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Wharton School Club of Washington, D.C.

Winetasting with D.C. Penn Club

For further information, please contact:
Wharton Club of Washington

Tel: 703.442.8326

E-mail: DCWharton@aol.com

Wharton School Club of Washington, D.C.

Tech Track Breakfast of Wharton and
Harvard Business Schools with John
Sidgmore, vice chairman, MCIl Worldcom
For further information, please contact:
Wharton Club of Washington

Tel: 703.442.8326

E-mail: DCWharton@aol.com

Zweig Executive Speaker Series
Michael Kowalski, president and CEO,
Tiffany & Co.

For further information, please contact:
Kimberly Young

Tel: 215.898.4968

E-mail: kdy@wharton.upenn.edu

Investment Management with

Robert Stansky, portfolio manager,
Fidelity’s Magellan Fund and Julian
Robertson, Tiger Asset Management
For further information, please contact:
Jeff Rottinghaus

Tel: 215.735.4765

E-mail: hermanr@wharton.upenn.edu

Wharton School Club of Washington, D.C.

Reception at Embassy of Bangladesh
For further information, please contact:
Wharton Club of Washington

Tel: 703.442.8326

E-mail: DCWharton@aol.com

Center for Human Resources

Annual Joint Dinner

Research Advisory Group and

Council on Employee Relations

The Inn at Penn, Philadelphia

For further information, please contact:
The Center for Human Resources

Tel: 215.898.5605

Wharton Global Business Forum

with Condoleezza Rice, chief foreign
policy advisor to George W. Bush
Naveen Jain, CEO, Infospace

Bob Soon Sung, president, Samsung
(USA), John Legere, president, Global
Crossing (Asia), Subhash Chandra,
chairman and CEO, ZeeTV, Jayasankar
Shivakumar, country director for
Thailand, World Bank

For further information, please contact:
Anhna Vuong

Tel: 215.898.8834

E-mail: avuong@wharton.upenn.edu

Wharton Executive Education Course
“Decision Models for Management”

For further information, please contact:

Wharton Executive Education

Tel: 1.800.255.3932 (U.S. and Canada) or

215.898.1776 (worldwide)

E-mail: execed@wharton.upenn.edu

Wharton Entrepreneurship Conference
with Anita Roddick, founder,

The Body Shop

For further information, please contact:
Cassandra Santos or Amy Briggs

E-mail: cassands@wharton.upenn.edu or
ambriggs@wharton.upenn.edu

Tel: 215.898.8834

Wharton Finance Club

Bullish on Finance and Wharton
Finance Conference

For further information, please contact:
Kevin Davis or Laura Diehl

E-mail: kndavis@wharton.upenn.edu or
laurad@wharton.upenn.edu

Tel: 215.898.8834

Whitney M. Young, Jr. Memorial
Conference

For further information, please call:
215.898.6180
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New Fellows in
e-Business
Program Offered

Wharton will offer an innov-
ative new program this fall to
prepare senior business exec-
utives to lead effectively and
comfortably in the global
e-business environment.

The Fellows in e-Business
Program is an interdiscipli-
nary program for leaders
focused on creating and
operating an e-business or
transforming established
businesses to an e-business
environment. The program
combines electronically de-
livered education with face-
to-face interaction over two
phases: the first, which takes
place over four months, in-
volves three-and-a-half weeks
of classroom instruction
augmented with a distance
learning component between
sessions. Each week-long
session is held in a different
location around the globe —
Philadelphia, Silicon Valley,
Israel and Europe.

The program is built
on “action learning” princi-
ples, allowing participants
to apply material covered to
group projects with class-
mates, as well as practice new
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approaches via simulations.
Participants can also immedi-
ately apply course materials
through “shadow projects,”
which they conduct with
employees from their own
companies.

Reverse mentoring — in
which participants have the
opportunity to work with
current Wharton MBA and
undergraduate students who
are often closer to new tech-
nological developments — is
another significant element
of the program.

The e-Business Program
is the first offering within
the new Wharton Fellows
Program, a post-MBA expe-
rience designed for business
leaders seeking ongoing
business education in critical
business topics. The e-Busi-
ness Program was created
and will be delivered by more
than 75 Wharton faculty
members and other experts.

“We recognize that the
traditional confines of educa-
tional degree programs and
executive education don't ful-
fill the needs of all executives
as they move through their
careers. Nonetheless, many
of these executives are seek-
ing ways to maintain the
knowledge and skills neces-
sary to lead organizations
in this new economy,” says
dean Patrick T. Harker. “By
implementing this Fellows
Program, we are providing a
level of depth and focus nec-
essary to allow for an indi-
vidual’s transformation but
within a flexible framework
that meets the demands of
a busy executive.”

Jerry Wind, Lauder
Professor of Marketing at

Wharton, will serve as acade-
mic director of the program.
Each session is limited to 50
senior executives who are on
top leadership tracks. Fellows
will be chosen on the basis
of their leadership ability and
potential, management rec-
ommendations and refer-
ences, among other criteria.

Wharton Senior
Wins Wrestling
Championship

It was two weeks after his
last wrestling season before
Brett Matter walked into the
weight room again. “That
was the toughest thing: the
first time | walked in there
without a goal,” says Matter,
who in March was a Whar-
ton senior and had just
become Penn’s first NCAA
wrestling champ in 58 years.
“But now | am here having
accomplished all the goals |
dreamed about and with a
Wharton education to boot.
Well, I have no complaints.”
Matter, the all-time win-
ningest wrestler in Penn his-

MATTER

tory with a 128-14 record,
beat Larry Quisel of Boise
State University 4-2 to win
the 157-pound weight class
championship at the NCAA
tournament in St. Louis.
As a team, Penn finished
ninth, its highest since it fin-
ished eighth in the country
in 1942. That was the last
time that Penn had a nation-
al champ, Richard DiBatista.
“It’s pretty incredible
when you think about how
we've done, placing ahead
of all those Big Ten, those
big Midwestern teams,”
says Matter. “Penn is the
best cross between wrestling
and academics that there is.”
Matter has a legacy both
in wrestling and at Wharton.
His father, Andrew, was a
national champion at Penn
State in 1971 and 1972. His
brother, Clinton, graduated
from Wharton in 1997 after
being the captain of the
wrestling team in both his
junior and senior years.
“Clinton had an incredi-
ble influence on me,” says
Brett Matter. “He was one
of the best leaders I have
ever known. When | was a
freshman, he was a great
presence around here. He is
just a solid, strong person.”
Clinton continues to be
a presence for his younger
brother. When the Wharton
Alumni Magazine talked to
Brett last spring, he planned
to begin an equity research
job with Salomon Smith
Barney in New York, where
he is rooming with Clinton,
a fixed-income researcher at
competitor Morgan Stanley.
They won't, however, be
wrestling.
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“At this point, I'm re-
tired,” says Brett Matter.
“You could go to the
Olympics, but not given my
time commitment on the
job. If I come back and get
an MBA, maybe I can think
about the 2004 Olympics,
but not now.”

Though he started
wrestling in the third grade,
he says his father never pres-
sured him to pursue the sport.
“A lot of people assume that,
but it’s not true. He just want-
ed me to enjoy wrestling,” says
Matter, who was a two-time
New Jersey state champion at
Delran High School. “My
parents made a lot of sacrifices
to send me to Wharton. |
could have easily gotten a full
ride to another school, but
my father was one of the first
people to tell me to come
to Penn.”

Santomero to Lead
Philadelphia Fed

Anthony M.
Santomero,
the Richard K.
Mellon Professor
of Finance, has
been named pres-
ident of the Fed-
eral Reserve Bank
of Philadelphia.
Santomero began
his duties in
July, succeeding Edward G.
Boehne, who retired May 31.
Since 1995, Santomero
had served as director of
Wharton’s Financial Institu-
tions Center. He has also
been a consultant and advi-
sor for leading financial
institutions and regulatory
agencies in the U.S. and

abroad on issues including
risk management, financial
restructuring, credit risk eval-
uation and management, and
regulation. Internationally,
he has served as consultant
to the European Economic
Community and institutions
in Sweden, Japan, New
Zealand, Israel, India, Italy,
Switzerland and Turkey.

Santomero, who has re-
quested a leave of absence
from the school, will retain
his professorship while serv-
ing in his new role.

Since joining the Wharton
faculty in 1972, Santomero
has held numerous academic
and administrative positions,
including deputy dean (1990-
1994); vice dean and director,
Wharton Graduate Division
(1984-1987); co-chairperson,
Finance Department, (1982-
1984); and associate director,
Doctoral Programs (1975-
1977). In addition, he was in-
strumental in developing and
implementing numerous
school initiatives including
landmark curricular changes
in the MBA and undergradu-
ate programs.

Wharton Picked
Number One
(Again)!

For the fourth consecutive
time, Wharton'’s MBA pro-
gram was named the best in
the nation by Business Week
magazine, which released it
biennial rankings just as the
Wharton Alumni Magazine
went to press. Northwestern's
Kellogg School ranked sec-
ond, followed by Harvard,
MIT and Duke. Recruiters

It’s not as if Mark Alarie hadn’t
had a fulfilling life. He’d been on
the cover of Sports Illustrated in
1986 as his Duke University basket-
ball team blitzed to a 37-3 record
before falling to Louisville in the
NCAA finals. The All-Atlantic Coast
Conference forward then spent six
seasons in the National Basketball
Association with the Denver
Nuggets and Washington Bullets.

Following his basketball career,

Alarie came to Wharton and got his

MBA in 1995. He went into institu-
tional sales at Alex Brown covering the Southeast United States

and settled into a comfortable home life in Bethesda, Md., with wife
Rene and newborn Isabella. The cup was looking fuller and fuller.

But there was a little itch that Alarie couldn’t scratch.

A good number of his closest friends and mentors at Duke —
Tommy Amaker, David Henderson, Quin Snyder, Johnny Dawkins
and, of course, his own Duke coach Mike Krzyzewski — were coach-
ing college basketball. “I always kind of dreamed about leading
a team as a coach in Division I college basketball,” said Alarie.

“I thought constantly about what | would do and how | would do it.”

His chance appeared when he read about an assistant basketball
coaching job open at the U.S. Naval Academy. Though he was earn-
ing mid-six figures at Alex Brown, Alarie threw caution to the wind
and applied enthusiastically for the job — which paid in the low five-
figures. By April 1999, it was his.

Alarie commuted 45 miles each way from Bethesda to Annapolis
to help coach Don De Voe lead Navy to a 23-6 record before the team
lost in the Patriot League championship game to Lafayette. Sports
Illustrated featured Alarie in its “Catching Up With...” feature this
winter. By all appearances, Alarie seemed on a clear path to a life far
removed from the business world.

But within a few weeks of the season’s end, Alarie announced his
resignation. In short, he says, he found he didn’t have enough of the
right stuff. “It’s hard to sum up in two sentences or less,” he says.
“College basketball happens to be a very confined environment. Itis
difficult, if not impossible, to be entrepreneurial, to build something
that hasn’t been built before. There is a heavy-handed regulatory
association — the NCAA - and it is very conservative by its nature.

“But all that aside, I think the most difficult hurdle is the fact
that | am a 36-year-old man who has a relatively broad variety of
experiences and | was starting on the lowest rung of the ladder in
coaching,” he says. “It takes a while to work your way up and |
hope | am not being impatient. | needed to be 100 percent certain
that it was the path | wanted to follow. | came to the conclusion that
it simply wasn’t.”

De Voe indicated it was purely Alarie’s decision to leave, that he
had not been pushed out of a job. Alarie said, in turn, that he was
happy De Voe gave him the opportunity. “The preparation for the
season and the games, that was the real joy of coaching,” says
Alarie, who grew up in Scottsdale, Ariz., but now considers himself
an East Coast kind of guy. “Working with the kids who were here,
that was terrific.

“But it takes a particular type of individual to be a successful
head coach,” he says. “And I'm making an honest assessment that
I don’t see them in myself.”

Alarie plans to do something entrepreneurial, perhaps with some
fellow Wharton classmates.

“I’ve always thought the biggest mistake | could make in my life
is not to be adventurous,” he says. “l want to find passions. | find
that in my family and friends, as most people do. But aside from

continued on page 33
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Few would argue that Sharon
Fordham is a lifesaver.

The president of Global
e-Business for Nabisco Inc. has led
a series of key turnarounds in her
nearly 20 years with the food giant,
including resuscitating the venera-
ble but ho-hum LifeSavers candy
line and staving off an onslaught
of competitors during the “cookie
wars” of the 1980s.

Today, Fordham, WG’77, takes on
her most interesting project to date:
creating and implementing
Nabisco’s e-business strategy, an area that includes online grocery
retailing, Internet communications (including online advertising,
marketing and consumer relationship marketing), as well as creat-
ing new Internet-based revenue streams and overseeing something
the company calls “worldwide e-productivity.”

When Fordham assumed her new role about a year ago, the
e-business unit was essentially undefined. Companies like Nabisco
realized they couldn’t ignore e-commerce and the Internet, but were
unclear what focus they should take, and how.

“My first mission was to create order from chaos,” Fordham says.
Thankfully, her previous experience creating the candystand.com
website as president of Nabisco’s LifeSavers unit gave her a good
starting point. Today, under Fordham, Nabisco has a clear e-mission.

“We’ve pretty much broken it down into three areas: e-business
is all about leveraging the Internet as a powerful new communica-
tions medium, a new transaction medium and a productivity tool.
We’ve fashioned our strategies in support of that view of the world,”
she says.

As a result of those strategies, Fordham says Nabisco has estab-
lished a powerful online lead. The company’s two primary websites
- candystand.com and nabiscoworld.com - “lead the industry by far.
We’re 50 percent larger than the largest packaged goods company
(Procter & Gamble) and five and six times larger than other major
competitor sites in terms of traffic and stickiness, or duration of
average visit.”

Why? Early on, as president of LifeSavers, Fordham believed that
“destination” or content sites would hold visitors and bring them
back far better than websites filled with “brochureware,” which
offer little more than product descriptions and company histories.
“We are also providing information to consumers, but in a very sub-
tle way,” Fordham says.

For instance, the candystand site offers state-of-the-art games,
for free. But an advertising platform is at work: a basketball game
is not just a basketball game, it’s “Bubble Yum” Basketball, while
hockey is “Ice Breakers” Hockey and billiards is “BreathSavers”
Billiards. “When you think about the amount of time you spend play-
ing one of our games, the brand message is constantly on the screen
helping to propel brand awareness and image in a way we’ve never
seen before, even in the off-line world,” Fordham says. The nabis-
coworld.com site takes a similar approach, swapping games with
entertainment via a virtual amusement park of sorts. “We felt that
we wanted something that would bring people back. When we tried
to envision the future, we felt the Internet was going to evolve along
the lines of the TV economic model, so we were sure that providing
content (much like a TV show) was the way to go,” she says.

“The biggest pressure is the incredible speed of the Internet
and the clash of mass marketers trying to adapt to a world of mass
customization and one-to-one marketing,” Fordham adds. “Another
challenge is creating a personal relationship with consumers when
we’ve historically been more of a one-to-many, versus one-to-one,
continued on page 33
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cited Wharton as number one
in finance and global scope,
second in marketing, third

in technology and fourth in
general management.

On the undergraduate lev-
el, U.S. News & World Report
magazine ranked Wharton’s
undergraduate program first
in the nation. The school
ranked no lower than 6th in
all academic categories and
was named first in finance,
general management, mar-
keting, real estate, human
resources and consulting.

Heads of Financial
Institutions Center
Named

HERRING ALLEN

Professors Franklin Allen
and Richard Herring have
been named co-directors of
the Wharton Financial In-
stitutions Center, replacing
former director Anthony
M. Santomero, who has
been named president of
the Federal Reserve Bank
of Philadelphia.

Franklin Allen, Nippon
Life Professor of Finance and
Economics, formerly vice
dean and director of Whar-
ton Doctoral Programs, has
served in various editorial
capacities at several of the
world’s top academic journals
for finance and economics.
A frequent winner of Whar-
ton teaching awards, Allen’s

research has focused on cor-
porate finance, asset pricing
and the economics of infor-
mation. He is president of
the American Finance Asso-
ciation. Allen received his
doctorate from the Univer-
sity of Oxford.

Richard Herring, Jacob
Safra Professor of Interna-
tional Banking and professor
of finance, previously served
as vice dean and director of
the Wharton Undergraduate
Division. He was a founding
director of the Financial In-
stitutions Center and is cur-
rently director of Wharton's
Joseph H. Lauder Institute
of Management and Inter-
national Studies. Herring is
a leading expert on interna-
tional banking and finance
and has been a member
of the Shadow Financial
Regulatory Committee since
1990. In addition, he is
co-chairman of the biennial
multinational banking semi-
nar. He received his PhD
from Princeton University.

Asian Forum Draws
Nearly 300

At Wharton’s seventh Asian
Regional Alumni Meeting,
held in Manila on June 10,
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guest speaker Manuel V.
Pangilinan, WG’68, began
his remarks with a reference
to the “I Love You” virus.

In keeping with the meet-
ing’s theme, “The Asian
Century Begins,” Pangilinan
—who is president and CEO
of the Philippine Long Dis-
tance Telephone Co. and also
executive chairman of Hong
Kong-based conglomerate
First Pacific Co. — pointed
out that news coverage of
the virus drew international
attention to the fact that

the Philippines produces
150,000 computer engineers
each year and is the world’s
second-largest exporter of
engineers to the U.S. He also
shared an intriguing quote
from Philippines trade secre-
tary Manuel Roxas: “We're
not proud of what the virus
authors did, but we must
harness their creativity.”
Pangilinan’s speech was one
of several during the two-day
conference, which brought
together nearly 300 alums
and other friends of the
school for a host of seminars,
panel discussions and net-
working opportunities. Next
year’s meetings will take
place in Phuket, Thailand on
June 1-2.

M&T Freshman
is Top National
Scholar

Freshman Beeneet Kothari
applied early admission to
three schools — Wharton/
Penn, MIT and CalTech —
and got into all three. But
he says his decision to enter
Wharton and the Jerome
Fisher Program in Manage-
ment and Technology
(M&T) was easy.

KOTHARI

“I came to Penn in April
on Spring Fling day,” recalls
Kothari, who was aggressive-
ly courted by a host of other
Ivy League schools. “And
when | saw all of those stu-
dents on the Quad, I knew.
The people were actually
smiling at Penn. | knew it
was a great place to be.”

Kothari, who won first
place in this year’s Intel
International Science and
Engineering Fair and was a
finalist in the Intel Science
Talent Search, earned a per-
fect 800 on his mathematics
and writing SATS as well as
a perfect score on all 11 of
his Advanced Placement
(AP) exams. For this, he was
named an AP Scholar of
Distinction by the College
Board. Kothari’s six-page
resume details dozens of
similar honors, but during
a recent telephone interview,
the 18-year-old from Long
Island sounded like any ener-
getic, enthusiastic freshman
anticipating an active social
and academic college experi-
ence and wondering what
career path he ultimately
will choose.

“As an undergraduate,

I really don't want to restrict
myself,” he says, explaining
his reasons for choosing the
M&T program over a more
science-focused program at
MIT or CalTech. “I'm a sci-
ence person, but I still want
to take a good English litera-
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ture course.” The M&T pro-
gram is a unique and inter-
nationally regarded multidis-
ciplinary program that offers
select students the chance to
earn concurrent degrees
from Wharton and from
Penn’s engineering school.

Kothari, a native of Ra-
jasthan, India, was 10 when
he and his family packed up
and moved to the U.S. Bee-
neet was not fluent in Eng-
lish at that time, but after
studying English for a few
years, was accepted into an
Advanced Placement (AP)
English class. His awards
and honors include winning
the prestigious CalTech Sig-
nature Award for science and
mathematics, the Rensselaer
Medal for math and science,
and serving as president of
the National Honor Society,
among others. He credits
his parents — Naveet, a
radiologist, and Beena, who
works in technical support
at Chase Manhattan Bank —
for his strong science
orientation.

But like most college
freshman, Kothari isn't sure
what he’ll do once he grad-
uates. “I'm interested in
research as well as business,
and | hope to do research
in biology during my spare
time during the next four
years,” he says “I wouldn't
be surprised if | didn't earn
my MBA from Wharton
and my PhD from MIT.” o
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Since retiring from Microsoft in 1995,
Julie Bick Weed, WG’90, pictured
above, has gone on to write two books
about the company. The first, All |
Really Need to Know in Business

I Learned at Microsoft, became a
BusinessWeek bestseller and today
has been published in 12 languages.
Last November, she published

The Microsoft Edge. She donates
half of her books’ proceeds to
children’s charities.

But despite her success as an
author, Bick never would have imag-
ined retiring and becoming a writer.
“| thought I’d be working at a com-
pany. | never thought I'd be a writer,
ever.” And her life is far from tame:
she has three boys ages three and
under, sits on the board of the Seattle
Zoo and Social Venture Partners,

a new venture philanthropy organiza-
tion, and volunteers at a city elemen-
tary school in Seattle.

" sl
Retiring

Early?

Meet Wharton Alums
Who Traded Soaring
Careers for Freedom

Judy Page was corporate success personified.

Page, PhD’76, the first woman to receive a PhD
from Wharton’s statistics and operations research
department, began her career at AT&T Bell Lab-
oratories as a member of technical staff in the
Applied Statistics Department. During the next
13 years, she moved through AT&T’s engineering
and technology departments, earning several pro-
motions, then onto the business end of AT&T,
holding posts in product management, human
resources, and engineering. In 1994, she became
one of the few women to be elected an officer and
vice president of AT&T.

By 1997, Page oversaw more than 6,000 people, had an annual expense budget of $1.5
billion and an annual capital budget of $4 billion. She was responsible for engineering the
AT&T domestic and international long distance network, for which she served as chief invest-
ment and information officer, and managed more than 300 software systems.

That same year, her career at its zenith, Page decided to take a year off. She retired a year
later — at age 48.

“The announcement of my initial leave of absence shocked most people | worked with,
who saw me as the consummate workaholic,” Page says. “My boss was convinced that | would
be back within a few weeks or months at the most. When | went to visit him after about two
months, he was sure that | was there to ask to come back.”

But she wasn't. And today, three years later, Page is certain she’ll never return to a day-to-
day corporate job again.

She isn't alone. Business magazines are littered with articles on Silicon Valley hotshots
taking lengthy — a year or more — sabbaticals, a trend that has recently begun to seep into
more traditional companies nationwide. Young dot-com owners have sold out and moved on,
sometimes to unstructured lives of volunteer work or part-time consulting. A two-year-old
website, called 2Young2Retire, gets 2,000 hits a week and is filled with tales of former
corporate workers retiring early and transitioning into what they consider more interesting
and fulfilling lives.

JOANN ARRUDA
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Today, thanks in part to a booming stock market during most of the 1990s and generous
stock option packages, “retirement” can take place much earlier than the stroke of 65 and
often doesn't mean days of leisure and travel. For many, it simply signals a dramatic shift in
priorities that generally begins with the decision to leave regular employment for something
else, from leadership posts in non-profits to writing, spending time with family or creating a
patchwork of tiny businesses that relate to a personal passion. Above all, today’s early retirees
are dogged in their pursuit of one thing: the freedom to spend their time as they choose.

The trend is alive and well among Wharton alums. Take Julie Bick Weed, WG’90 and for-
mer Microsoft manager. Weed, 35, retired five years ago, wrote a bestselling book on Microsoft,
had three sons, and recently published another book on Microsoft. She devotes most of her
free time — and a large chunk of the proceeds from her books — to charitable organizations.
Sehoon Lee, WG'75, recently retired as president and CEO of the HanGlas Group, the largest
glass manufacturer in Korea, at the age of 50. Lee, who spent 20 years working long hours for
HanGlas, says he’s decided to begin a new career — bonding with his young sons and redis-
covering his family.

In the profiles that follow, we continue Judy Page’s story, as well as the stories of three other
alums — some with families, some without — who have each decided to retire young.

“I wasn't unhappy,” Judy Page says of her decision to retire from AT&T. “I handled stress
well and had always assumed | would continue working until a normal retirement age. But
as my responsibilities grew at work and my own schedule got more hectic and as the kids lives
became more demanding, | started asking myself how I could do all these things.”

Page, 51, and her husband, Alan, PhD’78, had met as PhD students at Wharton. The cou-
ple devoted much of their 20s and 30s to their careers, with Judy at AT&T and Alan at a
New York insurance brokerage. In their mid-to-late 30s, the Pages had sons David, now 15,
and Michael, 13. Judy took six-week maternity leaves with each, then returned to work.

The couple had employed two different live-in nannies, each of whom stayed with the fam-
ily for six years and also managed the household cleaning, cooking and laundry. “For 12 years,
I probably cooked dinner about twice a month,” Page laughs. But in 1996, the Pages’ cur-
rent nanny announced plans to get married and leave the family.

The couple sat down and talked about what to do next. They could hire another nanny,
or maybe, Judy thought, the time was right to make a change. “Alan and | had already done
financial calculations, so that we knew how much money we needed for one or both of us to
stop working,” Page says. “As an officer of AT&T, there was tremendous financial incentive
to stay with the company for 10 or 15 more years.”

But other considerations nudged the financial incentives aside. “The first and primary
reason was to be able to spend more time raising our children,” Page says. “Although they
got wonderful care with our nanny, it was clear that I didn't spend that much time with them
other than doing the essentials. | know a lot of moms who really wanted to be home while
their kids were young, with the thought of working when their kids got older, and I guess |
didn't really have a strong urge to do that. | knew that they were getting good care. | talked
to them; I played with them. But when they became more like adults, that was when | real-
ly wanted to spend more time with them.”

Page also wanted to take better care of her health given the fact that her father had died
at 66 of a heart attack and her mother at 73 of a stroke. An older brother, meanwhile, had
also died of a stroke at age 55. Page saw the genetic writing on the wall and felt strongly that
she needed to exercise and lose weight before she got much older. She also wanted to involve
herself in community activities she enjoyed but had never been able to fit into her schedule.

And so in early 1997, Page announced her intention to take a year off. Almost immedi-
ately, her new work-free schedule was full. “Right from the beginning, | was busy every day,
even before | was all that involved in outside activities,” she says. “I didn't appreciate how
much it would take to manage the household — just coping with groceries, laundry, cleaning,
fixing the kids' lunches for school, making sure they got off to school. In the past, | would
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deciding how
you want to
spend your time
that means a
lot to me.”

see them in the morning, but the nanny
did all of the other things.”

But she found herself relaxed by her
newfound freedom and flexibility. Page
especially enjoyed simple things like
being outside during the day (“I used to
always be in meetings and always drove
from my garage at home to the parking
garage at work™) and setting her own
schedule rather than following a tightly
packed calendar. She also reveled in
having the time to talk with her sons
about anything and everything, when-
ever she liked.

After that first year, Page started vol-
unteering for outside activities and soon
found herself with an even fuller plate.
She became advancement chairman of
her local Boy Scout troop, and then
advancement chairman for her 25-troop
district. She joined the local chapter of
the American Association of University Women, and became program vice president. She took
on several assignments for the parents’ association of her sons’ school, using her technical skills
to build a database for the annual school fundraiser, then becoming webmaster of the par-
ents’ association web site.

Her business interactions have been more limited. She served on an advisory board for
Compaq for a year, but found it difficult to stay current while out of the workplace. On a
local level, she became a founding director of a start-up community bank, a challenge for her
since “I knew nothing about banking. All during my career | have been a quick learner. It
seems more interesting to me now to learn about a new field like banking than to try to stay
current on the cutting edge of telecommunications at AT&T.”

Page admits to some downsides to her new lifestyle. She sometimes doesn't feel challenged
enough, so she looks for ways to keep learning. “I use the Internet every day to research infor-
mation,” she says, “and | read several books a week, especially biographies and how-to liter-
ature.” And the Pages’ two sons have also had some adjusting to do. After so many years of
watching their mother work, Michael and David now have a full-time mom who comments
on upcoming school dances and other matters they perhaps wish she wouldn't notice. “It's
been harder for them to understand than maybe we thought,” Page says. “Their comment
will sometimes be ‘It isn't fair, we have to work so hard in school, and you don't have to work
that hard.” But if you'd ask them point blank if they'd like you to go back to work, they say
no, absolutely not. And they've told me that when | was working, they felt I never had time
for them.” Alan, also 51, also recently made a major life change, leaving his New York post
to pursue business and community interests closer to home in Watchung, N.J.

Page credits her husband’s strong commitment to financial planning from the beginning
of their marriage as a major factor in their security today. The couple also doesnt live extrav-
agantly — their largest annual expenditures are charitable donations. “We've always been in a
heavy saving mode, and always paid off our mortgages. Alan is conservative financially, and
that’s really helped us. I don't buy mink coats, and we don't have the Palm Beach second home.”
Because she had worked at AT&T for 20 years, Page was able to put together a retirement
package that was still fairly attractive, though significantly smaller than had she hung in 10
more years or so.

As for the future, Page is certain she’ll always have more than enough to do, and never
intends to return to the corporate work world. “There’s something about the freedom of
deciding how you want to spend your time that means a lot to me. At home | don't get the

LOUIS M. LANZANO
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recognition and personal satisfaction that | did from my job, but I also don't get the stress
and aggravation. On balance, I'm happier with what | have now.”

Jim Simpkins, WG’91

Three years ago, Jim Simpkins left the best job he ever had.

Simpkins, 44, WG’91, was a group program manager at Microsoft, a post that allowed
him to design software products including the Microsoft Investor web site. His wife Eileen,
37, WG’91, also worked for Microsoft as a marketing manager. The pair enjoyed their jobs
and the intensity and excitement that came with working at Microsoft.

But when the couple’s first son Christopher was born, everything began to change. The
Simpkins realized they weren't seeing much of their son, and struggled to cobble together a
patchwork of day care arrangements, largely relying on Eileen’s mother to watch Christopher
while they logged long hours. (They now have a second son Brian, born this February.)

They realized they would soon be forced to find a more stable arrangement, either a nanny
or full-time day care. To Jim, both options seemed like “a hideous allocation of resources —
Eileen and I would devote long hours to releasing some new piece of software, a job millions
of others could do just as competently, while we planned to delegate to others the job of rais-
ing our child, a job for which we obviously had unique qualifications and a unique passion.”

He also realized that the chain of causality he had always counted on — that if he had more
disposable income, he would be happier — wasn't true for him. “With all due respect to those
who wear $75,000 wristwatches, when a Microsoft co-worker showed me his, | felt slightly
sick to my stomach, as if something were horribly out
of whack,” says Simpkins. He saw that the nature of
Microsoft’s stock option program was such that no
matter when he chose to leave, he would forego a sig-
nificant chunk of money. Nonetheless, after talking
their situation over for months, Jim and Eileen Simp-
kins retired from Microsoft in April 1997.

“| just didn't see what good it would do to make
more money and have more things,” Simpkins says.
“What did more money make better? Initially, Eileen
and | had a difference of opinion on this, but we both
felt the same way about raising our kids. In the end,
that was the unifying factor.”

Today, Jim worries whether he and Eileen will
continue to have enough money to stay retired, but
says he’s certain that being alongside his two young
children while they are growing up was, for him, the
right choice. The death of both of his parents by the
time he was 30 taught him that “we don’t decide how
much time we have on earth with our loved ones. In
a sense, Microsoft’s success gave me the opportunity
to trade money — in the form of stock options that |
would never be able to exercise — for time with my
community and my family. For me, it was the best
money | ever spent.”

Simpkins describes a third motivating force in his
decision to retire as “strictly visceral.” Upon return-
ing from a month-long paternity leave after Christo-
pher’s birth, he was startled to find himself suddenly
not interested in the job-related issues that had JIM SIMPKINS

~
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previously captivated him. “Microsoft is the kind of place where you really have to believe
that what you are doing is vitally important — after all, why else would you devote so much
of yourself to your job? For me, the birth of our son had undermined that critical ‘suspen-
sion of dishelief’ that | needed at work.”

He is quick to say he doesn't believe his priorities are right for everyone. “Obviously, most
Americans are not in a position to leave work to devote more time to their family and their
community,” he says. “And even if they are, working might still be the best choice. | am glad
that both Bill Gates and Steve Ballmer continue to concentrate on Microsoft and the mil-
lions of people whose lives are affected by it, and spend far less time with their children than
I do. I think that decision is as right for them and for the world as it would be wrong for me.”

What has it been like for Simpkins, three years later?

Anxiety about money and whether he is “providing for his family” continues, particular-
ly as he watches many of his peers accumulating great wealth and copious possessions. “I have
friends who could easily endow a new building at their alma mater, and | still feel a twinge
of envy as | carefully weigh whether to replace my ‘88 Camry.” But the family is managing.
Simpkins' four and a half years at Microsoft meant he was fully vested in his original stock
options plan when he retired, so was able to walk away with a significant chunk of Microsoft
stock. Early on, he sold some of those holdings and put the proceeds into fixed-income invest-
ments that provide steady income. The couple has also streamlined their spending and
become more frugal, choosing to forego expensive dinners out and other non-essentials.

Simpkins believes the rewards of his new life more than make up for his occasional pangs
about finances, and finds he’s as busy today as he was during his Microsoft days. He sits on
the boards of organizations including a youth homelessness group, a Christian organization
that feeds and shelters the homeless, a chamber orchestra, and a transportation advocacy group
in Seattle. He teaches nature courses at the local Audubon Society, volunteers to help remove
graffiti in the City of Seattle and is president of the community council that serves his neigh-
borhood. “I am actually much busier than I would like to be, yet | have the feeling that |
could be helping in so many other ways,” Simpkins says. “I am still amused by Microsoft
friends who resist retirement because they are afraid they won't know what to do — | assure
you, that won't be a problem. And of course spending this much time with Eileen and our
kids has been a tremendous blessing.”

Christopher Acker WG’75

Christopher Acker tried traditional corporate, consulting, and large-scale entrepreneurial
work, but ultimately chose to “make money the easy way, which is to have fun doing it.”

Acker, WG’75, came to Wharton immediately after earning an undergraduate degree in
geological engineering at Princeton. After graduating, he took a post at Exxon for three years,
working in the oil giant’s international, USA and Venezuelan units. He then joined an ener-
gy-consulting firm in 1978 with the hope and expectation of a more entrepreneurial experi-
ence, but found himself largely writing reports from behind a desk.

After three more years, Acker decided to move in an even more independent direction: he
began the process of co-founding a medical technology business with two scientist friends.
Acker and his partners struggled for two years to raise the venture capital necessary to grow
their business, but in 1984 finally launched CritiChem, a company that developed blood-
gas monitors for open-heart surgery patients. Four years later, Acker and his partners sold the
firm to a larger one. “I got a little slug of money from that, and thought ‘Wow, | might want
to do this again,” ” he says.

Acker then founded ActiMed, another medical technology business, with another scien-
tist friend who wanted to market a home cholesterol test but had little background in
writing business plans and selling his ideas to potential investors. Again, Acker struggled to
cobble together venture capital, despite his previous track record of founding a successful
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medical technology compa-
ny. “What I learned was that
starting a business is really,
really hard. It’s hard to raise
the money and each person
rejects you for a different
and unique reason,” Acker
says. Five years later, in
1995, the Burlington, N.J.-
based company was solidly
successful, had 50 employ-
ees, and Acker was vice pres-
ident of administration.

But his investments were
marching upward, and he
was getting itchy. “I realized
my expenses weren't really
that high and that | wasn't
wealthy, but I was single,
had no kids and was well-off enough,” Acker says. “I didnt have it in me to start another
company, but | was still entrepreneurial. So | retired at the age of 44 and struck out on my
own without a formal job.”

Acker initially traveled to the Far East, then built a country home in Northeast Penn-
sylvania on 150 acres. He has since dabbled in a variety of ventures, including local land
development and buying antiques overseas, but has never considered returning to corpo-
rate life. And like the others interviewed for this story, Acker’s less structured lifestyle has
given him the chance to donate his time and business acumen to non-profits including a
historic farmland conservancy and a committee dedicated to sprucing up a depressed and
tattered local town.

What has Acker’s financial strategy been? In 1995, he invested nearly all of his cash in equi-
ties. He has a fixed-income life insurance policy that delivers 8 percent a year, a 401k that’s
invested aggressively in a small cap fund and in the S&P 500. He also has a portfolio of stocks
—a blend of technology and blue chip stocks — that he manages, as well as several technology
funds. His house is nearly paid off and he plans to be completely debt free by the time he’s 60.

“I couldn't be satisfied being a VP of strategic thinking for acompany,” Acker says. “I built
and designed my own house. | make my own furniture. I love my freedom. I like to do things
myself and build things myself.”

But for all of his certainty about his career path, Acker admits that his wanderlust has had
some drawbacks. His personal life, for one, has suffered. Divorced for the past decade, Acker
has struggled to find a successful long-term relationship, a reality he blames on his indepen-
dent lifestyle, heavy travel schedule and lack of convention.

Given his childhood, Acker’s professional path isn't surprising. His father was a geologi-
cal/petroleum engineer who founded his own firm and retired at age 46. After “retiring,”
Acker’s father worked as a consultant for Mobil Oil, traveling the world to manage off-shore
oil rigs in Egypt, Peru, and Indonesia, among other locales.

Acker had no grand plan, no clear idea of how he wanted his professional life to proceed,
after graduating from Wharton. “It has surprised me that I've essentially been a slacker about
my future, but it’s come out just fine,” he says. “Random events have been good to me. I've
had things fall into my lap almost — the two medical businesses and more recently the antiques
business that I've been involved with.”

His most recent random business venture is perhaps his most interesting. While decorat-
ing his house, Acker decided he needed an antique grand piano for his large, empty living
room. He found one on the Internet for $5,000, bought it, then sent it to a craftsman near
Harrisburg, Pennsylvania who specializes in restoring antique pianos. “I love woodworking

"I couldn't be
satisfied being
a VP of strategic
thinking for a
company. | built
and designed
my own house.

I make my own
furniture. | love
my freedom. |
like to do things
myself and build
things myself."
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— it's my hobby — and he started to teach me how to restore antique pianos,” Acker says.
“I spent weekends with him over a period of months and got the piano 95 percent restored
and just about ready to bring home.”

But Acker returned home from an overseas antiques buying trip in February 1999 to
heartbreaking news: Sunbury Piano, the business where Acker’s piano and others like it
were painstakingly being restored, had burned to the ground. “My piano was a lump of
charcoal. This man’s whole life went up in smoke, and my piano was gone. What are the
chances of this happening?”

Though in his mind the piano was irreplaceable, Acker had thought to insure it prior
to the fire. “One of the most meaningful courses | took at Wharton was Risk and Insur-
ance, which stressed the importance of proper insurance coverage,” Acker says. He col-
lected on the policy and decided to use the funds to start an antique piano business. After
extensive market research, he plans to sell the pianos largely via the Internet, and has already
purchased 12 antique European pianos in various states of repair. “Random stuff happens.
Things can look bad, but there’s nearly always a silver lining,” he says.

Lonny Essex W’78, WG’78

Lonny Essex would love to say he left his investment banking
career behind to spend more time with his family, but the 43-year-
old Chicago resident didn't even meet his fiancee until he'd just
about decided to leave his job at age 40.

Essex, W78, WG’78, began his career as a tax accountant at
Price Waterhouse in New York, moved to Mobil Oil, then to MIT’s
Sloan School for another MBA, then back to Mobil. The Long
Island native moved onto Chicago with Mobil’s then subsidiary,
Montgomery Ward, then joined Chemical Bank (which became
Chase Manhattan) where he remained for 12 years until his retire-
ment in March 1998.

Essex says he “thoroughly enjoyed my experience at Chase” and
considers himself lucky to have been a part of the investment-bank-
ing world during the boom years of the 1990%. “I was having a
great time. | had many great opportunities; the group | worked
with in Chicago was a lot of fun and | was working with interest-
ing clients I liked,” he says.

So what happened? As he approached his 40s, Essex began ask-
ing himself if he would still be happy working in investment bank-
ing 10 or even five years down the road. He realized that the
answer was no. “My job was such that no matter how much you
tried to leave it behind when you left the office, you couldn't. |
didn't know at the time that | wanted to retire; | didn’t really know
if it was burnout or fatigue or if | was just looking forward and
didn't like what I saw. But | felt | wanted to make some sort of a
major change.”

Essex, a managing director, would leave for the office for the day,
but his thoughts would constantly return to his work. Had he for-
gotten something critical during a client presentation? Would he
wake up the next morning and find that his best client had done
a deal with Morgan Stanley? “I worked hard; | wasn't a complete
workaholic, but | was a worrier,” he explains.

MIKE FISHER
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Essex says many of his peers, soothed by generous compensation, just accepted the ever-
present nature of investment banking. But he decided that he couldnt. He told his boss at
Chase that he planned to resign, but found himself being convinced to take a three-month
leave of absence instead. He took that summer off, he says, “being a bum. I started playing
guitar again, reading books, I could meet friends for long lunches — I just had a great time.”

When fall rolled around, Essex felt rejuvenated and ready to return to Chase. He vowed
to incorporate some of the activities he had enjoyed during his summer off into his daily work
life: he would come home over lunch a day or two a week and take his dog for a walk; he
would bring a novel to work and find a quiet spot to read over lunch. “I decided that | was
going to do all these things that would help me enjoy my work more. But within a month,
they were all gone, and | was back on the treadmill,” Essex says.

Essex was able to keep up the pace for a while, but knew after nine months back on the
job that he needed to resign, this time for good. “I began thinking about how | was spend-
ing my time and | realized that | was spending 80 percent of it on the part of the job that |
really didn't like — on the politics and sales effort rather than analyzing my clients’ financial
and strategic needs and advising them on solutions.”

In March of 1998, Essex left Chase with the idea that he would take six months to a year
to recharge his batteries and decide what he would do next. One thought was to pursue a
financial strategy consulting business focused on small-to-medium sized firms lacking in
capital market expertise. Interestingly, within a couple months of leaving Chase, two former
clients called seeking similar guidance from an independent advisor. And as summer
approached, Essex realized that he loved the flexibility of his new life. “I could come and go
as | pleased. I loved heading downtown when no one else was on the train, dressed in shorts
and a T-shirt. | began slowly giving away my suits. | would walk down my street at two in
the afternoon and no one would be around.”

In the meantime, Essex’s carefully chosen investments were climbing in value. He began
to realize that — thanks in part to luck and timing — he could continue to manage his invest-
ments, do the kind of work he loved, and maintain a lifestyle he found overwhelmingly reward-
ing. With that, he decided to retire. “I perceived an opportunity in the market and acted on
it,” he says of his investments. “But it’s done far better than | ever expected.”

Today, two years later, he tries to limit his consulting practice to 15 hours a week, only
taking on projects he enjoys and finds interesting. He was recently hired, for instance, by one
of his best friends to advise on the sale of the friend’s boutique executive search firm to a large
public search firm. The rest of his time he dedicates to personal interests including guitar,
squash, the Chicago Cubs, and “of course, my fiancee Jeannine.” Essex has also remained active
philanthropically. He endowed a financial aid scholarship at Penn and is involved in a
variety of community organizations, including a local music education organization.

Essex points out that he’s “not a dot-com multi-millionaire” and that he walked away from
asizeable stock option package when he left Chase. But he says he realized long ago that wealth
isn't just a function of how much you have, but of how much you need — and he has man-
aged his life accordingly. “I certainly lived well within my means and was able to save large
amounts of my income during my working years. This meant foregoing second or third homes,
driving cars until they stopped working — I recently traded in my 11-year-old Mazda — and
otherwise being prudent about major expenditures,” he says.

Supportive family and friends have made Essex’s choice to retire early even more angst free.
Essex’s fiancee, an executive recruiter, is “extremely supportive,” he says, pointing out the irony
that Jeannine specializes in recruiting senior finance executives. “At some point in a former life,
I might have been a great candidate for her,” he laughs. The couple plans to have children, and
often joke about Essex becoming a Mr. Mom. Several of Essex’s friends have made similar moves
in recent years, and his father happily retired at age 55. “It was only after | left that | realized
how stressful the job was,” he says. “If there’s one point | like to drive home it’s that people
should step back every so often to assess the impact their job is having on their lives.” o
NANCY MOFFITT
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Euro-Enthusiasts

Integrate?

and Skeptics

Debate the

European Union’s Future

People with an interest in watching the economic and
political future of Europe unfold had a lot to talk about
this summer, thanks in part to some controversial remarks
by German foreign minister Joschka Fischer and French

President Jacques Chirac.

Among those watching carefully were
Wharton alumni at companies in
Britain, France, Germany and Switzer-
land, as well as faculty members in
Philadelphia — all of whom have close
ties to Europe and a deep knowledge of
the long and tortured history of a part of

the world where suspicions abound,
national pride is strong and cooperation
can be hard to come by. Some alumni,
expressing concern about further cen-
tralization of government power, were
troubled by what Fischer and Chirac had
to say, while others found the comments

by the two leaders to be pretty much on
the money. Alumni and faculty alike
were quick to explain that Fischer and
Chirac’s statements could only be fully
understood, especially by non-Euro-
peans, if you remember something about
the Roman empire and the history of the
nation-state from your school days.

What was it that got things so
stirred up?

In a speech in Berlin in May, Fisch-
er said he felt it was time for members of
the European Union to forge a stronger
political structure to accompany the
kind of closer economic integration that
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has evolved in recent years. It was time,
he suggested, to think about a European
constitution and an elected president.

Little more than a month later,
Chirac spoke to the Bundestag in
Berlin. He echoed Fischer, endorsing
the idea of a constitution. Further, he
broached the idea of a “pioneer group”
of countries — including France and
Germany — that would move quickly
toward economic and political integra-
tion. Other countries that wished to
proceed more cautiously, he said, would
be able to do so — an idea that was
dubbed a “two-speed” approach.

Chirac did say that neither France
nor Germany envisioned forming a
super-state to replace Europe’s nation
states. Still, reaction to his comments
was swift, especially in Britain. Euro-
skeptics — those who generally oppose
relinquishing sovereignty to pan-Euro-
pean bodies — were aghast, interpreting
Chirac’s comments as evidence that a
Franco-German-led pioneer group
could leave Britain in the dust. Even
some leaders in Germany and France
were none too pleased at the ideas float-
ed by Fischer and Chirac.

Such ideas had never been so blunt-
ly stated by high officials. And the ques-
tion now facing Europeans is one that
they have been asking, in one form or
another, since the end of World War 11:
Where do we go from here? Today,

MICHEL FLEURIET

though, the question has reached a
point of heightened urgency.

Felix Oberholzer-Gee, assistant pro-
fessor of public policy and management
and a native of Switzerland, says eco-
nomic cooperation has been much eas-
ier than political integration. “Europe
has monetary integration but the polit-
ical plans have fallen apart. The critical
issue in the further development of the
EU is whether they can foster political
competition between individual mem-
ber states and yet grow into something
like a federation. Whether or not the
union will be successful depends on how
much political competition they will
allow. If they don't allow much of that,
what we’ll see is a very slow, bureau-
cratic, top-down process.”

For some 50 years the more developed
nations of Europe have been moving
closer together. Today’s EU traces its
origins to the European Coal and Steel
Community in 1952, which later be-
came the European Economic Commu-
nity and then the European Community.
The EU emerged with the signing of the
1992 Maastricht Treaty.

“Europe has been integrated from
the top down,” says Jamshed Ghandhi,
associate professor of finance and direc-
tor of Wharton’s Huntsman Program
in International Studies and Business.
“A few people decided they had to
integrate to prevent the recurrence of

Members of the
European Union

Original members

Belgium, France, Germany, Italy,
Luxembourg, the Netherlands.

Since 1973:
Denmark, Ireland,
the United Kingdom.

Since 1981:
Greece.

Spain and Portugal.

Austria, Finland, Sweden.

EU members not part of

i

Denmark, Sweden,
Greece, the United Kingdom.

three big wars, the Franco-Prussian
War, the First World War and the Sec-
ond World War.”

“Many times in discussing the EU,
people ask me why the Europeans can't
get their act together,” says Christian
Schneider, associate director of Whar-
ton’s Center for Human Resources,
who as a boy in 1953 fled the former
East Germany with his family. “You
have to see it in a long-term context. |
think it’s remarkable that in a time span
from 1952 till now Europe has come
together, even with all the differences
they have.”

Maastricht was designed to foster a
“new stage” in integration. Among other
things, it created the Economic and
Monetary Union (EMU), established
a single currency (the euro) and set up
the European Central Bank. It also
enshrined the principle of “subsidiarity,”
the idea that the EU would not seek leg-
islation on issues better left to national
and local governments to handle.

A COHESIVE PoLITICAL
FRAMEWORK?

EMU is unprecedented and ambitious.
Indeed, the whole history of integration
since the 1950s has been complex. But
integration’s essential intent has been to
mesh the economies of member nations,
to forge a trading bloc to rival those

sssss
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of the United States and Asia, and to
establish a cohesive political framework.

What is largely dividing today’s 15-
member EU — a number that will grow
as countries in eastern Europe apply for
membership in years to come — is
whether a cohesive political framework
means an out-and-out federalist gov-
ernment, what some call a United States
of Europe, or something less encom-
passing than that. But even economic
integration itself is not a settled ques-
tion. Britain and Denmark, for exam-
ple, are deeply ambivalent over whether
to join the other 11 EU countries —
known as the euro-zone or euro-land —
that adopted the euro as their currency
on January 1, 1999.

Competing visions also abound
among Wharton alums in Europe.

“I think [Europe] is heading towards
a federation,” says Michel Fleuriet,
PhD’73, advisor to the chairman of
Credit Commercial de France, which

“Whether or not the union

will be successful depends

on how much political

competition they will allow.

If they don't allow much
of that, what we'll see is
a very slow, bureaucratic,

top-down process.”

was acquired by HSBC Holdings over
the summer. In Fleuriet’s view, this
would mean that each nation state must
relinquish important powers — justice,
defense, education and health —to a fed-
eral body, while also making the federal
government more accountable to citi-
zens. A European constitution is neces-
sary both to transfer powers from nation
states to a federal government and to
ensure “that this government really rep-
resents the will of the people,” he says.
“I envision a United States of Europe,
absolutely. But I don't think we will have
a federation as all encompassing as the
U.S. federation.”

Klaus Zumwinkel, WG’71, chief
executive officer of Deutsche Post, Ger-
many’s state-owned mail and parcel ser-
vice, says integration is doomed without
both strong economic and political ties.
“The European economy and currency
union is on its way and has already
evoked positive economic effects on the

FELIX OBERHOLZER-GEE

EU countries. The political union is in
a period of stagnation, it is true, but
there is no alternative to strengthening
the political bonds between EU mem-
bers,” he says. But Zumwinkel cautions
that integration is not synonymous with
“assimilation.” He says that a “conver-
gence of national systems is necessary,
but diversity and autonomy have to be
kept in some areas.” He admits it is pos-
sible that more regulatory power in the
hands of the EU could stifle competi-
tion and the workings of free markets.
That, he says, “has to be avoided.”
Zumwinkel says Chirac’s notion of a
pioneer group may be necessary. “Polit-
ically, a larger number of EU countries
quite simply complicates decision
processes. The unanimity principle that
has governed the EU for so long is no
longer feasible in an enlarged commu-
nity. Of course, this means that smaller
countries will lose influence. If this
development is not universally accepted,
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there is little alternative to going ahead
with a pioneer group of countries which
would be willing to give up further parts
of their national autonomy.”

It is talk of a United States of Europe
that so grates on the British.

“The ultimate goal of integration as
defined [in the Maastricht Treaty] is to
develop a third large trading bloc vis a
vis the Far East and the United States,”
not a superstate, says L. John Clark,
W’'63, WG’68, an American and
founding partner of Compass Partners
International, a leveraged buyout and
strategic advisory firm with offices in
London, Frankfurt and New York. “Its
emphasis should be more from a trade
and monetary perspective. But what is
actually happening over here — under
the guise of the monetary side, led by
Germany and France — is that a central-
ized, United States of Europe is defi-
nitely the way they're going.”

Clark opposes the approach suggest-
ed by Fischer and Chirac.

“The EU is making a big mistake in
centralizing the power in Brussels and
in taking over, more and more, the legal
and court systems and other powers
of individual nations here,” he says.
“What’s interesting is they're going
toward a centralized process, while the

CHRISTIAN SCHNEIDER

U.S. is trying to decentralize to push
power more and more to the states. The
superstructure cost is high, and as they
engage in harmonization, social pro-
grams are being spread country by
country.”

Sir Paul Judge, WG’73, who serves
as part-time executive chairman of
Isoworth Ltd., a beverage dispenser
company in England, and on the boards
of other companies and charities, says
the comments by Fischer and Chirac
“went down extremely badly in Britain.
Few people wanted to hear it.”

Judge says people who support fur-
ther political integration are doing so
for a number of reasons. “France and
Germany have had wars for centuries.
That’s one powerful factor. Certainly,
Germany, Italy and Belgium are com-
paratively new countries; they were
only formed 150 years ago or so. Before
that, there was a whole series of separate
states. | think they are less cohesive as
countries. In the Italian case, and to
some extent the Spanish case, they have
lost faith in their own governments and
they see a European government sort-
ing it out.”

Among many in Britain, Judge says,
“there is no wish for British institutions
to give up their rights to institutions in

OR NOT TO INTEGRATE?

“You have to see it in a

long-term context. | think
it's remarkable that in a

time span from 1952 till

now Europe has come

together, even with all the

differences they have.”

Brussels. Where the EU has acted, it has
tended to act very differently from the
federal government in the U.S., which
is the quintessential federal model. If
you look at Pennsylvania or California,
they have clear authority over every-
thing which isn't federal, whereas the
EU and the EC [the European Com-
mission, the EU’s executive arm] tend to
integrate and normalize as much as pos-
sible, even on details.”

Oberholzer-Gee agrees that the idea
of subsidiarity is often ignored. “I'm
not sure we see implementation of that
principle. The arguments about the
shape of Europe revolved around how
much centralization is needed. We
know that decentralization makes
economies work much better than cen-
tralization. My fear is what we get with
EU is more control.”

DECIDING THE SIZE OF
Tea Cups

Barry Wilson, WG’67, president of
Switzerland-based Medtronic Europe, a
unit of a U.S. firm that is the world’s
leading maker of medical devices such as
heart valves and pacemakers, also
believes political integration is a long
way off.



“What the ‘founding fathers’ [of
European integration] are thinking of
is to integrate on the financial side and
then on the political side. That’s the
push,” Wilson says. “But then there is
the pull of these different groups in
Europe, which differ by language or cul-
ture, that says we need to recognize our
differences. Political integration will
take a long time.”

Wilson, born in England and raised in
South Africa, declined to say whether he
favored or opposed the views espoused
by Chirac and Fischer. But he did say that
he is “not in favor of everything that's
decided in Brussels,” where EU bureau-
crats make pronouncements on “what the
size of tea cups will be in every country.”

Switzerland’s
\WAEWA Thanks but No Thanks

N ot all European countries are
debating whether to join the
European Economic and Monetary
Union or apply for membership to
the European Union. Switzerland
feels it’s doing quite nicely on its
own, thank you.

Several differences between
Switzerland and other countries
explain this reality, says Felix
Oberholzer-Gee, an assistant pro-
fessor of public policy and man-
agement who visits his native
Switzerland on a regular basis.

For one, Switzerland is a
wealthy country with a healthy
economy and low unemployment.
This stands in contrast to countries
like Spain, Portugal and Greece,
which have lots of catching up to
do when it comes to personal

A major controversy in the integra-
tion saga is whether Britain should join
the EMU. Euro-supporters say that,
although Maastricht removed trade
barriers, the creation of a truly single
market requires one currency that can
eliminate uncertainties about exchange
rates. In addition, a country that joins a
wider market can reach more customers
and operate on a wider scale, enabling
them to produce goods and services
more efficiently. Moreover, they argue,
it will be harder for Britain to attract
inward investment as long as it stays
outside the euro-zone.

“As a businessman, | think Britain
should embrace the euro,” says Clark of
Compass Partners International, “but

then they should fight like hell to avoid
[the expansion of EU] social programs”
and to work on behalf of British inter-
ests. “The popular perception is that
France and Germany overpowered
smaller countries on the continent and
got them to agree early on, while the
U.K. and Denmark held out. The U.K.
held out because at that time the Tories
were in power, with Margaret Thatcher
and then John Major.”

The general view in Britain, adds
Clark, is that “business supports the
euro but not the centralization of all the
other powers, but that labor very strong-
ly supports the centralization of powers
because it will give labor more power. It
will take the socialist platform in a num-

income, and are more willing to
relinquish some sovereignty for the
chance to get their fiscal houses in
order, gain access to new markets
and boost their economies.

In addition, Switzerland’s econo-
my is well integrated international-
ly. About half of its gross domestic
product comes from the operations
of multinationals like Nestle, UBS
and Credit Suisse. “Businesses in
Switzerland don’t have too many
problems doing business in the
euro-zone,” says Oberholzer-Gee.
Another big chunk of GDP, he adds,
is produced by industrial cartels
that are insulated from competition
by government regulation.

Switzerland’s system of govern-
ment is another reason the nation
likes the way things the way they

are. “It’s a funny political system
where people participate in politics
to a much greater extent than in
other parts of Europe,” Oberholzer-
Gee explains. “The notion that
policies have to conform to the
preferences of individuals is very
strong. And, of course, we know
this is the weak part of the EU.
Here’s an example: to a person in
Switzerland, the experience of a
German citizen having to give up
his or her currency without being
consulted is just unimaginable.
Now that Europe is at peace, the
historical neutrality of Switzerland
doesn’t have as much meaning
anymore. But the sense that the EU
is not a very democratic institution
to begin with is a major issue for
the Swiss.”
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ber of countries in Europe and push it
farther and farther. The next thing you
know, you'll have a 35-hour work week,
like France has, and be like Germany,
which has more holidays than any coun-
try in Europe.”

Britain is expected to hold a referen-
dum on joining the euro within the next
two years. If a vote were held today, the
euro would lose, Clark says.

“This is typically British,” responds
Fleuriet of HSBC. “Their brains say yes
and their hearts say no. Honestly, I don't
see how they can survive with a curren-
cy like sterling being caught between
the euro and the dollar. At a time when
we need to move toward a more feder-
alist government for the region, we need
the Brits.”

Zumwinkel agrees. “In the long term,
the British pound will not be strong
enough to survive as a third ‘world cur-
rency’ next to the dollar and the euro, if
only for reasons of psychology.”

In addition to the difficulty of relin-
quishing their currency, many Britons
fear that adopting the euro would be a
prelude to relinquishing sovereignty
and giving the EU the power not only
to print money and set interest rates,

SIR PAUL JUDGE

but to institute pan-European taxation.
“Like with other matters, we will first
coordinate before we have a unified tax-
man,” says Fleuriet of CCF in France.
A system of unified taxation, he says,
would prevent citizens from one coun-
try going to another to engage in “tax
shopping.” “You don't have that in the
United States, and we can pretty much
do the same.”

Wharton's Schneider says further
political integration will take place slow-
ly, but he doubts that a true United States
of Europe will emerge. Integration will
stop short of establishing a European
capital and a parliament with a U.S.-like
House and Senate. “The autonomous
nation will remain,” he says.

Ghandhi points out that Britain’s
hesitancy about supporting more inte-
gration has deep roots. “The British
don’t have a written constitution. A
written constitution flies in the face of
everything they believe in. There is no
overriding of parliament by any judge in
Britain. However, what the British don't
like to admit, but it’s happening, is that
parliament is being overridden by the
European Court of Justice,” which is
part of the EU.

Ghandhi says the views of Britain are
hard to reconcile with those of France
and Germany because of the weight
of history.

“The basic principle in Anglo-Saxon
common law is that everything is
permitted which is not prohibited,”
Ghandhi says. “On the continent,
where the tradition is Roman law, the
opposite is the case: nothing is permit-
ted except that which is stated in law.
You can push the envelope in Britain —
and America — in terms of change. In
Europe, you have to get permission.
The origin of the state as protector goes
back to Rome. At the turn of the Chris-
tian era, the pax Romana, the peace of
Rome, was brought to the barbarians
in other parts of Europe. This is the fun-
damental difference between the two
traditions, and that is why the Anglo-
Saxon model is the one that says you
can take risks. Now, can you write a law
to reconcile that? I don’t know. But I'm
an adviser to the EU on financial inno-
vation and I think I'll have annual trips
to Brussels for years.” o

WRITTEN BY STEPHEN J. MORGAN,A PHILADEL-
PHIA AREA FREELANCE WRITER AND FREQUENT
CONTRIBUTOR TO THE MAGAZINE

Among many in Britain,
“there is no wish for

British institutions to

give up their rights to

institutions in Brussels.”
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PSYCHOLOGY

of |THE

NSUMER

ICE:

Imagine going to the doctor for your
annual physical, including the usual
battery of screening tests your physi-
cian recommends each year. You think
nothing of it all — it’s familiar territory
— and when you leave the office your
mind is onto other matters of the day.

But a week later, you receive an
unexpected phone call: your results
have come back, and they reveal some-
thing suspicious. Anxious and full of
questions, you return to the hospital for
another round of testing, and once
again wait for your results. After a week
of worrying, the doctor calls to tell you
that everything appears to be normal
after all, and suggests you simply return
next again year for the same routine
testing.

Crisis averted, no harm, no foul?
Or do you now feel more — or less —
vulnerable? Will you respond the same
way, quickly dashing in for follow-up
testing, the next time you get an unex-
pected phone call from your doctor?

Wharton’s Mary Frances Luce ex-
plores these questions and others that
probe the psychology of consumer deci-
sion making. Luce, associate professor
of marketing, has broken new ground
in her examination of a previously
ignored area of consumer behavior:
how decisions — from pursuing med-
ical testing to buying a car — are affect-
ed by emotion, especially negative
emotion.

Luce, 32, earned her PhD at Duke
University, noted for its research on the
behavioral aspects of decision making.
The implications of such investiga-
tion are obvious: predicting consumer
action and choice. But most research
on decision making has taken a some-
what clinical view of how and why peo-
ple pick one item or course of action
over another, looking at decisions as
little more than problem-solving exer-
cises or herd mentality.

Luce has taken a different view,
however, and her research has borne out
her hunches. In a variety of contexts
and through a number of experiments,
Luce has demonstrated that our choic-
es change — sometimes dramatically — if
we are faced with aspects of a decision
that frighten or upset us.

Wharton’s Mary Frances Luce
Sheds Light on the Decisions We Make
—and The Role Our Emotions Play

Her research on how people respond
to medical test results, co-authored with
Wharton’s Barbara Kahn and published
last year in the Journal of Consumer
Research, revealed that initially suspi-
cious test results that ultimately show
no disease — often called false positives
— increase a patient’s feeling of vulner-
ability and can influence later decisions
to get re-tested.

In their paper, Luce and Kahn note
that a focus on saving lives through
early diagnosis has resulted in a prolif-
eration of medical tests today, from pap
smears to mammograms, blood tests for
prostate cancer and sexually transmitted
disease screening. Thus, today’s con-
sumers are faced with a barrage of sug-
gested screening tests and frequently
must decide whether to engage in
repeated screening tests after a suspi-
cious test result.

And there’s little doubt that not find-
ing a malady ultimately costs more than
follow-up tests. As a result, most med-
ical screening tests are hyper-sensitive
by design, flagging suspicious results
roughly 15 to 20 percent of the time for
mammograms, for instance, when only
2 to 6 percent of those ultimately lead
to a breast cancer diagnosis.
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Luce and Kahn write that the costs of

not diagnosing an illness are obvious: a
disease cannot be treated if it is not
detected. But what about the psy-
chological costs to patients who are
informed of a suspicious test result and
undergo follow-up testing, only to be
told that they are healthy, after all? In a
variety of research writings, physicians
have for years expressed worry about
the emotional trauma to patients and
subsequent effects on their decisions to
seek further medical testing. But prior
to Luce and Kahn's paper, no experi-
mental research on the subject had
taken place.

Funded by a grant from the Nation-
al Science Foundation, Kahn and Luce
looked for answers through a series of
four experiments using human subjects
who were put in a variety of settings
and circumstances, and then were
observed. The study’s findings?

“While there’s concern in the med-
ical literature that excessive follow-up
tests may reduce a healthy patient’s ten-
dency to be retested because it will shake
the patient’s faith in the test, we actual-
ly found the opposite,” Luce says. “Our
studies concluded that patients feel
more vulnerable, and this increases the
propensity to retest. But it appears to be
true only in situations where patients
feel there is no good alternative to test-
ing. So one implication of our findings
is that giving patients alternatives — such
as suggesting ways to cure the disease
directly — could reverse the motivation-
al effects of the suspicious test result.”

The two researchers also suspect that
test-generated feelings of vulnerability
may dwindle over time, and are now
engaged in additional studies to gauge
patient response to repeated suspicious
test results. As an extension of their first
study, Luce and Kahn are interviewing
mammogram recipients at the Hospital
of the University of Pennsylvania and
also plan a broad survey that examines
women’s reactions to one or several sus-
picious mammograms. “We want to
examine their feelings of perceived vul-
nerability, their perceptions of how
accurate or useful the tests are, and
finally their actions,” Luce says.

Ultimately, Luce and Kahn hope
their research will lead to policy impli-
cations for medical professionals. “If
doctors could make mammograms
more accurate they would. But equivo-
cal results are a frequent and unfortu-
nate reality, and that’s not likely to
change in the near future. Our goal,
then, is to provide medical profession-
als with the information they need to
predict a patient’s reaction to testing
errors so that negative patient reactions
can be minimized by finding better
ways to communicate test results.”

A STATION WAGON, OR

A ROADSTER?

We've all seen the ads: a family sits incu-
bated in the cozy expanse of a Volvo,
winding down a beautiful country road,
snugly buckled in, wife and children
smiling calmly with the knowledge that
they are safe — safer than in nearly any
other car — in this Swedish fortress of
steel and airbags.

THE PSYCHOLOGY OF CONSUMER CHOICE

CHRISTIAN ROUX
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TOMMY LEONARDI

Even in the absence of data demon-
strating its effects on consumer deci-
sion making, advertising agencies have
played on emotional themes such as
safety for years. Michelin’s baby-cen-
tered ads communicate a link between
tire brand and protecting one’s family;
life insurance companies routinely stress
the potential catastrophe to loved-ones
that can come with under-coverage.
Even seemingly mundane consumer
decisions have emotional implications:
Was that shampoo tested on animals?
Do those diapers biodegrade?

For marketers, decision making is
perhaps the key to understanding con-
sumer behavior. Another area of Luce’s
work investigates the often difficult
trade-offs that consumers face and how
those trade-offs ultimately affect their
purchases: price versus safety in buying
a car, quality of life versus longevity in
making a health care choice, or risk ver-
sus return in choosing investments for
a child’s college fund or retirement.

“There’s a huge body of academic
research that describes decision behav-
ior,” Luce says. “And that research has
been integrated into marketing prac-
tice to predict and explain why people
makes the choices they do — for
instance, to ultimately predict market
share. But | think that research misses
a lot of what people are actually trying
to do when they make a choice.”

Most research explains decisions as
an attempt to save time and be accurate
—asomewhat clinical interpretation of
an action that Luce believes is also
fraught with emotion. “I believe that
people are also trying to cope with their
decisions,” Luce says. “People want to
feel good about their choices and not
feel threatened, to feel like they are
responsible decision makers and that
they can justify their actions to others.
And if you are trying to predict what
people will do and you ignore this
motivation, you'll miss a lot of the pic-
ture.”

What specifically have her various
studies found?

A 1998 research paper published in
the Journal of Consumer Research,
“Choosing to Avoid: Coping with Neg-
atively Emotion-Laden Consumer
Decisions,” addresses the conflicting
feelings consumers face when making
significant purchases, such as an auto-
mobile, and studies how those feelings
ultimately affect actions.

"If | trade in my Volvo

station wagon for a
convertible sports car,
I might have to confront

the trade off between

sports car."

In particular, Luce zeros in on some-
thing called the “status quo bias,” a
long-cited finding in marketing re-
search that argues, quite simply, that
people tend to prefer the ease of main-
taining the status quo. Luce’s research
doesn't dispute this argument, but adds
to it: maintaining the status quo when
making choices is a way to cope with
your choice. “If you maintain the sta-
tus quo, you don't have to make any
difficult tradeoffs,” she says. “If | trade
in my Volvo station wagon for a con-
vertible sports car, | might have to con-
front the trade off between my family’s
safety and the enjoyment of the sports
car. But if I just keep driving my Volvo
or maybe trade it in for an identical
model, I don’'t have to think about
those things and experience the nega-
tive emotions that come as a result.”

She finds that when people are put
in a position of making an emotionally
charged decision — such as considering
car safety over sport —they tend to cling
to the status quo more. “One goal of
this research is ultimately to predict and
explain marketplace behavior better,”
Luce says. “And what it tells us is that
Volvo and other companies playing on
the strong emotions people feel about
issues like safety are very likely on the
right track where consumers are con-
cerned. Of course, this means that as
consumers, we should be aware of how
our feelings about decisions influence
our actions. If not, we might respond to
marketers’ emotional appeals without
really understanding whether these
responses make sense.” 0
NANCY MOFFITT
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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 radically
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—Ied 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 an applica-
tion and more information visit us on-line at www.wharton.upenn.edu/efellows
or contact Barbara Gyde, Marketing Director, at 215-898-4764.

Wharton Fellows

A Wharton eBusiness Initiative

www.wharton.upenn.edu/efellows
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AII Bets Are Off: New aculty Books Make Sense

Speed and Adaptation,

Not Microplanning,

Are Critical to Success
In New Economy

Established companies increasingly find them-
selves struggling to keep up with the frenetic pace
and intense competition of the new economy.
Today, their conventional ways simply don't give
them the mobility necessary to survive. Are they
doomed to failure? Not necessarily.
Co-authored by Wharton professor lan C.
MacMillan and Columbia University professor
Rita Gunther McGrath, The Entrepreneurial
Mindset: Strategies for Continuously Creating
Opportunity in an Age of Uncertainty (Harvard
Business School Press) offers a practical guide for

thriving in an environment that is fast-paced and highly uncertain. To succeed today, traditional managers must
adopt an entrepreneurial mindset. Like successful entrepreneurs, they must create opportunity from uncertainty.
In the following Q&A, MacMiillan, the Fred R. Sullivan Professor of Management and director of the Sol C. Snider
Entrepreneurial Research Center, discusses these new realities of business and the insights his book provides.

Why is studying and understanding the actions
of habitual entrepreneurs a key to success in
business today?

m Managers of companies that are

wrestling with fast-moving competition and high-velocity,
turbulent environments find that traditional planning sim-
ply doesn't work anymore. The days when senior managers
decreed and everyone else followed are over. You can no
longer use rigid hierarchical structures, long planning cycles
or traditional budgeting processes. In such an uncertain
environment, you need new ways to plan and strategize.
It’s vital to constantly innovate if you are to adapt to the
change that’s taking place. It's all about speed and adap-
tation instead of microplanning.

And this is precisely how entrepreneurs, particularly
habitual entrepreneurs, behave. Habitual entrepreneurs are
people who started not just
one, but many businesses,
successfully. If you look at
many one-time entrepre-
neurs, their second business is
often a disaster. Frequently
the reason they were success-
ful is not good management,
but good luck. On the other
hand, someone who has start-
ed many businesses success-
fully has created a template
for starting businesses. It is
their pattern of decision making — the way that habitual
entrepreneurs identify opportunities, and then select them
and assemble resources — that is interesting to us.

TOMMY LEONARDI
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Habitual entrepreneurs often have the ability to forge
powerful but simple solutions where others see only com-
plexity. They embrace learning by taking small, calculated
risks, and rather than analyzing to death they can recog-
nize what’s roughly right and take action. But it’s their
ability to create opportunity from uncertainty that makes
them so successful in the new economy. And it’s this entre-
preneurial strategy of embracing uncertainty that can help
other companies compete and survive in this fast-paced
business environment.

How can a manager foster an entrepreneurial
mindset within a company?

m The basic way is through manage-

ment’s expectations. People need to understand that you
expect them to keep looking for innovative ideas and that
you will give them the tools to do this.

The tough thing is that you can't pursue every idea, only
those that pay off. It takes a lot of personal time and per-
sonal attention to pressure people to keep thinking up new
ideas and then help them understand why you are only
going to choose the very best ideas. If you don't help them
understand that there is a discipline involved, they expect
all their ideas to be implemented just because they had
them. And not all good ideas make good business sense.

The book discusses at length the idea of man-
aging uncertainty. Can you share some insights
about this issue?

m The entrepreneurial leader is able to

absorb uncertainty for people so they're not penalized by
continued on page 33

A Different Game:

Glving Leaders the

Tools to Manage
Emerging Technologies

Many Internet firms came in vowing to change
all the rules. Now, there are new questions
raised about their viability- even stalwarts such
as Amazon.com - and whether these compa-
nies might end up having to live or die by the
“old rules.” Beyond the hype, how different are
these emerging technologies?

Managing emerging technologies is a different game

but not a new game. Every generation of managers thinks
it is the first to face these challenges, but technology firms
have had to address many of these same issues in the past.
What is truly new is that with the rapid expansion of infor-
mation technologies, these management challenges are far
more widespread, change is faster and more likely to destroy
existing competencies, and the level of uncertainty and
complexity are much higher. The systematic approaches we
have taught in business school focused on more stable envi-
ronments and organizations. Managing emerging tech-
nologies is different from what most managers have been
trained to do, so they need new tools and approaches. That
was a void we hoped to help fill with this book.

What are some of the new skills and perspec-
tives that managers can use to get better at
playing this game?

We discuss many approaches from

diverse disciplines. Managers need new approaches for
assessing technologies, understanding technology develop-
ment paths and the role of government. They also need
more flexible approaches to assessing nascent markets and
they have to understand the staying power of complemen-
tary assets. In developing strategy, managers can use cre-
ative approaches such as scenario planning, and also need
to recognize the limitations of patents. In making invest-
ments, there are a variety of approaches such as real options

f Today's Topsy Turvy Business World

Emerging technologies such as the Internet
and biotechnology are changing the world. But
beneath the hype and anecdote, what do we real-
ly know about managing emerging technologies?
Earlier this year, a team of Wharton faculty from
the Wharton Emerging Technologies Manage-
ment Research Program, which started working
on these challenges back in 1994, published a
new book for managers, Wharton on Managing
Emerging Technologies. \e recently spoke to
the editors, George Day and Paul
Schoemaker, about the project.

and off-balance-sheet funding. Final-
ly, managers need to rethink their
organizations, to manage knowledge
networks, use alliances effectively,
create new organizational forms and
design “customized workplaces.”

What makes emerging technologies
so difficult for established companies?

One of the biggest challenges is the

difficulty managers have in “getting it.” For example, lead-
ers at Encyclopedia Britannica knew that CD-ROM tech-
nology was making it possible to create interactive
encyclopedias, yet they couldnt break out of their print
mindset. They lost half their revenue between 1990 and
1995. These framing traps — looking at the new world
through old eyes — lead to a variety of errors such as delayed
participation, sticking with the familiar, reluctance to fully
commit and lack of persistence. continued on page 33

"What is truly new is that with the rapid

expansion of information technologies,
these management challenges are far

more widespread, change is faster and
more likely to destroy existing compe-
tencies, and the level of uncertainty and
complexity are much higher."
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Knowledge

Knowledge@Wharton is an online business resource presenting business news, analysis

and research to corporate executives, entrepreneurs, policy makers and academics.

Following are selected summaries of articles that have appeared in Knowledge@Wharton.

For complete versions of these and other articles, visit this free site at
http://knowledge.wharton.upenn.edu

Human Resources

Casual Wear in the Office:
Dressing for Success or
Dressing for Stress?

You would have to
be a fashion cretin
not to notice the ca-
sual wear trend that
has swept through
U.S. companies in
the last few years,
starting of course
on the high-tech/
dot-com West coast
and moving most re-
cently to East coast investment banks,
consulting companies and law firms. In
offices throughout the U.S. and abroad,
three-piece suits and wingtips are mor-
phing into more and more creative ver-
sions of casual, ranging from designer
slippers to suits that can be worn as sep-
arates. What exactly does ‘casual wear’
mean, and how is it faring in the work-
place? Knowledge@Wharton offers a
few observations. http://knowledge.
wharton.upenn.edu/articles.cfm?catid=1
O&articleid=194

Health Economics
These Days on the
Internet, RX-rated
Beats X-rated

Consider it a sign of the
times: More consumers
now use the Internet to
search for health care infor-
mation — and to buy
health-care related products
— than they do to search for
pornography. Wharton
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health care professor Sean Nicholson
and a group of researchers are currently
studying this trend by analyzing data
from the Wharton Center for Electronic
Commerce’s virtual test market. Specifi-
cally they are looking at two related
areas: First, patterns of behavior among
individuals who use the Internet for
health related purposes and second,

the implications of these patterns for
consumers, doctors, pharmaceutical
companies and health-related Internet
companies, including online drug
stores and for-profit content sites.
http://knowledge.wharton.upenn.edu/
articles.cfm?catid=6&articleid=220

Operations Management
With Billions of Bytes of
Customer Data, How Can
Retailers Be “Starved for
Information”?

These days, it seems that both tradition-
al bricks-and-mortar retailers and online
“e-tailers” are drowning in a sea of cus-
tomer information, including data from
online transactions, point-of-service
scanners, membership programs and
even sensor chips on shopping carts.
The question is, with all this sophisti-
cated technology on hand, why
have department store
markdowns over the last 20
years grown from 8% to
33% of sales? And why are
customers still going away
dissatisfied because what
they want isn't in stock?
In an article entitled
“Rocket Science Retailing
Is Almost Here — Are You
Ready?” in the July-August
2000 issue of the Harvard

Business Review, Wharton operations
professor Marshall Fisher and two co-
authors take a hard look at why many
retailers are “awash in data but starved
for information.” http://knowledge.
wharton.upenn.edu/articles.cfm?catid=
13&articleid=224

Marketing Hit and Miss:
Why High Traffic Streams
Need not Lead to More
Online Business

B

II
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e T .

If your web store is getting zillions of
hits a month, business must be skyrock-
eting, right? Not necessarily. Many on-
line retailers monitor visitor traffic as a
measure of their stores’ success. But in

a study they assert is one of the first in-
depth analyses of online visiting behav-
ior using Internet clickstream data, two
Wharton researchers explain why high
traffic streams to a website need not
necessarily mean an increase in business.
Peter Fader, a professor of marketing,
and Ph.D. student Wendy Moe point
out that commonly used measures of
web store success — such as number of
hits, page views, and average time spent
at a site-provide only generalized infor-
mation about customers. http://knowl-
edge.wharton.upenn.edu/articles.cfm?ca
tid=4&articleid=206 0
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And it also moves incredibly fast, ushering in
transforming changes in the way business is con-
ducted - and in the way business schools must operate.

Students want to finish their degrees in shorter
stretches. The new economy is moving so fast that they
don’t want to miss its opportunities. But they also need
the solid background that only a truly comprehensive
business school education can provide.

S e TS Alumni are asking us how
iy T:-E . __ chiy ] O they can “get up to speed” on
LGSR innovation.  emersingissues. They neee
e — more than a week of executive
education - but they don’t need
another degree. They need something in between —a
B _ concentrated, rigorous program that is interdisciplinary
éé.. EE"' =115 in its approach.
T = et M | 6 And everyone wants education in different formats.
Over the Internet. In their own homes or offices. On-site
in hands-on internships. They want the kind of high-qual-
ity programs Wharton is known for, but they want them in
more flexible designs.

So the challenge for Wharton is to transform the way
we do our job. This is the driving force behind the $425
million Campaign for Sustained Leadership.

This international effort will fuel the relentless
innovation that has become synonymous with Wharton.
Research to create the knowledge that sets the course
of business. Academic programs focused on emerging
issues. Advanced technology-enhanced learning tools.
And the state-of-the-art Huntsman Hall and global
outreach that create the best learning venues on campus
and around the world. All focused on giving people the
tools to lead in the new economy and beyond.

The following pages outline our goals and our
progress, and introduce some of your fellow alumni who
have stepped up to invest their time and resources in
Wharton’s future. It’s a future | hope you’ll help us design
and build.

Time is valuable — and no moment in Wharton’s
history has been as important as this.

7 Ul

Patrick T. Harker
Dean

e

s
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Staying Ahead of the Game

Wharton is in the strongest position in its Remarkable success comes from
history. Student quality is at an all-time remarkable leadership. In 1996,
high, and placement numbers are outstand- the Campaign for Sustained
ing. Our faculty are routinely recognized Leadership began its “quiet .
as being the best in their fields. However, phase.” Since then, over $280 S
competition among business schools is million has been raised. The 2
more intense than ever, and we can’t afford Campaign has reached this level S
to stand still. largely because of the contribu- z

As our competitors roll out programs tions and commitment of the S
based on new technologies and respond to Campaign Steering Committee,
global opportunities, it is imperative that a group of individuals who Geoffrey T. Boisi, WG’71
we equip ourselves to remain ahead of the are outstanding business and Campaign Co-Chair
game — to see change coming before it civic leaders. Vice Chairman,
arrives, and to be one of the shaping forces At the head of the Campaign ~ Chase Manhattan Bank
of global business. Steering Committee are three : )

Wharton’s Campaign for Sustained individuals who share a long A Iea-der in the Wharton com

. . . . . munity, Mr. Boisi serves on the
Leadership will begin its public phase on history with the School and the
. A e ; Board of Overseers and was
October 26, 2000, and will continue for the vision to lead Wharton into .
. ) chairman of the Wharton Grad-

next three years. The successful completion the new century:

uate Executive Board from 1985
t0 1991. In 1993, he received
the Alumni Association Distin-
guished Service Award.

of the Campaign will achieve six objectives
critical to extending Wharton’s front-running
position:

Create a New Academic Building

Support and Grow the Finest Faculty

Expand Research Centers

Enhance Academic Programs

Jon M. Huntsman,

o
a
o
o
»
a
w
o
=z
=
o
a

Increase Financial Aid W’59, H’96
Campaign Chair
Ensure Flexibility for the Future Chairman and CEO,

Huntsman Corporation

Few investments have the power and poten- Michael L. Tarnopol, W’58

. . . Mr. Huntsman is an active Campaign Co-Chair
eacer in e Wirrtoncom- Ve Chaman,
: ’ munity, serving on the Board Bear, Stearns & Co., Inc.

can provide Wharton with a sound financial
base upon which the School can build for the
future. Our staff is available to work with you
and your advisors to create a gift plan that
fits your personal and financial goals.

For further information, please contact

of Overseers since 1985 and
becoming chairman of the
Overseers this past year. In
1999, he was the recipient of
the Wharton School’s Alumni

Mr. Tarnopol has long been

a leader in the Penn community,
serving as a University Trustee
and Wharton Overseer. He is the
1995 recipient of the Wharton

Dorothy S. Williams, Executive Director for Award of Merit. Graduate Association’s Distin-
Development, at 215-898-5047. guished Service Award.
Campaign Milestones
RO unc 1906 B junc1ooy  SOBBN Aoriligos BB juncigos  SREPN Anriligoo  KTSTEPRI
The Campaign for S57 million Jon M. Campaign at Ground breaking
Sustained . is raised Huntsman, $171 million for Jon M.
Leadership begins W’59, H’96, makes Huntsman Hall
its “quiet phase” an unrestricted gift
under Dean Thomas of $40 million

P. Gerrity
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Making the Investment

BETH NELSON

Beth Nelson,
WG’82:
Music Major
to MBA

“In my profession, you can
either produce good hum-
bers or you cannot,” Beth
Nelson says. “Results are
completely measurable.
Having confidence in your
ability is key, especially in
difficult stock markets.”
Nelson, who is a manag-
ing director at Neuberger
Berman, commuted from
New York City to Wharton,
where she attended the
WEMBA program. “I was
a music major as an under-
graduate, and | always want-
ed to have a better handle
on the courses youd find at
business school,” she notes.
At Wharton, Nelson studied
statistics, operations research,
and computer applications,

LOUIS M. LANZANO

“all courses that a self-
respecting music major
would not take.”

The tools Nelson gained
from her coursework made
her feel that she had more
command of the field —
enough to make a career
change that has brought her
to where she is today. “I felt
like I could take a job that
involved a great deal more
risk than the one | had,”
Nelson explains. “I could get
through Wharton, after all.”

A major part of the
WEMBA experience, ac-
cording to Nelson, was be-
ing surrounded by a diverse
group of working profession-
als. Nelson’s WEMBA class
included 33 people from
different fields and compa-
nies. “You learn quickly how
certain personality types are
aligned with certain profes-
sions, and you need to find
the one that is right for
you,” she says. “I learned a
lot from observing the peo-
ple around me, and in the
end I knew | was in the
right field.”

Nelson, whose husband
is also a Wharton graduate,
has remained in close con-
tact with the School. She
has served on Wharton’s
Graduate Executive Board
since 1995, and this spring,
as part of a larger gift to
Wharton, she committed
$1 million to name a class-
room in Huntsman Hall.
Her gift is one of the largest
the School has received from
an alumna.

While working at Neu-
berger Berman, Nelson
observed a number of her
partners donating to chari-
table organizations. “That
influenced me,” she says.
“It's important to remember
that you had a helping hand
while achieving your success.”

Bill Mack, W’61:
Technology as a
Shaping Force

“Technological innovation
brings together several disci-
plines and provides a basis
for new things being done,”
Bill Mack says regarding

his recent gift to the Whar-
ton School. “It touches

on everything, from bio-
tech to engineering to the
Internet.”

The gift —a $10 million
donation made in1999 — has
established the William and
Phyllis Mack Center for
Technological Innovation
at the Wharton School.

Mack, whose business
arena is real estate, is presi-
dent and chief executive
officer of The Mack Comp-
any. Instead of investing in a
real estate program, however,
Mack says he went through
a process of deciding how
his money could have a more
universal impact — not only
at the School, but in our
fast-changing world.

“I entered the situation
with an open mind,” he

explains. “I began by asking
[former dean] Tom Gerrity
and then Pat Harker what
they deemed to be priorities
for the School. The more
we discussed it, the more we
came to a situation where |
felt the future of the world
has to do with technological
innovation.”

The Center will be the
cornerstone of the Wharton
School’s efforts to understand
technological innovation
and its effects on all areas of
management. It will provide
graduate courses, a profes-
sorship and a high-visibility
conference as well as support
for high-impact research and
publishing activities.

LOUIS M. LANZANO

Mack says that he felt it
was important to support a
program that will provide a
service to the University, stu-
dents and the public. “Inno-
vation in technology is the
way mankind continues to
advance and make a better
place for itself,” he says.

Campaign at Patrick T. Patrick T. Harker Campaign at International
$223 million Harker, ce’ss, named Dean $280 million launch of the
GCE’81, GR’83, Campaign for
appointed Interim Sustained
Dean of the Leadership
Wharton School
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Matt Greene,
WG’89:

Seeing a Unique
Opportunity

Vance Hall is a vivid memo-
ry for Matt Greene. “It was
very overcrowded, and from
a tech standpoint, it wasn't
wired,” says Greene, who
now works as managing di-
rector of the Equity Depart-
ment at Utendahl Capital
Partners. Greene was an
MBA student at the time,
and he particularly remem-
bers the Vance Hall mail
room, located in the base-
ment of the building: “It
was so full of people you
couldn’t move.”

MATT GREENE ’ .

Greene says that whenev-
er he and his fellow MBA
students would go to Stein-
berg Hall-Dietrich Hall,
they couldn't help but
compare the two buildings.
“We all thought, ‘What a

LOUIS M. LANZANO

building! Why don't we have
this?”” he recalls.

Since then, Wharton
has broken ground for its
state-of-the-art academic
building, Jon M. Huntsman
Hall. Greene says that when
he learned about the build-
ing he immediately saw a
way to make a difference at
the School. In the spring of
1999, he committed
$150,000 to Huntsman Hall
to name a group study room.

The room will be named
The Greene Family Group
Study Room, and it will
include the names of his
wife, Tita, and their two
children, Matthew Il and
Kobi. “Someday, if my kids
go to Wharton, they’ll see
their names in that build-
ing,” he says.

Greene, who has
remained connected to
Wharton by serving on the
Executive Committee of
the Alumni Association,
feels that the option to name
a group study room was
unique for a number of rea-
sons. “As an African Ameri-
can,” he says, “I feel | have
an opportunity to do some-
thing that my parents could
not do.” Moreover, he adds,
the gift helps to make a dif-
ference in a very concrete
way. “I had never been
exposed to the opportunity
to help make such a tangible
difference,” he says. “We
needed a new building. You
can actually visit it and see
what you've helped to make
happen. You can see that
you're part of something.” o
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In this Quarter...

Building Toward the Future

Since the initial groundbreaking ceremony in
April of 1999, Jon M. Huntsman Hall is becoming
an increasingly visible part of campus each day.
To learn more about Wharton’s future state-of-
the-art academic building and to see our live
web cam, visit
www.wharton.upenn.edu/news/building/

APRIL 2000
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AI arle continued from page 3

that, | want to find whatever else that | can hop out of bed for
and feel excited about. Even after a good year, though, | found

it wasn’t coaching.” O roserT sTRAUSS

FO I’d ham continued from page 4

promotion and advertising agent.”

Fordham has a long history of new product and turnaround
work at Nabisco. In 1994, she took on the task of reinvigorating
an ailing LifeSavers subsidiary, where profit and sales volume
had dipped. “Believe it or not, the number-one issue we had
was a customer service problem where we were not shipping
our products in a timely fashion,” Fordham says. “So before we
could even fix problems with our core brands, we had to do
something as mundane as straighten out the customer service
difficulties we were having.”

Fordham tackled the company’s other problems systemati-
cally and introduced multiple new hit products, such as Ice
Breakers gum and CremeSavers candy. Within three years, prof-
its had more than doubled, net sales had increased significant-
ly, and the candystand website was launched.

As a senior marketing leader, Fordham managed Nabisco’s
defense during the “cookie wars” of the 1980s when several
corporate powerhouses, including Procter & Gamble, aggres-
sively flooded supermarkets with new cookie lines. Fordham
fought back, launching a line of soft cookies that ultimately
helped Nabisco prevail on supermarket shelves. Fordham went
on to introduce several other products that became major hits
for Nabisco, including Teddy Grahams cookies and SnackWell’s.

The affable Fordham, who will only admit to being “in my
40s,” grew up the youngest of four children in central New
Jersey. She earned her BA from Rutgers University and is an
avid golfer and a passionate musician who put herself through
college giving clarinet lessons. Not surprisingly, Fordham ulti-
mately aspires to a top leadership post. “Obviously my ambi-
tion is to run a company and we’ll see how that unfolds. But I'm
optimistic that those opportunities are there - it’s just a matter
of time.” O

M aC M I I Ian continued from page 26
it. The basic idea is to say, ‘The world is uncertain. It is
my judgement that this is the direction it is going to be
heading, that X is going to happen, not Y. Let me worry
about whether it does or does not happen. I'll absorb the
uncertainty.” What people need to understand is that if
they are told to assume that world X is going to happen,
you may come back later and say, ‘Look, I'm sorry that it
isn't X; youre now going to have to assume it’s Y.’ They can't
look to you to be prophets, but they can look to you to
absorb the uncertainty and give them direction. This is

enormously liberating for them — if you don't absorb uncer-
tainty for them, many people freeze in the headlights.

What distinguishes the ideas in your book from
previous research on entrepreneurship?

m The important thing is the context.

This book is not about being an entrepreneur; it’s about
creating an entrepreneurial organization, irrespective of its
age and size. It’s about surviving in a world of uncertain-
ty. The days when strategy meant careful analysis and care-
ful planning and trying to outthink your competitors are
over. Today, you need to be able to position yourself to
grasp opportunity and exploit it quickly. Thus, the con-
cept of strategy is shifting from analytical strategies to
much more opportunistic strategies.

What are the key takeaways in your book?

mEntrepreneurial thinking is not an

option. It has become a necessity in even the largest orga-
nizations. The leader’s responsibility is to nurture and
encourage entrepreneurial thinking throughout the entire
workforce. o

SANDY HSIAO

Day / SCh Oemakel' continued from page 27

How can managers at established firms get
better at playing this different game?

We outline four broad strategies. First, you need to
widen your peripheral vision — look outside your estab-
lished industry and pay attention to weak signals. Second,
create a learning culture that is open to diverse viewpoints,
willing to challenge the prevailing mindset and experiment
continuously. Third, you need to stay flexible through
strategies such as managing real options. And finally, you
need to organize in such a way that you provide sufficient
autonomy to these new initiatives, so they are not suffo-
cated under the weight of the parent company.

(George Day is the Geoffrey T. Boisi Professor, Professor of
Marketing and Director of the Huntsman Center for Global
Competition and Innovation at the Wharton School. Paul
Schoemaker is Research Director of Wharton’s Emerging
Technologies Management Research Program and Chairman
of Decision Strategies International, Inc. For more infor-
mation about the book, see the Program’s web site at
http://emertech.wharton.upenn.edu/emertech/) 0
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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. To register online for a Lifelong e-mail address,
visit Alumni Affairs Web site at
<www.wave.wharton.upenn.edu>

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 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

For 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 informa-
tion, call 898.4560. e-mail: execed@wharton.upenn.edu
Web: www.wharton.upenn.edu/execed
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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 may schedule 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
<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>

Knowledge@Wharton

Stay informed of Wharton research, faculty, conferences and
speakers. Browse Wharton’s free business Web site, Knowl-
edge@Wharton: <http://knowledge.wharton.upenn.edu>

Knowledge@Wharton provides insight on issues ranging
from finance, general management and marketing to
e-commerce and business ethics. The site is updated with
new in-depth features every two weeks and includes analyses
of business trends and current events, interviews with indus-
try leaders and Wharton faculty, articles on recent business
research, book reviews, conference reports and hyperlinks

to related sites.
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UNITED STATES

ALBANY:

Richard Cunningham, WG’62

181 Pinewood Avenue, Troy, NY 12180
B: 518.273.3822, F: 518.273.1566

ATLANTA:

Bruce A. Hauptfuhrer, WG’94

Zeliff Wallace Jackson Investment
Counsel, Suite 2050, 1100 Peachtree
Street, NE, Atlanta, GA 30342

B: 404.873.2211, F: 404.873.6424
E-mail: mainleader@aol.com

URL: www.whartonatlanta.com

BALTIMORE:

Gregory Paranzino, W’86
Alex Brown & Sons, Inc

One South Street, MS-1-13-2
Baltimore, MD 21202-3220
B: 410.895.2290

E-mail: pennbalt@aol.com

BOSTON: Jay Gardner, WG’85

Geac Computers, Inc.

Box 5150, 9 Technology Drive
Westborough, MA 01581-5150

B: 508.871.6936, F: 508.871.6850
800.825.2574 ext.6936

E-mail: jayg@geac.com

URL: http://www.whartonboston.com

CALIFORNIA - NORTHERN:

Jeffrey L. Goodman, WG’96

325M Sharon Park Drive, Box 331
Menlo Park, CA 94025

B: 650.574.1055, F: 650.574.1056
E-mail: membership@whartonclub.com
URL: www.whartonclub.com

CALIFORNIA -SOUTHERN:

Steve Matthesen, WG’95

c/o The Boston Consulting Group
355 South Grand Avenue, Suite 3300
Los Angeles, CA 90071

B: 213.621.2772, F: 213.621.1639
E-mail: matthesen@bcgla.com

CHICAGO: John E. Hannsz, WG’75
Wharton Club of Chicago

P.0. Box 965, Westmont, IL 60559
B: 847.256.0733

E-mail: hannsz@aol.com

CLEVELAND: Herb Braverman, W’69
Walter & Haverfield

50 Public Square, 1300 Terminal Tower
Cleveland, OH 44113-2253

B: 216.781.1212, F: 216.575.0911
E-mail: HLB@Walterhav.com

COLORADO: Mark J. Johnson, WG ‘86
1086 S. Dahlia, # I-508

Denver, CO 80246

B: 303.504.3264

E-mail: mjjio@aol.com

URL: http://www.dbseries.com/whar-
ton1.htm
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303.693.3460

DALLAS: Bruce Aranoff, W’78
President

Aranoff Interests

2720 Royal Lane, Suite 228

Dallas, TX 75229-4724

B: 972.620.8854, F: 972.620.8868
E-mail: sez2g975@worldnet.att.net

ENTREPRENEURIAL:

Robert I. Herzog, WG’95

Wharton Entrepreneurial Club

c/o The New York Club, P. 0. Box 297-
006, Brooklyn, NY 11229-7006

B: 212.962.7777 ext. 143

E-mail: robert.herzog.wggs@wharton.
upenn.edu

EVENING SCHOOL:

Gary Lindauer, W92

Fidelity Graphics, 238 Holmes Road
Holmes, PA 19043-1590

B: 610.586.9300, F: 610.586.6600
E-mail: glindauer@juno.com

HARTFORD: Ralph E. Little, 111, WG’87
22 Pearl Street, Noank, CT 06340
B: 860.572.0149, F: 860.572.0327

HEALTH CARE:

Phillip G. Schrodel, WG’73

ECG Management Consultants

401 Edgewater Place-Suite 640
Wakefield, MA 01880-6210

B: 781.246.2900, F: 781.246.2016
Pschrodel@ecgmc.com

URL: www.whartonhealthcare.org

HOUSTON: Jon Zagrodzky, WG’94
McKinsey & Company, Inc

2 Houston Center, Suite 3500
Houston, TX 77010

B: 713.650.1299, F: 713.650.1050
E-mail: jon_zagrodzky@mckinsey.com

LONG ISLAND:

Adam Weisman, WG’78

Deloitte & Touche

2 Jericho Plaza, Jericho, NY 11753

B: 516.935.9000, F: 516.935.9056
E-mail: Mailbox@LIWhartonclub.com

MICHIGAN: Jay Hansen, WG’85
The Oxford Investment Group, Inc
2000 North Woodward, Suite 130
Bloomfield Hills, Ml 48304

B: 248.540.0031, F: 248.540.7501
E-mail: Jhansen@oxinvest.com

MINNESOTA:

Brian MacDonald, WG’90

4312 Abbott Avenue South
Minneapolis, MN 55410

B: 612.836.0701, F: 612.397.9953
E-mail: bmacdona@citilink.com

NEW YORK: Nigel Edelshain, WG’93
The Wharton Club of New York

P. 0. Box 297-006

Brooklyn, NY 11229-7006

B: 718.627.1989, F: 718.627.1989
E-mail: nigel.edelshain.wgg3z@whar-
ton.upenn.edu

URL: www.wharton-alumni-nyc.org

NORTH/SOUTH CAROLINA:

Diana Poulos, WG’92

Bank of America

NC1-022-17-01, 201 N. Tryon Street,
17th Floor, Charlotte, NC 28255

B: 704.388.1891, F: 704.386.1932
E-mail: diana.poulos@bankofamerica.
com

PHILADELPHIA: Thomas Culp, WG’74
¢/o Chris Mucci

P. 0. Box 38, Fairless Hills, PA 19030

B: 215.295.0729, F: 215.295.3652
E-mail: tccjr@aol.com

PHOENIX: Gil Laks, WG’94

655 W. Sierra Madre Avenue
Gilbert, AZ 85233

B: 480.539.7191, F: 480.539.7102
E-mail: Gil_Laks@hotmail.com

Portland: Mike Barr, WG’82
Meta Mergers & Acquisitions
3220 S.W. First Avenue, 2nd Floor
Portland, OR 97201

B: 503.827.7021

F: 503.827.6300

E-mail: mbmeta@ibm.net
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SAN DIEGO: David L. Unger, WG’75
2869 Burgener Blvd, San Diego,

CA 92110

B: 619.276.6778, F: 619.276.6406
E-mail: david@davidunger.com

SOUTH FLORIDA:

Yasmine B. Zyne-Coleman, W’76
Office Depot, Inc., VP, Employment Law
2200 Old Germantown Road- Mailcode
31B4061, Boca Raton, FL 33445

B: 561.438.4061, F: 561.438.1639
E-mail: yzyne@officedepot.com

VERMONT: Thomas S. Leavitt, WG’82
Merchants Bank, 275 Kennedy Drive,
South Burlington, VT 05403

B: 802.865.1859, F: 802.865.1891
E-mail: tleavitt@mbvt.com

WASHINGTON, DC:

Alan Schlaifer, W65

Wharton Club of Washington

8200 Wisconsin Avenue, Suite 616
Bethesda, MD 20814

B: 301.951.0117, F: 301.951.8450
E-mail: DCWharton@aol.com

WESTERN WASHINGTON:
Sean P. Kelly, C’'92

2017 Eastlake Avenue E.
#303, Seattle, WA 98102
B: 425.670.3236

E-mail: skellz@msn.com

INTERNATIONAL

ARGENTINA:

Sebastian ). Letemendia, WG’92
IMPSA, Av. Eduardo Madero 940-Piso
19, 1106, Buenos Aires, Argentina

B: 54.11.4316.8838/54

F: 54.11.4316.8835/68

E-mail: letemendia@impsa.com.ar

AUSTRALIA/NEW ZEALAND:

Gordon Black, WG’90

11 St. James Road, Bondi Junction NSW
2022, Australia

B: 6129386 4969

E-mail: blackmail@bigbond.com

BELGIUM: Guy F. Detrilles, WG’71
SA Egon Zehnder & Associates
(International) NV

Franklin Rooseveltlaan 14

B-1050 Brussels, Belgium

B: 32.2.648.0083, F: 32.2.640.6110
E-mail: guy.detrilles@ezi.net

BRAZIL:

Rogerio Y. Tsukamoto, WG’88
c/o PRYT Consultoria - Ecotec

Rua Jesuino Arruda 168 - Suite 152
04532-080 Sao Paulo SP, Brazil

B & F: 55.11.3068.9272

E-mail: pryti@ibm.net

CANADA (MONTREAL):

Michel Jourdain, WG’72

1, Complexe Desjardins

South Tower, 28th Floor, Montreal,
Quebec H5B1B3, Canada

B: 514.281.8605, F: 514.281.2875
E-mail: Michel.F.Jourdain@ccd.des-
jardins.com

CANADA (TORONTO):

Richard Hoffman, WG’87

c/o Shaindy Nathanson, 170 Atwell
Drive, Suite 504, Etobicoke, Ontario
M9oW 575, Canada

B: 416.367.6818, F: 416.863.4592
E-mail: richard.hoffman@fmc-law.com
CZECH REPUBLIC:

David S. Coco, WG’91

Cranachstr. 23, 12157 Berlin, Germany

B: 49.30.85.60.26.86
E-mail: dcoco@T-online.DE
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DENMARK: Erik Winther, GR’85
DAKO A/S, Produktionsvey 42, DK
2600 Glostrup, Denmark

B: 45 44 859.735
E-mail: erik.winther@dako.dk

DOMINICAN REPUBLIC:

José Miguel Bonetti, W’61
Sociedad Industrial Dominicana

182 Avenida Maximo Gomez

Santo Domingo, Dominican Republic
B: 1.809.541.1804

E-mail: jose.bonetti.wg61@wharton.
upenn.edu

ECUADOR (GUAYAQUIL):
Humberto X. Mata, WG’97

Fuerza Ecuador

Box 09 01 4848, Guaraquil, Ecuador
B: 593 4 564 268

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
E-mail: ernesto.solmeza.wg61@whar-
ton.upenn.edu

FINLAND: Patrik Sallner

McKinsey & Company

79, Avenue des Champs-Elysees
75008 Paris, France

B: 33140691312, F: 33140699393
E-mail: sallner@yahoo.com

FRANCE: Bruno Lannes, WG’82

Bain & Company

21 Boulevard de La Madeleine

75001 Paris, United Kingdom

B: 33144557583, F: 33144557600
E-mail: bruno.lannes@bain.com
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

E-mail: wolfram.nolte.wg77@wharton.
upenn.edu

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
E-mail: christian.hadjiminas.wg83@
wharton.upenn.edu

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 0r 335.4811

NETHERLANDS:

Sjoerd Sieburgh-Sjoerdsma, WG ‘95
Nuon, Business Development

Nieuwe Koekoekstraat 5

Utrecht 3514EA, Netherlands

B/F: 3130272 4777

E-mail: sieburgh_sjoerd@hotmail.com

NICARAGUA:

Duilio ). 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 Igbal Chaudhary, WG’86
4 Faxlia Colony, Ferozepur Road
Lahore 54600, Pakistan

PEOPLE’S REPUBLIC OF CHINA:
Professor Wang Xl (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: 63.2.816.8383 or 817.5096

F: 63.2.818.6800

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 Ill, 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
AlG-Brunswick Capital Management
AlIG 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 ). A. Engstrom, WG’85

JAB Industrivarden

P.0. 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 2176, F: 4122 709 34 02
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: 90212 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: gberlini@aol.com

UNITED KINGDOM:

Stephen F. Pirozzi, WG ’99
Associate, Enron Europe Ltd.

Enron House, 40 Grosvenor Place
London SW1X 7EN, 44 207 783 7008
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

0SIC Building 15/F, 8 Nguyen Hue Blvd,
Qz1, 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, ¢/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, ¢/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

36.-FALL

Chairman

Rich S. Pirrotta, WG’91

VP & General Manager, E Commerce
Fiera.com

420 Lincoln Road, Suite 432

Miami, FL 33139

B: 305-398-5245

F: 305-534-7828

E-mail: rpirrotta@fiera.com

President

Peter Borchardt, C ‘67, WG’73
President, The Borchardt Group
101 Bay Street

Easton, MD 21601

B: 410-822-9016

F: 410-822-1478

E-mail: pete@borchardtgroup.com

Director

Marguerite Harrington, WG ‘76
Director of Alumni Affairs

The Wharton School

3733 Spruce Street, 344 Vance Hall
Philadelphia, PA 19104

B: 215-898-1281

F: 215-898-2695

E-mail: harringm@wharton.upenn.edu
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Vige Barrie, CW ‘74, WG’76, Director of Communications
Cox School of Business, Dallas, TX

Michael J. Bennett, WG’99, Associate, McKinsey & Co.
Cleveland, OH

Robert Z. Bliss, W’82, Managing Member, Windmill Capital,
LLC, New York, NY

Theresa Boyce, WG’85, Vice President, Marketing
Lennox, Richardson, Texas

Joy E. Butts, WEV ‘98, Product Manager, Netmarket Group
Inc., Stamford, CT 06901

Mike Carrel, WG’97, CFO, ZAMBA, Minneapolis, MN

Thomas W. Courtney, Jr. WG’90, President, The Courtney
Group, Inc., New York, NY

Theo Forcht Dagi, MD, WG’95, Atlanta, GA
Kyle Duarte, W’98, HagginGroup, San Francisco, CA

David N. Feldman, Esq., W’82, L’85 , Senior Partner
Feldman & Associates, New York, NY

Matthew Greene, WG’89, Managing Director, Utendahl
Capital Partners, LP, New York, NY

Janice Hannsz, WG’75, Kenilworth, IL
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Carter F. Henderson, W’52, Ponte Vedra Beach, FL

David A. Kaufman, W’92,WG’94, Kaufman’s Wedding World
Altoona, PA

Chairman Emeritus, Dana R. Michael, W’82
Principal, Ernst & Young, New York, NY

Alan Schlaifer, Esq., W65, Principal, Law Offices of Alan N.
Schlaifer, P.C., Bethesda, MD

Bob Schneider, Esq.,WG’79, L’79, Of Counsel, Cuddy &
Feder & Worby, LLP, New York, NY

Bob Shalayda, WG’8o, Marketing Manager, Lucent
Technologies, Whippany, NJ

Michelle Smith, W’96, AVP, Sr. Credit Analyst, Daiwa
Securities America Inc., New York, NY

Sajan K. Thomas, WG’88, President & CEO, S.S. Thomas &
Associates, L.L.C., Gig Harbor, WA

Rick Wien, W’78, American Business & Professional
Program, New York, NY

Paul T. Zantzinger, C’65, WG’67, Vice President, Miller
Group, Atlanta, GA
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