 1998. 

Today, PaintingsDIRECT.com offers more than 
8,000 paintings from about 450 artists, has 15 full-
time employees, and has been written about by major
media including The New York Times and USA Today. 

Art was always a part of Bourron’s life – her 
parents collected original paintings in France –
but she never imagined it would become the
foundation of her work world. 

But combining the two worlds while
simultaneously turning the art scene on
its ear has been satisfying and exhila-
rating, she says. “The way art is sold
hasn’t changed in a hundred years –
primarily through small, local gal-
leries that tend to specialize in a
particular style of painting or artist.
Would-be buyers spend long hours
searching, often in vain. At the same
time, thousands of artists are not
represented by galleries and are look-
ing for an alternative means to show-
case their work,” Bourron says.

PaintingsDIRECT.com is a departure
from this longstanding sales pipeline.
Visitors to the site seek out and find paint-
ings using criteria they choose, including style,
medium, price, size, or subject. Prices range from
$40 to $20,000. 

Bourron worked in market research for Procter &
Gamble in Paris immediately after graduating from
Ecole Superieure de Commerce de Paris with a degree
in finance, then had the chance 
to be a part of CDV Apple Computer’s launch in the
Ukraine. Once immersed in that project, Bourron quick-
ly realized she needed an MBA, applied and got into
Wharton, and graduated in 1995. She worked in con-
sulting for Corporate Decisions Inc. in Boston for two
years, then co-founded a newsprint importing company
in 1997. She soon scrapped that effort after deciding 
to move forward with PaintingsDIRECT.com. After 
initially creating the site on a shoestring in Boston,
Bourron realized the company would never really 
take off unless it was based in New York. So once 
she closed her first major round of financing in April
1999, she and her husband, Ilia Tchelikidi, WG’94, 
sold their house and moved. Tchelikidi transferred 
to Mercer Management Consulting’s New York office 
is now a partner. 

Recruiting her first group of artists was an early
challenge. Artists from the U.S., she found, wouldn’t
sign up unless the site was already live, but Bourron
needed artists in order to create the site in the first
place. Ultimately, she called on contacts in France and
Russia where she was able to recruit artists who were
hungry for exposure in the U.S. The site launched with
about 30 such artists and Bourron never had difficulty
recruiting again. 

Bourron also faced early skepticism from those who
doubted that people would be willing to buy art over
the Internet. “When I began talking about selling art
online two years ago, people told me I was crazy and

that that this would never work,”
Bourron says. “But it has.”

Bourron won’t disclose
sales figures, but says

the site has more
daily traffic than

most galleries
enjoy in a year,
and that people
are buying
paintings 
from the site
every day. 

She admits,
though, that for

all of its advan-
tages, the

Internet can’t
replicate the tactile

and visual experi-
ence of seeing a paint-

ing in person. Bourron
has worked to offset these

limitations by offering customers
extras they wouldn’t likely find at a

gallery. For instance, the site provides bios on artists,
quotes from artists about the inspiration behind each
painting, and offers customers the ability to return 
the painting for any reason up to ten days after they
receive it. “I never, ever thought that art would be my
business,” Bourron says. “And I would never have seen
myself in the traditional art world – to me it wasn’t 
creative enough. But for me this business is the best 
of both worlds. ◆
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Alumni and their families gathered with

old friends and classmates, attended

workshops and alumni/faculty panels,

danced and dined, enjoyed an indoor 

picnic and caught up with school news. 

A festive Friday evening alumni cock-

tail reception at Hoover Lounge reunited

classmates from all 10 reunion years. 

Rain moved Saturday’s traditional pic-

nic on the Quad indoors, with tables lined

up along the hallways of Vance Hall and

into Hoover Lounge. Alumni and their

guests filled their plates under the tent

on the Quad, then slipped indoors via a

caravan of umbrellas. 
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the 1980s, placed tremendous pressure on one of the
world’s most admired companies and became a bell-
wether case study for business ethicists and public rela-
tions professionals alike. It also gave Brian D. Perkins,
WG’80, a first-hand glimpse of how a company should
deal with a crisis.

In 1982, seven people in the Chicago area died after
taking Tylenol™, a popular pain-killer manufactured
by McNeil Consumer Healthcare, a division of New
Brunswick, N.J.-based Johnson & Johnson. The Tylenol
had been laced with cyanide, and for weeks it wasn’t
clear whether the capsules had been tampered with
during the manufacturing process or after leaving 
the factory.

Perkins, who had joined McNeil two years earlier 
as a product director and was assigned to help manage
the Tylenol brand, vividly remembers September 29,
the day the news broke. Chicago authorities phoned
the company with news of the incident, and at that
moment, Perkins says, “the world changed” and
McNeil and J&J went into overdrive.

“It was a massive corporate effort from the chairman
to the folks in PR to people in security and  marketing
and sales, and other J&J divisions – everybody had a
hand in responding to what was a really tragic and ter-
rifying event,” says Perkins, who today is worldwide
chairman of J&J’s Consumer Pharmaceuticals
and Nutritionals Group.

Some 31 million bottles of
Tylenol, worth $100 million,
were recalled. J&J sent
500,000 letters outlining
the situation to physi-
cians, hospitals and
Tylenol distributors,
and set up a toll-
free hotline for con-
sumers.

Pundits had a
field day, predict-
ing that the Tylenol
brand would never
recover. Perkins still
has a copy of a quote
from one advertising
executive who opined
that consumers would
never again see “the name
Tylenol in any form. I don’t
think they can ever sell another
product under that name.”

Eventually, a massive investigation
revealed that the capsules had been sabotaged outside
the manufacturing process, though no arrests were
ever made.
R  2 0 0 0 . R E U N I O N
mentThe brand, of course, did recover, and J&J and its
then-chairman, James Burke, were widely lauded for
their immediate response to the crisis. J&J also devel-
oped tamper-resistant packaging, now broadly used 
by food and drug product manufacturers, as a result 
of the incident.

And Perkins learned volumes about corporate
responsibility by observing his employer’s reaction 
and response to the case. He cites the company’s long-
standing credo, which puts the well-being of customers
first, followed by employees and the communities J&J
serves, as the compass of the Tylenol incident.

“Working for J&J, you don’t walk around reading 
the credo every day, but you do try to live it every day,”
Perkins says. “I’m convinced that the Tylenol brand
and our reputation are better now than before the inci-
dent because of the way this case was handled. We
tried to do the right thing and the public and the press
recognized that.”

Since those early, pivotal days of his career, Perkins
has steadily risen through J&J’s ranks. He was appoint-
ed to McNeil’s management board in 1989 and promot-
ed to vice president of marketing in 1991 and has man-
aged brands including Motrin, Imodium and Lactaid
over the years.

In 1993, he was named president of J&J’s Personal
Products North America division. He rejoined McNeil in
1994 as president and was promoted to company group

chairman of Consumer Pharmaceuticals Worldwide
in January 1999. In September of that year, he

was named to his current post as well as 
to a seat on the J&J executive committee.

Perkins spends virtually all of 
his free time with his wife, Lois, 

and sons, D.J., 15, and Michael, 11,
at their home at the New Jersey
shore, where he likes to take his
kayak out into the ocean and
“get tossed around.” He also
enjoys coaching his younger
son’s baseball team and juggles
a heavy overseas travel sched-
ule. “Our over-the-counter and

nutritionals business is dominat-
ed by North America, but we have

fairly ambitious goals in Latin
America, Europe and Asia,” he says.

Since the Tylenol scare, Perkins
has visited Wharton and other business

schools to lead student discussions on the
ethical dilemmas that arise when marketing

products. “I’m always amazed at the students’
response,” he says. “They come in sleepy in the morn-
ing and within five minutes they’re energized, and I’m
surprised how little clock-watching there is.” ◆



Venues included alumni/faculty

exchanges on managed care, “shop talk”

workshops on entrepreneurial issues and

faculty presentations on topics including

“Keeping Your E-Customers Coming Back”

and “Are Stocks Still a Buy?” There was

also a town meeting with Penn president

Judith Rodin and Wharton Dean Patrick

Harker.

On Saturday night, the Wharton

Annual Fund’s reunion class gift volun-

teers were honored during a cocktail

reception at The Union League of

Philadelphia. 
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Carol Riggins James, WG’75, grew up in a company
town – the company was IBM Corp., the town
Poughkeepsie, N.Y. – and her family was a company
family. 

Her mother worked at IBM during World War II.
Her father, Edward Riggins, joined the company 
as a systems engineer after he was discharged 
from the Army.

IBM loomed large throughout James’ teen and
young-adult years, thanks to her father. While other
students at Ladycliff College, where James earned a
BA in mathematics, received the usual letters from
home, James did not. “My father sent descriptions of
new systems at IBM and used words like ‘nanosec-
ond’ and ‘gigabyte’ and ‘megabyte,’” she recalls with
a laugh. “Instead of ‘Hi, honey, how are you?’ I was
getting specs on systems. My friends thought I was
an oddball.”

It came as little surprise, then, when James landed
a job at IBM after graduating from Ladycliff. James
worked in software development at IBM from 1969 to
1972, then left the company to earn an MS in comput-
er science and engineering from Penn’s Moore School
of Electrical Engineering. She fully intended to rejoin
her dad at IBM, but her prescribed path took a twist. 

After also earning an MBA from Wharton, she
decided to break tradition and take a
post at Exxon Corp., where she
was a senior petroleum 
analyst for nine years.
“Wharton prepared me
from a business stand-
point and gave me
total credibility, but
I had to prove
myself,” she says.

Initially her
father was dis-
mayed with her
decision, but had
a change of heart.
Says James: “He
told me there was
some history of his
family being connect-
ed with Standard Oil,
the precursor to Exxon.”

As James’ career
evolved, her father’s interest
in her work continued to encour-
age her. One of just a handful of
women at the Moore and Wharton schools, James was
also largely surrounded by male colleagues at Exxon.
She says humor was a key to overcoming any poten-
tial gender friction.

“In the early part of my career at Exxon, I partici-
pated in a high-level conference where executives
R  2 0 0 0 . R E U N I O N  
ughtefrom all over the world came together,” James recalls.
“There were discussions, we were making decisions,
and then we took a break. I was the only one who
went to the ladies’ room. Everybody came back and
we seemed to pick up further ahead than where we
had left off. I raised my hand and asked about these
new issues, but was told, ‘We’re very sorry, Carol. We
talked about these things in the men’s room.’ I said,
‘Well, I know where I have to go if I want to find
things out.’ That broke the ice, and I ended up having
lots of mentors.”

James left Exxon in 1986 to become vice president
at S.N. Phelps & Co. of Greenwich, Conn., where she
was an investment banker for mergers and acquisi-
tions and recapitalizations. In 1993, she joined
Artemis Capital Group in New York, an investment
bank and financial services firm founded by six
women, and served as senior vice president and 
chief financial officer.

Since 1998, James has been vice president and
senior private banker at PNC Advisors in Greenwich, 
a financial management unit of PNC Bank Corp.,
where she heads relationship management and new-
business development. She also manages the expan-
sion in the New York area of a PNC initiative called
the Women’s Financial Services Network. Launched 

as a pilot program in Philadelphia in 1995, the
network caters to the financial needs of

women executives and professionals,
women business owners, women of

wealth, and women facing signifi-
cant life changes such as divorce 

or widowhood.
James’ interest in women’s

issues extends beyond the
workplace. The longtime
Greenwich resident, who has
two children (William, 19, 
and Lizzy, 15) and is married 
to William James, also WG’75,
involves herself in a host of
charitable, faith-based and

community organizations. They
include Girls Inc., which spon-

sors educational programs and
other activities for girls 7 to 18.

“That’s my own personal cru-
sade,” James says. “It’s my feeling 

that women –- whether they be seven or 
12 or 50 or 80 –- should understand that they

have capabilities.”
When her father died last September, it “was a

huge blow to me,” James says. “The two times during
my career that he took pause was when I decided not
to go to IBM out of business school, and then when I
went to PNC. But ultimately I think he appreciated
why I opened another chapter in my life.” ◆
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 InHow many people, even among Wharton alumni, can
say they have won marketing awards, helped a com-
pany grow its profits by 50 percent in six months,
founded a consulting firm, and delivered a baby?

Few would argue that David Zlotowski, M.D.,
WG’85, has had anything but a conventional career.

After working 10 years in marketing, most of them
in brand management at Kraft General Foods,
Zlotowski made a life-changing career shift in
1994 when he enrolled in the Medical
College of Pennsylvania-Hahnemann
Hospital. He graduated summa cum
laude in June 1999 and became a resi-
dent physician at Montgomery
Hospital Medical Center in
Norristown, Pa.

“I’d like to tell you it was part
“of a grand plan, but it wasn’t,”
he says, noting that he entered

college at 16 and was only 17 
when he came to Penn as a 
sophomore. “I took the path of
least resistance, which people do
at times when they’re young and
immature.”

Zlotowski, 40, earned a BA in
English from Penn and took a job as
an assistant manager of a suburban
Philadelphia cable TV company. Though
he enjoyed the post, he realized he needed
some formal business training and decided to
return to Penn as a Wharton student.

After receiving his MBA in 1985, Zlotowski joined
General Foods Corp. in White Plains, N.Y., as a busi-
ness analyst, overseeing one of the company’s frozen
foods businesses. [General Foods was later acquired
by Philip Morris Cos., and merged with Kraft to form
Kraft General Foods].

“I had gone to work for General Foods in a finan-
cial capacity, but realized it was a consumer products
company and the leadership positions were mar-
keters, not financiers,” Zlotowski says. “I bucked 
for, and was able to make a transition to, brand 
management.”

Zlotowski was named business analysis supervi-
sor for General Foods’ packaged desserts unit in
1986, and went on to hold senior positions there. He
created and launched, on a regional basis, Kool-Aid
Kool-Pops, beating volume and profit goals by 50 per-
cent. Over the years, he continued to rise through the
ranks of brand management, working on such house-
hold names as Jell-O, Sealtest and Kool-Aid. In 1991,
Zlotowski returned to Philadelphia to become product
manager for Breyers Frozen Desserts, then decided to
take a post at Wayne Pa.-based CONFAB Co., the
world’s largest manufacturer of private-label feminine
sanitary and adult incontinence products. In the six
months he was there, he grew CONFAB’s volume by
40 percent and profits by 50 percent through the
launch of two product segments.

But despite his successful career in brand man-
agement, Zlotowski found himself distracted by his
long-time interest in medicine. In 1994, he finally
decided to take the leap: he left CONFAB to enroll in

some required pre-med courses at
West Chester University, then

set off for medical school.
Zlotowski calls

himself “a standard-
issue, family-practice

intern, which means
for 80 hours a
week I do soup 
to nuts -– from
delivering
babies to taking
care of critically
ill patients.” 
He relishes the
“emotional 

connection” 
he makes with

patients. “People
will share things

with you that they
don’t share with anyone

else in their lives. To me 
it’s the most satisfying part of

medicine,” says Zlotowski.
But like an increasing number of physicians,

Zlotowski worries about managed care’s influence on
his practice. “Many doctors are frustrated that the doc-
tor-patient relationship is being torn asunder. Although
I did not [become a doctor] to maximize my income, my
fear is it’s not possible to make an adequate income
without providing substandard patient care. 

So, Zlotowski is once again mulling career
options, with an eye toward areas that would allow
him to merge his consumer products and medical
backgrounds. Pharmaceuticals are one possibility, 
he says, as is consulting. At least Zlotowski never left
the business world entirely: in 1994, he started Alpha
Zed Group, a consulting firm specializing in business
planning and marketing services for small compa-
nies. Work aside, he and his wife Eileen, an occupa-
tional therapist, and daughters Anna, 8, and Lila, 4,
enjoy camping, canoeing, hiking, cooking and organic
gardening.  

“I enjoyed medical school, but as an older student
I had eyes and ears more open than those of the aver-
age 22-year-old when it came to the realities of the
marketplace,” he says. “I unfortunately came to real-
ize something that could be said about medicine –-
great profession, but bad career.” ◆
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The MBA Quinquennial 

Reunion Dinners were 

held at the Independence

Seaport Museum (class 

of ’95), The Academy of 

Natural Sciences (class 

of ’90) and The Union 

League of Philadelphia 

(classes of ’50 to ’85) . 
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Jose L. Cuisia, Jr., WG‘70   At the Center of a Dangerous and Heady Revolution 
istoryThe 1980s were tumultuous years in the Philippines,
and Jose L. Cuisia Jr., WG’70, was at the center of the
upheaval.

Benigno Aquino Jr., the main political opponent 
of President Ferdinand Marcos, was assassinated in
1983 when he returned to his native country from exile
in the United States. The killing fueled the growing
opposition to Marcos, and before long Aquino’s wife,
Corazon, a homemaker and political novice, was faced
with a choice.

“I was one of the people who convinced Corazon
Aquino to run against Marcos,” Cuisia (pronounced
KWISH-ah) says in a telephone interview from the
Philippines, where he is president and chief executive
officer of The Philippine American Life and General
Insurance Co. (Philamlife) in Manila. In those days,
Cuisia was a member of the Management Association,
a group of executives that one day held a pivotal
meeting with Aquino.

“We felt she was the only one who could rally all
the opposition groups to unite against
Marcos,” Cuisia, 56, explains. 

Two of Aquino’s strengths
were her sincerity and sim-
plicity, Cuisia says.
“People can see
through people who
pretend, and she had
no pretense. She
was the first to
admit she knew
nothing about 
running a 
country.”

But the 1986
election, called
unexpectedly by
Marcos, didn’t settle
things immediately.
Marcos was declared
the official winner, but
Aquino accused the dictator
of voter fraud. Aquino and
Marcos were both inaugurated by
their supporters, but the pressure on
Marcos became so intense –- he finally lost the 
support of key military officials — that he fled 
the country.

Pressures of other kinds had been mounting for
Cuisia, who at the time was president of a bank. 
“My bosses were very concerned,” he says. “I almost
got fired. I had to tell my principals, ‘If you want me 
to resign, I’m willing to resign right now.’ I was put to
the test and I was willing to lose my job.”
Shortly thereafter, Aquino invited Cuisia to become
administrator of the Philippine Social Security
System. Cuisia agreed to a six-month term, but ended
up staying four years, during which time he instituted
key reforms. Among them: receiving presidential
approval for the system to invest in stocks.

Cuisia yearned to return to the private sector, 
but the president asked him to become governor and
chairman of the Monetary Board Central Bank of the
Philippines. Once again, in February 1990, Cuisia
signed on for public service. It was not an easy job.

“My predecessor had the most difficult responsibil-
ity because he took over during the Marcos years and
Marcos had bankrupted the central bank,” Cuisia
says. “There was capital flight, the bank could not
meet its obligations and neither could the national
government. My predecessor took six years to get
things back on track, but it was still in a sorry state.”

For more than three years, Cuisia oversaw debt
restructuring, the liberalization of foreign-exchange

regulations and the passage of a bill that reorga-
nized the central bank. “The bank today can

effectively manage monetary policy,” he
says. “It couldn’t before.”

Cuisia eventually got his chance
to rejoin the private sector. He was

prohibited from joining any bank 
he had regulated, so in 1993 he
accepted an offer to become pres-
ident and CEO of Philamlife, a
wholly owned subsidiary of New
York-based American
International Group (AIG).

With more than 30 percent
of the market and some 7,000
agents, Philamlife is the largest

and most diversified life insurer
in the Philippines. Cuisia, who is

married and has five daughters,
also serves as vice president for life

insurance at AIG, is a director of sever-
al corporations, and is active in three

educational institutions. He also sits on
Wharton’s Asian Executive Advisory Board.  

Since joining Philamlife, the company’s revenue
and income have grown sharply. Cuisia, whose nick-
name is Joey, intends to expand the business even
more by targeting potential customers at home as 
well as the millions of Filipinos living abroad.

Though significant, the challenges Cuisia faces
today pale in comparison to those of the heady and
dangerous 1980s. “I’m very glad I was part of this
movement, this bloodless revolution against Marcos,”
he says. “In those fateful days we didn’t know if we
would be alive the next day.” ◆
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A Pioneer in Online Recruiting Hangs Tough as Competitors Multiply
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uel WFive years ago, all Jeff Hyman wanted was a job with 
a small, forward-thinking technology company. But
Hyman, W’90, who was just finishing his MBA at
Northwestern’s Kellogg School, was disappointed to
see that none of the 400 or so firms recruiting on cam-
pus fit the bill. 

“Unfortunately, the most dynamic high-tech compa-
nies were West Coast-based and could not afford to
recruit at Midwestern schools,” says Hyman. “I spent
hundreds of dollars and many missed hours of classes
financing my own job search trips.” 

His scrappiness ultimately landed him a job at soft-
ware maker Intuit. And while his job search was ardu-
ous and expensive, it got Hyman thinking that there
must be a better way to connect business school
alumni with firms of all sizes and sorts. About a
year later, he and Lun Yuen, an engineer he
met at Intuit, launched Cruel World (former-
ly Career Central), one of the Internet’s
first online recruiting companies. 

“We started in 1996, and while that
isn’t that long ago, in the Internet
space, it’s an eternity.” says Hyman.
Today, the Internet is crammed with
nearly 2,000 recruiting, career and
job sites. Forrester Research pre-
dicts online job/recruiting will rack
up more than a billion dollars in rev-
enue this year. 

All the more reason for Cruel
World’s very recent name change. “We
have a very, very different model than
most online recruiting companies,”
Hyman says. “The vast majority offer an
Internet version of the classifieds: job list-
ings are posted and people can come and look
at those jobs and apply if they are interested. It
was frustrating for us because we have a very differ-
ent business but because we sounded similar, people
lumped us in with the others.” 

Cruel World stockpiles the resumes of job seekers,
who fill out “member profiles” that provide detailed
information on professional experience, education,
salary expectations and other particulars. These mem-
bers pay nothing, and their resumes are not revealed 
to the companies seeking applicants unless they are
interested in a particular job. Employee-seeking com-
panies contract with Cruel World for a peek at this
group. Members are matched with companies via Cruel
World’s proprietary software, sent an e-mail about an
opening, then invited to apply. Client companies are
quaranteed to receive resumes from a minimum of 10
qualified applicants within five days of their request.
Introduction made, Cruel World then steps out of the
matchmaking process. 

Since its 1996 launch, Cruel World has expanded
dramatically and plans an IPO in the near future. 
E R  2 0 0 0 . R E U N I O N
orld(In April, the company filed its S-1 statement with the
SEC). More than 200,000 job seekers have registered
with the site, which has recruited employees for about
1,000 client companies. Revenues for 1999 were $4.4
million, up from about $2 million in 1998, according 
to the company’s SEC filing. And though it originally
focused on connecting MBAs with jobs, the company
now offers recruiting services for a host of fields,
including software developers and marketing profes-
sionals. Cruel World has 100 employees and plans to
move into a tony new office, complete with coffee bar,
this summer. 

In all, the company has raised $35 million in ven-
ture capital funding, a far cry from the

site’s pre-launch days when the
idea was rejected by about

150 venture capital firms.
“It was incredible,”

Hyman says of that
time. “I can take

some rejection,
but if you get 150
very smart peo-
ple telling you
that this idea is
interesting, but
not for us, you
start to wonder
whether it’s just

not a good idea.
There were some

very dark days
when you don’t 

want to get out of
bed.” A fluke meeting

with Softbank Ventures at
the suggestion of an Intuit

colleague finally led to the com-
pany’s initial $500,000 in seed capital. 

Signing on major business schools at the outset
was another early key to launching the business.
Wharton, Harvard and Kellogg were the first three
schools to agree to promote the site to graduating
MBAs, and without them, Hyman says, the business
would have likely flopped. “Their commitment enabled
the company to get its initial VC money,” he says.
Today, nearly every major business school offers the
site as a resource to its graduates. 

Managing and retaining smart, driven, creative 
people has been his toughest management challenge
by far, says Hyman, a Jazz and Blues devotee who 
has been known to fly to Philadelphia just to stop at
Abner’s Cheesesteaks. “Some of these people get an
offer a week and you can’t simply retain them with
money because if they stay just for money, they’re 
staying for the wrong reasons.” ◆
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Joe Battipaglia was in the hot seat. It was October of 1997, at
the height of the Asian financial crisis, and Battipaglia was one
of three experts being interviewed on the Larry King Live show
about the U.S. stock market’s related nosedive. 

The trio discussed the market’s recent gyrations at length.
But as the show came to a close, Larry King turned his atten-
tion to Battipaglia, WG’78. “He said ‘Joe, we only have a cou-
ple of minutes. What’s going to happen tomorrow?’ ”
Battipaglia recalled. “I said, ‘Larry, I think the market goes
down 100 points or so in the first hour and then there’s going
to be a rally.’ ” King then asked Michael Metz, an analyst from
Oppenheimer, the same question. Metz strongly disagreed
with Battipaglia, saying the recent volatility signaled the end
of the bull market. The third expert, the head of the banking
committee, declined to offer an opinion, claiming he did not
want to influence the markets.

Battipaglia didn’t give the interview much thought on his
way home that night – television interviews, after all, have
become routine for the chairman of investment policy for
Gruntal & Co.  But when he arrived home, his wife Maryann
was clearly nervous. “Now, she usually doesn’t get nervous
about the markets and what I do,” Battipaglia says. “So I
pressed her a little about what was wrong. She said, ‘Well, the
president of Gruntal called.’ ” Battipaglia asked her if he had
seen the Larry King show. “Yes, he saw it,” she said. “And he
said you better be right.” 

SmartA‘Kid From Queens,’
JoeBattipaglia and

Life as One of Wall Street's 
Best-Known Bulls

Street

When Battipaglia arrived in New York the next day the

canyons of Wall Street were lined with reporters hungry for pre-
dictions from Battipaglia and other Wall Street strategists. Bat-
tipaglia did a few more interviews on the street, maintaining
his upbeat view.

And as if on cue, the market dipped then rallied that day.
“It worked out that the bullish case and buying on that dip was
the right answer,” he says. “Those are the times, as a strategist,
that you really make a difference – when the call is ever so crit-
ical. That’s what people remember.” 

Battipaglia, 44, says he never worried, despite the call from
his boss, his somewhat shaken wife and swarms of reporters lin-
ing Wall Street’s sidewalks. “I sleep very well at night,” he says.
“There’s a fundamental belief that the U.S. economy is on a
significant growth trajectory and that investors will do the
rational thing and are smarter than Wall Street gives them
credit for. Bear markets tend to be short lived. Thus, you have
to look for the seeds of the next bear market, and if you don’t
see them, you stay fully invested. If you’re in the midst of a bear
market, more than likely you can ride it out in a positive way.
With that as a fundamental backdrop, I rarely get shaken.”

Indeed, Battipaglia seems entirely unflappable. A day spent
trotting behind this giant of a man – he is 6’7” tall – revealed
an evenness uncharacteristic of someone who makes his living
trying to predict the habits of the most inscrutable of creatures:
the financial markets.  
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Wall Street Media Star 

t’s Tuesday, February 29, 2000 at 6 p.m. and the New York
Stock Exchange is stone quiet and empty other than the crew
from CNBC, the financial news network that camps at the
exchange each evening to review the day on Wall Street. 

The largely young, artsy producers and technicians sprawl
on metal chairs, grazing on Oreos and trail mix and waiting for
the broadcast to begin. Battipaglia greets the talent – Ron Insana
and Sue Herera – both already coated in their waxy on-air
makeup, and talks about children, spouses and upcoming vaca-
tion plans. He wanders restlessly around the exchange floor,
eventually finding his way to a tall director’s chair where he too
is swathed in stage make-up by a black-clad make-up artist.

It’s been a sizzling day on the NASDAQ, which topped
5,000 for the first time in early day trading, and Battipaglia
has fielded calls from reporters and producers all day. He wades
between the tangle of wires and cameras and sits next to Insana.
A production assistant clips a tiny microphone inside his jack-
et and the countdown to airtime begins. 

ix weeks later, during the second week of April, all three major
market measures suffered their worst point drops ever, wiping
out $950 billion in a single day, just shy of Brazil’s $1 trillion
gross domestic product. 

On Friday, April 14, the Nasdaq Composite Index, led by
Qualcomm Inc. and Intel Corp., fell 355.49 points. The 9.67
percent drop was the Nasdaq’s second worst, just behind the
11 percent free fall on Oct. 19, 1987 and capping the worst
week in the much-watched index’s 29-year history. 

In a lineup of interviews from the Today show to CNBC,
Battipaglia was once again called upon to dissect the market free
fall, and to calm investors’ rapidly rising fears. 

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
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“Our view is still the same,” he said during in an interview
immediately following the market plunge. “What we have just
witnessed is a fast, deep, sharp correction of one third of the
value of the Nasdaq and 12 percent of the value of the S&P
500. But we are still in a bull market. We are looking for four
percent growth on the economy and 14.5 percent growth in
S&P earnings, a 30 percent growth in Nasdaq earnings, a sit-
uation where inflation stays below 2.5 percent for the year, and
the Federal Reserve, which has already engineered five rate
increases, adds one more, and that will be it. We will roll into
the election in an environment where stocks will outperform
money funds for the balance of the year, and we are not chang-
ing any of our targets or our asset allocations.” 

Battipaglia isn’t exactly a household name, but his near-con-
stant presence in the media has made him a personality of sorts.
An April Business Week story that took a somewhat disparag-
ing view of Wall Street and the media’s role in hyping the
stock market cited his number of television appearances - 238
within the past year - second only to influential Goldman
Sachs economist Abby Joseph Cohen’s 259. Television, the
article said, is fueling a trend toward media-savvy “celebrity”
analysts and strategists who tend toward overly rosy views of
the market and have the power to move markets, sometimes
dramatically. 

Battipaglia seemed undisturbed when asked about the arti-
cle. “The people who have the most media hits are the people
who work for full-service brokerage firms – people like myself
and Abby Joseph Cohen at Goldman Sachs. Our job is to pro-
vide advice and guidance to clients on a regular basis. It’s not
inconsistent with a full-service environment to see analysts
with this kind of public profile,” he says. 

He acknowledges, though, that few analysts today take a
publicly critical view of a company, and that out and out “sell”
calls have become a rarity. “I sell all the time, so I can take
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myself out of this one,” he says. “But there is a bias, there’s no
question about it, in the analytical community against selling
equities. There shouldn’t be, but that’s the way it is.”  

Battipaglia says that while it’s true he’s one of Wall Street’s
best known bulls, that bullishness simply reflects a funda-
mental long-term view of investing, not a desire to boost mar-
kets. “We at Gruntal stayed pretty much committed to a bullish
case throughout the decade of the ‘80s and into the ‘90s, and
it has served our investors very well,” he says. “There are as
many ways to trade the stock market as there are stocks to buy:
momentum, technically, short-term, long-term. But I have
always approached this from a long-term point of view that is
fundamentally driven, and the key inputs are the level of eco-
nomic activity, domestically and internationally; the relative
stability or instability of price levels in the real economy; con-
fidence as measured by consumerism; voter habits and investor
preference. Looking at those measures are what compel our
forecasts for the next 12 months.” 

Battipaglia got his start on the media trail in the early 1980s
when a business news start-up called Financial News Network
called one day looking for a market expert. “Abby Cohen just
wasn’t physically there all the time,” he says. “But I was. We
didn’t have a big institutional practice so I wasn’t running
around the country.” Battipaglia, the media found, was a good
interview: he summarized quickly, used colorful, simple lan-
guage and exuded calm. This steady, down-to-earth persona,
says Wharton classmate and former roommate Michael Gilson,
is signature Battipaglia. “I’ve known him for 24 years and he’s
always been the same way,” says Gilson, co-founder of
Advanced Aerospace Inc. of San Luis Obispo, Calif. “What is
unique about Joe is his ability to speak in terms that the aver-
age person can understand.”   

Over the years, cub reporters moved onward and upward
to larger networks, and kept Battipaglia in their rolodexes. “It
evolved. It just evolved,” he says. “And as the market got
stronger and bigger, the public’s attitude about and interest in
business news changed and grew. From my personal perspec-
tive, I knew that if I wanted to truly compete with my peers,
I had to be visible. I knew that I had to stand the test of time
and see whether my work really did hold its own.”

A Kid From Queens 
oe Battipaglia grew up an only child in a small, fourth floor

apartment in Queens, New York. His mother Ann, now 81,
worked at Bloomingdale’s and his father, Joseph, was a crane
operator for the sanitation department of the City of New
York. Joseph Battipaglia Sr. had two dreams: to own his own
home and to make a fortune in the stock market. Ultimately,
he was unsuccessful at both and died in his early 50s. 

Joe Jr. was the first member of his family to go to college,
attending Boston College in the early 1970s and graduating
with a degree in economics. But when he graduated in 1976,
the U.S. was mired in a recession and Battipaglia had few job
prospects. He decided to go to business school, choosing Whar-
ton because it was close to New York where his mother then
lived alone as a recent widow. “As an only child, I needed to
be near home,” he says. “Wharton was the clear choice for me.”

After earning his MBA, Battipaglia bypassed Wall Street and
accepted a job working in the controller’s office at Exxon in
Manhattan. After four years and with his interest in moving
into Exxon’s marketing department stymied, he decided to
become an analyst at Elkins & Co., one of the three remain-
ing large brokerages in Philadelphia. Battipaglia had married
in 1980 and he and wife Maryann were drawn to the Philadel-
phia area as a safe haven to raise a family. 

But Battipaglia began his new job during a brutal bear mar-
ket. Elkins was short on funds, and relations between its part-
ners were strained. By 1982, the principals decided to sell the
company to what was then Bache, which was also in the midst
of being acquired by Prudential. “So it was truly a big fish swal-
lowing a smaller fish gobbling a small fish,” Battipaglia says.
“And so within a year and a half of taking this new job, every-
thing had changed.” 

One day, the Prudential management team charged with
assimilating Elkins literally walked through the office and asked
each employee what their job was. “If you were a salesman, you
were OK, if you were anything else, you probably weren’t going
to make it,” Battipaglia recalls. Battipaglia hung toward the
back of the office, observing the goings-on from a distance. By
the time the team finally reached him and asked, “So what do
you do here,” Battipaglia told them, “Anything you want.” 

He was given a choice: interview in New York for a possi-
ble job, or become a salesman in Philadelphia. Battipaglia
chose the latter. “That was a very good year for me, because I
got to see how the brokerage business works on the firing line,
where investors make decisions,” he says. “But for someone
who had never worked in sales it was daunting because the
structure is transaction-oriented and so the pressure was to

"From my personal
perspective, I knew

that if I wanted to truly
compete with my peers,

I had to be visible."
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All numbers are area code 215.

Address Update

Moving to a new location? Changing jobs?  
Notify Alumni Affairs at: 898.8478 phone, 898.2695 fax, 
e-mail: alumni.affairs@wharton.upenn.edu

Lifelong E-Mail

Lifelong E-Mail address is a single electronic mail address you
can use throughout your career, even as you change jobs or
open new e-mail accounts in the future.  All mail sent to this
address will be forwarded to your chosen e-mail address.  
No information is stored on a Wharton System.  To register
online for a Lifelong E-Mail address, visit the Alumni Affairs
Web site at <admin2.wharton.upenn.edu/llemail/>

Career Services

Interested in making a career change or researching other job
opportunities in your industry?  MBA Career Management
offers several ways to assist you.  Contact them at 898.4383 
or visit their Web page at <www.cdp.wharton.upenn.edu>

For information on undergraduate alumni career resources, 
call 898.3208.  Web: <www.upenn.edu/careerservices>

Clubs

Network with alumni in your area and take advantage of
opportunities to attend speaker events, seminars and club
programs.  A complete listing of clubs appears in the 
Wharton Alumni Magazine.  Contacts and a calendar of
events can be found on our alumni home page at 
<www.wharton.upenn.edu/alumni>

Fundraising/Development

Support Wharton’s future by making a gift to The Wharton 
Fund.  Get more involved by encouraging your Wharton 
friends to do the same, or to offer the School marketing 
support.  Call 898.7868 or e-mail The Wharton Fund at
waf@wharton.upenn.edu

Those interested in planned giving, call Greg Wolcott, 
director of gift planning, at 1.800.400.2948 or e-mail:  
wolcottg@wharton.upenn.edu

Executive Education

Build on your success by checking out courses offered by the
Aresty Institute of Executive Education.  For information on all 
programs, call 898.4560.  E-mail: execed@wharton.upenn.edu
Web: <www.wharton.upenn.edu/execed>

Admissions

For undergraduate admissions information, call 898.7507 
or e-mail: Info@admissions.ugao.upenn.edu or contact our 
Web site at <www.upenn. edu/admissions>  

Children of alumni can get on campus interviews by 
contacting the Alumni Council at 898.6888.

For MBA admissions information, call 898.3430 or e-mail 
to mba.admissions@wharton.upenn.edu.  Webpage at
<www.wharton.upenn.edu/mba>

For PhD admissions information, call 898.4877 or visit the
Web page at <www.wharton.upenn.edu/doctoral>

Wharton Admit Network

Get involved in the admissions process and interview 
prospective students worldwide.  Young alumni volunteers
should contact MBA admissions at 898.3430.

Library Services

Access the wealth of resources that Lippincott Library 
provides for alumni.  Check out the Library’s homepage at
<www.library.upenn.edu/lippincott> or contact the circulation 
department at 898.7566.

University Bookstore

Wharton is everywhere – on pens, sweatshirts, T-shirts, 
key rings and more.  To order Wharton insignia products, 
call 898.7595, or browse through the mail order catalog 
featured at <www.upenn.edu/bookstore>
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Sociedad Industrial Dominicana, C. por A.
Ave. Maximo Gomez 182, Santo Domingo
Dominican Republic
B: 809-565-2151

ECUADOR (GUAYAQUIL):  
Humberto X. Mata, WG’97
Director, Fuerza Ecuador
Luis Urdaneta 212, P.O. Box 09-01-4848
Guayaquil, Ecuador
B: 011-593-4-564-268
F: 011-593-4-566-291
E-mail:  hmata@ecua.net.ec

ECUADOR (Quito):  
Richard H. Moss, WG’87
MACOSA S.A.
Alpallana 296 y Almagro, Quito, Ecuador
B: 593-2-564-444,  F: 593-2-565-448
E-mail: rickmoss@macosa.com.ec

EGYPT:  Aladdin Saba, WG’86
Hermes Fund Management
65, Gameat El Dowal El Arabia
Mohandissen - Giza - Egypt
B: 20-2-336-5960,  F: 20-2-336-5589
E-mail:  asaba@hermes.efg-hermes.com

EL SALVADOR:  
Ernesto Sol Meza, WG’61
Embotelladora Tropical, S.A.
AP. Postal 2014, San Salvador
El Salvador
B: 503-2-71-6001,  F: 503-2-22-7346

FINLAND:  Patrik Sallner
McKinsey & Company
79, Avenue des Champs-Elysees
75008 Paris, France
B: 33 1 4069 1312,  F: 33 1 4069 9393

FRANCE:  Bruno Lannes, WG’82
Bain & Company
21 Boulevard de La Madeleine
75001 Paris, United Kingdom
B: 33 1 44 55 75 83, F: 33 1 44 55 76 00
E-mail: bruno.lannes@bain.com
or:  fbalsan@fbclink.com

GERMANY/AUSTRIA:  
Wolfram Nolte, WG’77
CKAG Colonia Konzern AG
Gereonsdriesch 9-11, 50670 Cologne 
Germany
B: 49-221-1483-2668,  F: 49-221-1483-2010

GREECE:  
Christian C. Hadjiminas, WG’83
European Finance Associates, Ltd.
7 Stratigi Street, 154 51 N. Psychico
Athens, Greece
B: 30-1-672-8610,  F: 30-1-672-8624

HONG KONG:  
Mr. Joseph W. Ferrigno, W’67
President and Chief Executive Officer
Prudential Asia Infrastructure Investors
(HK) Ltd., Alexandra House, 33nd Floor
18 Chater Road, Hong Kong
B: 852-2844-1015,  F: 852-2521-9815
E-mail:  joseph.ferrigno@prudential.com
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INDIA:  Atul Bansal, WG’86
Tata Financial Services
Bombay House, 24 Homi Mody Street
Mumbai  400 001 , India
B: 91-22-204-9131, Ext. 7350
F: 91-22-204-6690
E-mail:  abansal@tata.com

ISRAEL:  Shai Braverman, W’93
Tidhar Construction & Development Ltd
140 Wingate Street, Herzliya Pituach
46752, Israel
B: 972-9-9586-610
F: 972-9-9574-615
E-mail: shai_b@netvision.net.il

ITALY:  Paolo Alberoni, WG’92
Schroder Direct Investment Group
7 Via Borgogna, Milan, Italy
Or Via Zurigo 41 Lugano Switzerland
B: 39-0-2-86-55-09
F: 39-0-2-76-01-87-47
E-mail: wharton.italy@alberoni.inet.it
E-mail: paolo.alberoni@alberoni.it

JAPAN:  Keisuke Muratsu, WG’75
Activity International, Inc
3-3-2 Minami Azabu , Minato-ku
Tokyo 106, Japan
B: 81-3-3456-4141,  F: 81-3-3456-4382
E-mail:  shimanuk@mxc.mesh.ne.jp 

KOREA:  Jwa-Jeen Choi, WG’80
STC Corporation
32 2 Ka Mullae-Dong, Youngdeungpo-Ku
Seoul 150-093, Korea
B: 82-2-675-0607,  F: 82-2-672-4437
E-mail: jjchoi@suttong.co.kr

MALAYSIA:  Donald Lim, W’86
Hotel Equatorial, Jalan Sultan Ismail
50250 Kuala Lumpur, Malaysia
B: 60-3-261-7777,  F: 60-3-261-9020
E-mail:  donlim@kul.equatorial.com

MEXICO (Mexico City):  
Antonio Carrillo, WG’93
Carriera Tualnepanila, Cuauttilan 9756
Mexico City 54900, Mexico
B: 52-5-918-1741,  F: 52-5-918-0164

MEXICO (Monterrey):  
Everardo Garcia, WG’82
Rio de la Plata 106 Ote.
Col. Del Valle, Garza Garcia, N.L. 66220
Mexico
B: 52-8-378-0806
F: 52-8-335-6781 or 335-4811

NETHERLANDS:  
Sjoerd Sieburgh-Sjoerdsma, WG ‘95
Nuon, Business Development
Nieuwe Koekoekstraat 5
Utrecht 3514EA, Netherlands
B/F: 31 30 272 4777
E-mail:  sieburgh_sjoerd@hotmail.com

NICARAGUA:  Duilio J. Baltodano, W’70
Comercial Internacional Agricola, S.A.
Aptdo. Postal No. 736, Km. 61/2 Carretera
Norte, Managua, Nicaragua
B: 505-2-249-0049,  F: 505-2-249-2090

NORWAY:  Tore Borthen, WG’88
Analytica Investment Management AS
Kolderups Vei 6B, N-0587 Oslo, Norway
B: 47-22-090-735,  F: 47-22-090-736
E-mail: tore@analytica.no

PAKISTAN:  
Ahsan Iqbal Chaudhary, WG’86
4 Faxlia Colony, Ferozepur Road
Lahore 54600, Pakistan

PEOPLE’S REPUBLIC OF CHINA:
Professor Wang XI (Ethan Wang),
WG’47
Vice President , Shanghai Representative
Office, General Reinsurance Corporation
Room 1803A, 18F, China Merchants Tower
66 Lujiazui Road, Shanghai 200120
Peoples Republic of China 
B: 86-21-5876-1122, F: 86-21-5878-4018
E-mail:  xwang@genre.co

PHILIPPINES:  
Manuel V. Pangilinan, WG’68
President & Chief Executive Officer
Philippine Long Distance Telephone
Company, 7/F, Ramon Cojuangco Building
Makati Avenue, Makati City, Philippines
B: 63-2-816-8883,  F: 63-2-818-6800
Assistant:  Janet

PORTUGAL:  
Eduardo Fernandez-Espinar, WG’88
SOCI SA, Rua José Estavao, 87-4
1100 Lisbon, Portugal
B: 351-1-311-3503,  F: 351-1-353-9870

REPUBLIC OF CHINA
Harvey Chang, WG’77
Taiwan Semiconductor Mfg Co., Ltd.
No 121 Park Ave III
Sci Based Industrial Park
Hsin-Chu, Taiwan, Republic of China
B: 886-3-578-0466 ext. 2075
F: 886-3-578-3096

RUSSIA:  Benjamin Wilkening, WG’93
AIG-Brunswick Capital Management
AIG 612, 208 East 51st Street, Suite 295
New York, NY 10022
B: 7-095-961-0243,  M:7-095-790-6699
F: 7-095-961-2001
E-mail:  wharton-russia@egroups.com

SAUDI ARABIA:  Hassan Yamani, WG’83
Tamlik Limited
P.O. Box 30641, Jeddah 21487
Saudi Arabia
B: 966-2-651-5100,  F: 966-2-651-1343

SINGAPORE:  James Sim, WG’94
Egon Zehnder International Pte. Ltd.
#17-01/02, 6 Battery Road
Singapore 049909
B: 65-225-0355 ,  F: 65-225-0352
E-mail:  jamessim@ezi.com.sg

SPAIN:  Carlos Trascasa, WG’88
Boston Consulting Group
Alcala 95-5, Planta 1
28009 Madrid, Spain
B: 34-91-520-6100,  F: 34-91-520-6222
E-mail:  trascasa.carlos@bcg.com

SWEDEN:  
Lennart J. A. Engstrom, WG’85
JAB Industrivarden
P.O. Box 5403, 1184 Stockholm, Sweden
B: 46-8-666-6400,  F: 46-8-661-4628

SWITZERLAND:  
Christophe Orly, WG’92 
CFA & Vice President, Lombard Odier &
Cie, 11, rue de la Corraterie
1204 Geneva, Switzerland
B: 4122 709 21 76,  F: 4122 709 34 02
E-mail:  Orly@smile.ch

THAILAND:  Sukum Navapan, WG’51
Siam Commercial Bank pcl.
9 Rutchadapisek Road, Ladyao, Jatujak
Thailand
B: 66-2-544-1212,  F: 66-2-937-7712

TURKEY:  Mesut Ellialtioglu, W’93
EVP, Asset Management
Kent Securities, Inc., 1 Kisim B. 14 Atakoy
Istanbul 34710, Turkey
B: 90 212 559 0891, F: 90-532 365 9603
E-mail:  mellialti@superonline.com

UKRAINE:  Geoffrey Berlin, WG’88
Privatization Partners, Ltd
Suite 6/1, 30 B Khmelnitskovo Street
Kiev 252030, Ukraine
B & F: 38-044-224-2123
E-mail: gberlin1@aol.com

UNITED KINGDOM
Stephen F. Pirozzi, WG ’99
Associate, Enron Europe Ltd.
Enron House, 40 Grosvenor Place
London SW1X 7EN
B: 44 207 783 7008
E-mail:  Stephen.Pirozzi@enron.com

URUGUAY:  Fabian Mendy, WG’92
PriceWaterhouseCoopers
Cerrito 461, Piso 1 , Codigo Postal 11000
Casilla de Correo 73, Montevideo,
Uruguay
B: 598-2-916-04-63,  F: 598-2-916-06-05
E-mail:  fabian.mendy@uy.pwcglobal.com

VENEZUELA:  
Francisco Neri Plazola, WEV ‘83
Torre Humboldt, Av. Rio Caura
Piso 4, Ofic. 04-01, Prados del Este.
Caracas 1080, Venezuela
B: 582-9752293,  F: 582-9750529
E-mail:  fnerip@ven.net

VIETNAM:  Sesto E. Vecchi, Esq, W’58
Russin & Vecchi, LLP, OSIC Building 15/F
8 Nguyen Hue Blvd, Q1, Ho Chi Minh City
Vietnam
B: 84-8-824-3026,  F: 84-8-824-3113
E-mail: rusvec@hcm.vnn.vn 

REGIONAL REPRESENTATIVES

ASIA:  Minako Shimanuki
The Wharton School
Toranomon Kotohira Kaikan, 5 Fl
1-2-8 Toranomon, Minato-ku Tokyo 105
Japan
B: 81-3-3508-4757,  F: 81-3-3592-2606
E-mail:  shimanuk@mxc.mesh.ne.jp

GREATER CHINA:  Injay W. Tai, WG’79 
The Wharton School
SMEC Media & Entertainment Corporation
12F-1, 100, Sec. 2, Roosevelt Road
Taipei, Taiwan R.O.C.
B: 886-2-2369-0011 Ext. 100
F: 886-2-2369-6780
E-mail:  injaytai@smec.com.tw 

KOREA:  Seung-Mi Jung 
The Wharton School
c/o STC Corporation
32, 3-Ka, Mullae-Dong, Youngdungpo-ku
Seoul 150-093, Korea
B: 82-2-639-2523,  F: 82-2-672-4437
E-mail: smjung@suttong.co.kr

THAILAND:  Weerawat Sridama 
The Wharton School
c/o Siam Commercial Bank Pcl.
9 Ratchadapisek Road, Ladyao, Jatujak
Bangkok 10900, Thailand
B: 66-2-544-1216
F: 66-2-937-7712
E-mail:  weerawat@telecom.scb.co.th

WESTERN UNITED STATES:  
James K. Sokol, WG’95
The Wharton School
425 Market Street, Suite 2200
San Francisco, CA 94104
B:  415-955-2670,  F:  415-955-2672
E-mail:  sokolj@wharton.upenn.edu

Chairman
Rich S. Pirrotta, WG’91
General Manager, e-commerce
Fiera.com, 1770 Bay Road, Miami, FL 33139
B: 305-534-9224 ext. 226, F: 305-534-7828
H: 954-454-4528
E-mail: Rich_Pirrotta@compuserve.com

President
Peter Borchardt, WG’73
President, The Borchardt Group
101 Bay Street, Easton, MD 21601
B: 410-822-9016 , F: 410-822-1478
H: 410-822-5738
E-mail: bgroup@dmv.com

Director
Marguerite A. Harrington, WG’76
Director, Alumni Affairs, The Wharton School
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344 Vance Hall, 3733 Spruce Street
Philadelphia, PA  19104-6360
B: 215-898-8478/1281, F: 215-898-2695
E-mail: harringm@wharton.upenn.edu

Vige Barrie, WG’76, Communications Director, Cox School
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Robert  Z. Bliss, W’82, Managing Member, Windmill Capital,
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eBay Inc., San Jose, CA
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David Feldman, Esq., W’82, Senior Partner, Feldman &
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Matthew Greene, WG’89, Managing Director, Utendahl
Capital Partners, LP, New York, NY

Riccardo Guglielmetti, WG’93, Vice President, Dresdner
Kleinwort Benson, New York, NY

Bruce A. Hauptfuhrer, WG’94, Portfolio Mngr., Zeliff Wallace
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David A. Kaufman, W’92, WG’94, Kaufman’s Wedding
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Chairman Emeritus, Dana Michael, W’82, Principal, Ernst &
Young, New York, NY  

Carlos Niezen, WG’95, Associate, A T Kearney Inc., 
Mexico, Mexico

Alan Schlaifer, Esq., W’65, Principal, Law Offices of Alan N.
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Kleinwort Benson, New York, NY 
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E-Commerce continued from page 15

Street Smart continued from page 29
ing perfect information. Retailers have to respond to what
consumers want. So a company like the Gap, which has
stores all over the place, can now reach customers with its
Banana Republic catalog and a Web site. And I can use all
three channels at my convenience. Eventually, we won’t look
at this as e-tailing and non-e-tailing. It will be just retailing.”

Says Gerrity: “There is no cookie-cutter formula for suc-
cess on the Internet. It’s a matter of meticulous care and a
deep understanding of each product segment. You have to
make the right moves and position yourself correctly. We’re
still at Chapter One, and maybe about to enter Chapter
Two, of a long and fascinating book.”  ◆
GMAT exam: $165

coffee expenses during finals week: $32

celebratory dinner at Le Bec Fin 
after landing dream job: $225

value of your Wharton degree:

priceless

You can make your gift to:
The Wharton Fund 
344 Vance Hall
3733 Spruce Street
Philadelphia PA 19104.6360
or call to use a credit card:  
215.898.7868 
fax 215.898.2695

The Wharton Fund
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open new accounts, bring in assets, create commissions.” 
He enjoyed sales, but found himself doing more analysis

and portfolio management work and realized that while his
new account growth and commission rates were slower, he
managed more assets overall than many of his colleagues. He
joined Gruntal about a year later at the recommendation of a
friend who worked there and described the small Wall Street
firm as entrepreneurial. Gruntal had just bought a Philadel-
phia investment firm and wanted to boost its Philadelphia
presence, and Battipaglia joined the firm as a Philadelphia-
based general analyst. His first buy recommendation was Ma
Bell at $17 a share. He also liked Centocor, a small biotech
firm, at $12 a share, and Wyomissing, Pa.-based VF Corp.,
an apparel manufacturer. “It was those kinds of companies that
I covered. It wasn’t the industry – it was the opportunity that
I saw for the investor.” His son Matthew was born in 1982,
then daughter Christen in 1984. “And here I am in Philadel-
phia, and everything is great.” 

Eventually, though, with his star rising, the firm’s New
York managers asked Battipaglia to come to New York for
what he calls a “fatal, fateful meeting” with Gruntal’s presi-
dent. The upshot: the president asked Battipaglia to work in
Manhattan a few days a week. “After about a month, I was
coming to New York full-time, every day,” he says. 

He has commuted every day from Pennsylvania ever since.
“We love the area, the children were acclimating to the
schools, and given Wall Street’s proclivities, I thought it might
be good to have a connection to both Philadelphia and New
York,” he says.

Battipaglia, who says he’s not a morning person, gets up at
4: 40 a.m., hops a 5:35 train to New York and reaches his
office by 7. Many days he tries to be home by six to eat din-
ner with Maryann, Matthew, 17, Christen, 15 and youngest
son Jeffrey, 11, but often isn’t able. He says his supportive fam-
ily and love of the business make the commuting bearable. But
Battipaglia, a passionate skier, is also a strong believer in tak-
ing vacations and the occasional long weekend to recharge.

“For me, this is a very noble profession,” he says. “Human
nature is such that we are always trying to do better for our-
selves. In an evolved society, your financial health is probably
as important as your personal health. And so here is a busi-
ness that serves that purpose. I have always approached this
as a calling recognizing that it is very humbling because you
can be well intended and have all the resources at your dis-
posal and still come to the wrong conclusions. So if you can
approach the public in a candid way, with humility, then you
can build a business, and that’s what I have looked to do. 

“And everything you hear about the American dream is
true – it’s not a fairy tale. Each generation looks to build on
the successes of the ones that preceded it. I didn’t want for any-
thing as a child – this isn’t a sharecropper’s son story – but I
had very modest beginnings in Queens looking out at the sky-
scrapers of Manhattan and wondering how you get there.” 

As for the future, Battipaglia says he’s not necessarily
interested in becoming CEO of a major brokerage despite
what many might expect. Instead, in ten years or so he’d like
shoot off in an entirely new direction, perhaps traveling the
world and educating other nations about investing and the
financial markets. He takes a typically philosophical view of
such a change: he believes people should simply “leave them-
selves open, and if the opportunity presents itself, then you
step into it.”  ◆ N A N C Y  M O F F I T T
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