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WELCOME
TOTHENEW
MAGAZINE

t’strue -we’reintimes of change. For thatreason, the Alumni Magazine, your ANTONIO _
magazine, hasalso changed. Not too much, though. In this inaugural edition, ARGANDONA
youwillfind agood part of what wasin the former magazine. But youwill also Er?eit%ut;;ni Magazine
discover anew design and some new names. We have also sharpened the fo- argandona@iese.edu

cus, so that we are better able to cover topics that are relevant to you.

On pages 8 and 9, we explain the reasons behind the change. A few months ago,
a sister publication was born to the Alumni Magazine: IESE Insight. Insightisa
management review which features all the latest research carried out by presti-
gious professors and researchers from all over the world. It is aimed at bringing
managers and entrepreneurs up to speed on recent ideas in business in a rigor-
ous, relevant and straightforward way.

At the same time that Insight was launched, we became inspired to update and
enhance IESE’s Alumni Magazine for its growing group of readers all over the
world. We realized that for the Alumni Magazine to best fulfill its objective of
serving IESE graduates, we needed to deeplyreflect on the publication’s purpose
within IESE and the Alumni Association.

What you have in your hands is the result of this reflection - and many hours
of work. The magazine seeks to present in a more open way for IESE alumni
what occupies the minds of our readers (Cover Story), the ideas of our faculty
(Ideas, Last Word) and what is happening on our campuses (Crossroads). We
alsohope this new format will better serve our alumni and what youare doing
(People and Life).

We don’tknow if we’ve accomplished our task. But you can be sure that we have
done our best. Now it’s your turn. First, read the new IESE Alumni Magazine.
Second, enjoyit. And third - very important - send us your comments, criticism
and suggestions, which we would very much like to receive.

Because if the old magazine was yours, we want this new magazine to be even
more so.

Alumni Magazine IESE OCTOBER-DECEMBER 2009 / No. 115 7
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LAST WORD. Some final thoughts while you wait fot the next
edition of the magazine.

he creation ofanewmagazine at IESE, IESE
Insight, has given us agreat excuse (and op-
portunity) to give the IESE Alumni Magazinea
newlook. Our objective was clear: give an even

clearer picture of IESE’s manyactivities around the world.

We wanted to show youinan even better way “what’s
newaround here” - what we’re doing, what professors
areresearching, who hasvisited the campus and what our
alumni are accomplishing.

Throughout the large process of redesigning the maga-
zine, we have had the help of many people who work at

Alumni Magazine IESE

IESE, as well as the team at Cases Associats. We particular-
lywouldlike to thank Javier Rodriguez and Toni Piqué for
the great effort they made to ensure that the new design
and formatare truly special.

Asyouknow, the magazine is published in both English
and Spanish to serve our readers, something that will con-
tinue as we take this next step forward in the magazine’s
history. We hope you enjoy the newand improved IESE
Alumni Magazine-and, of course, we welcome all your
suggestions and advice for future editions!

OCTOBER-DECEMBER 2009 / No. 115 9



I DEAS ‘ENTREPRENEURSHIP‘

KEYS FOR
AWAKENING

THE ENTREPRENEUR
INYOU

The media has lionized
entrepreneurs such as Mark
Zuckerberg, the founder

of Facebook, thus reinforcing the
misconception that those who start
businesses are necessarily young

and have an entrepreneurial gene
hardwired into their DNA. Here, IESE
faculty and alumni entrepreneurs
deconstruct this myth.

MARCELLA
MOOHAN
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rof. Julia Prats, the head of the
school’s Department of Entrepre-
neurship, describes an exercise in
the entrepreneurship module of
the Executive MBA. Entrepreneur
program participants are asked
to explain why they define them-
selves as entrepreneurs to their
classmates. Then the class watches a short 1970s film
about an entrepreneur who launches a company in the
automotive industry.

Afterward, the participants are asked to compare the
film’s protagonist with the entrepreneursin their group.
Do their personalities match? Are there characteristics
in common? They quickly realize that there is no com-
mon profile: some are shy, others are outgoing. And the
reason why there is no common personality type, ac-
cording to Prof. Prats, is that there is no mythical “en-
trepreneurial gene.”

This is the first in a series of myths and misconcep-
tions surrounding entrepreneurship rebuffed by mem-
bersof IESE’s entrepreneurshipfaculty. Their comments
are seconded by the experience of the many IESE alumni
who have successfullylaunched their own businesses.

APTITUDES NOT ATTITUDES

®_ What there is, instead, Prof. Prats says, is a set of
® common competencies or behaviors. So, since be-
havior can be learned, anyone can cultivate entrepre-
neurial skills - just like any other aptitude. Prats points
to her colleague Prof. Pablo Cardona’s model of the

OCTOBER-DECEMBER 2009 / No. 115 11
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three levels of competencies entrepreneurs should nur-
ture (See Figure1.).

“Everybody is a potential entrepreneur,” Prats’ de-
partmental colleague, Prof. Christoph Zott says.
“There is this stereotype that it’s in your DNA. Entre-
preneurshipis abehavior and like all behaviors it can be
learned,” he concurred.

One example Zott cites is “influence skills,” some-
thing that canbeacquired, for example, in a negotiation
skills class. If you donot have atwo-page CVlisting your
previous successful start-ups, you are going to need to
learn what Zott calls “symbolic or affective behaviors
to connect with investors and convince them that they
should trust you.” Such skills can be a cheap and effec-
tive resource when moneyis tight.

The difference between personalities and behav-
iors comes into sharp focus when IESE alumni explain
how they got where they are rather than what they have
achieved. Gustavo Garcia (PDG’05) launched Buy VIP,
anonline luxury clothingand accessories store in 2006.
Since then, its turnover has climbed from €500,000 to
€28 million in 2008. But how did Garcia and his team
get there?

“We chased our best brands foryears. We called them
everyquarterand arranged meetings with thematevery
fair or event where they were presenting their collection.
We sent them cake at Christmas and ice cream in sum-
mer. Sometimes theyacknowledged the gift, sometimes
not. But we kept chipping away until one by one, we got
them all to work with us. Perseverance works, I guess,”
he concluded.

NOT FOR EVERYONE

@®_ While facultyagreed thatbusiness schools couldand
@ should bring out and help hone students’ inner en-
trepreneurial abilities, most pointed out that students
still have to decide whether it is right for them, though.
“There are people who would prefer to have a fixed work
schedule,” Pedro Nueno, IESE professor of Entrepre-
neurship, said. “And then there are people who seek suc-
cess regardless of how many long nights or weekends it
takes,” he added.

According to Nueno, these entrepreneurs are not
mythical superheroes. Theyare simply very determined
people with a strong spirit of sacrifice and capacity for
hard work that they can tap into at critical times.

Evan Powell (Global Executive MBA ‘08) is an example
ofthat. Helaunched Nexentawithout external capital,also
knownas “bootstrapping.” Nexenta manages data storage
forenterprises onthe open-source principal,in contrastto
the proprietary technologies favored by the major players.
The company has grown by 450 percent since January. “If
youaregoingtobootstrap, your lifeis goingtobeimpacted.
Youwillhave neither time nor moneyforyourhobbies. And
100 hour weeks maybe the norm,” he said.

OUT OF THE GARAGE AND ONTO THE ROAD

®_ Another enduring entrepreneurialism myth is that
@ ofthe geekinthe garage who invents a new product.
“Entrepreneursare constantly thought of asinventors,”
Zott said. “But the biggest insight of my research is that
successful entrepreneurs don’t need to invent a brand-
new product like the iPod,” he said.

Alumni Magazine IESE
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I DE AS

IESE AND CEIT:
INNOVATION
MEETS BUSINESS

THE FUNDAMENTAL
ROLE OF

EDUCATION
Partnerships between
universities and
companies are key to
supporting innovation.
To help support business
innovation, IESE works
to bridge the gap
between research and
development and the
commercial applications
of new technologies
by collaborating with
TECNUN, the bilingual
engineering school in
Northern Spain. IESE
and TECNUN are both
the offspring of the
University of Navarra.

“Business schools have
the responsibility to
provide management
education for people
with ideas,” said Mathieu
Carenzo, director of
IESE’s Center for Family-
Owned Business and

Entrepreneurship (CEFIE).
“Last year, we spent a
week with people from
TECNUN, teaching them
the basics of business and
management,” he said. In
turn, TECNUN promotes
entrepreneurialism
through CEIT, a center
focused on applied
investigation and
supporting young
researchers.

CEIT is a multidisciplinary
center that boasts

nine research teams
working in different
fields of knowledge,
including materials,
mechanical dynamics and
design, environmental
electronics and
engineering. The center
provides a forum for
researchers to take “bold
but prudent risks with
their innovations,” said
the center’'s managing
director, Alejo Avello.

Where thereis a
compelling commercial
application for the
researchers’ innovations,
the center creates a

spin company. To date,
the 12 companies that
have emerged as a
result of CEIT's work
have generated more
than 300 jobs, most of
which are high-skilled.
As José Ignacio de Carlos
Gandasegui (MBA '91),
the center’s assistant
director, said, “Our reach
is extremely wide-
ranging: we generate
knowledge which is
easily transferable to
the market in the form
of new entrepreneurial
initiatives.”

One example of such
an initiative is Optenet,
a global IT company
that develops security
solutions for Internet
service providers,

telecoms
operators
and large
firms.
The firm's
founder,
Francisco Martin,
launched the company
in 1997 with €3,000
while working from a
tiny office in TECNUN’s
basement.

Since landing its first
contract with the Spanish i
incumbent telecoms

operator, Telefénica, in

2001, Optenet now has !
over 60 clients across
the globe and provides
security solutions to over
57 million users. Martin,
a former faculty member
at TECNUN, gives credit
to its parent university.
“One of (the University
of Navarra’s) strengths

is knowing how to link
business with academia,”
he said.

Instead, theiringenuityliesin synthesizing existing pro-
cesses or products, or applying different processes. Such
is the case of Richard Vaughan (Executive MBA ’86).
In 2001, his English-language improvement company,
Vaughan Systems, launched VaughanTown, a kind of

residential talk-a-thon.

The initiative consisted of “stocking” an abandoned
Spanish village with 20 English speakers from all over
the world and 20 Spaniards. After 10 days of fun and
conversation, the Spaniards emerged three times more

fluent in English.

Neither one-to-one conversation classes nor residen-
tial language courses were new: the program’s original-

itylayin combining the two.

14 OCTOBER-DECEMBER 2009/ No. 115

Another ingenious aspect of the program is that it
is “stocked” with volunteers from across the English-
speaking world, from retired Irish farmers to Los Ange-
lesfirewomen. Asaresult, studentsare exposed toavari-
etyofaccents and cultures. The volunteers are provided
with bed and board in exchange for conversation.

The other flaw in the myth of the geek in the garage
who invents a new product is that the product is likely
to remain there between the lawnmower and the old
bikes unless the entrepreneur has the business skills
to exploit a commercial opportunity. That is where
management education can come in. In fact, it is often
MBAs who take the reins of entrepreneurial projects,
according to Mathieu Carenzo, director of IESE’s

Alumni Magazine IESE



Center for Family-Owned Business and Entrepreneur-
ship (CEFIE).

LEARNING TO MANAGE

@®_ Richard Vaughan of Vaughan Systems agreed with
® Carenzo’scomments. He said that successfully com-
pleting therigorous Executive MBA program convinced
him that he could accomplish anything he put his mind
to. And secondly, the modules on accountancy and con-
trol gave him agility with balance sheets, enablinghim to
quickly calculate an idea’s financial viability.
Thisisanother important aspect of entrepreneurialism
that is supported by IESE’s programs. Entrepreneurs,
almost by definition, need to be general managers: few

Alumni Magazine IESE

start-ups can afford to hire specialized finance, marke-
ting, HR or production staff.

Josep LI. Sanfeliu (Global Executive MBA ’06) is
another alum who noted the benefit. “An MBA program
is crucial for entrepreneurship because it allows you to
gain knowledge and experience in concepts that you
are familiar but not entirely comfortable with. It gives
you the self-confidence to launch a new venture,” he
said. Sanfeliu and his partners formerly launched Ysios
Capital Partners, a venture capital fund of €70 million
focused on the biotech, pharmaceutical and medical
technology sectors, in 2008.

“Inthisrespect, IESE’sfocus on general management
isanadvantage,”said Prof. Oosterveld, himselfaformer
intrapreneur at Philips, an investor and graduate of the
MBA class of “72. At Philips, Oosterveld headed up the
divisionthat commercialized the technologybehind the
CD-ROM and DVD.

Indeed, let’s not forget that entrepreneurial skills

and business models are currently much in demand
among established companies. Increasingly, em-
ployees engaged inaspecial project withinalarger
firm are supposed to behave as entrepreneurs,
even though they have the much larger resources
and capabilities of the company to draw upon.
This practice, dubbed “intrapreneurship,” is
most widespread among firms that use or produce
innovative products or services and are actively in-
volved in research and development. However, as
the need forinnovation intensifies across all sectors,
many established companies are beginning to recog-
nize the need for intrapreneurial solutions. Some com-
panies, such as 3M and Intel, even give their employees
certain freedom to develop their own projects and then
provide them with the funds to use for these projects.

DAMAGE LIMITATION

®_ Francisco Martin, founder of Optenet, aglobal IT
@ company, says that his experience of entrepreneur-
ship contradicts the myth that portrays the typical en-
trepreneur as a swashbuckling serial risk-taker.

“Inmy opinion, anentrepreneur should strikeabalance
between taking risks and playing it safe,” he said. “On the
onehand,anentrepreneur should base his orher decisions
on a profound knowledge of the market in order to mini-
mize risks... On the other hand, it is impossible to be 100
percent sure of what is going to happen next.”

Rob Johnson, a visiting professor in the Department
of Entrepreneurship, agreed. “There is a common mis-
conception that entrepreneurs are big risk-takers, al-
most like gamblers. What distinguishes entrepreneurs
is their ability to mitigate risks so that they narrow the
risks down to two or three elements that will make or
break abusiness,” he said.

Johnson speaks from experience: before teaching, he
and his business partner successfully launched and sold
their company, which was focused on the information
industryjustasthe commercial importance of that sec-
torwas coming to the fore. He continues to support new
enterprisesasaventure capital investor.

OCTOBER-DECEMBER 2009 /No. 115 15
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FIGURE 1. THE ENTREPRENEUR: INSIDE OUT
@ _The Concentric Capabilities and Attitudes
® Required for Entrepreneurship
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OPERATING ENVIRONMENT

®_ As asuccessful venture capital investor and entre-
® preneur, Johnson knows first-hand that launching
your own enterprise means accepting a high possibility
of failure. On top of that, the entrepreneur’s sensitivity
toward failure maybe compounded by the culture of the
country he or she is operatingin.

While faculty accept that cultural norms in individual
countries can impede entrepreneurialism, the majority
felt that the myth of the failed entrepreneur as social out-
castis overdone. Prof. Nueno believes that attitudes are
changing. “Ifan MBAinthe ‘7oslaunched acompanythat
faileditwould be perceived badly,” he said. “Butnowadays
it’sdifferent: people think, ‘he’sworked hard,donehisbest
...he’llhave learned something from the experience.”

Byanymeans, such attitudes tend to be limited to the
“uninitiated” outside the world of entrepreneurialism,
according to Mathieu Carenzo of CEFIE. The center
runs arange of networking and matchmaking events on
campus to bring together entrepreneurs and business
angels in IESE’s Private Investors Network.

“Within the ecosystem of entrepreneurialism, they
[investors, business angels and venture capitalists] val-
ue the experience gained through failure and are willing
toinvestinthat personagain,” he said.

BUILD ON EXPERIENCE

@®_ Experience,of course,isonlyacquired overtime-which
@® shootsholes in the myth of entrepreneurialism being
exclusively a young person’s game. In fact, most entrepre-

16 OCTOBER-DECEMBER 2009 / No. 115

neurs are 35years old and upward, according to Prof. Tony
Davila of the Department of Entrepreneurship.

“With over 10 years of work experience, you’re so
much better prepared,” Joélle Frijters (Global Execu-
tive MBA ‘08) said. Frijter’s company, Improve Digital,
provides advertising optimization technology to major
online publishers, including BBC Worldwide and Reu-
ters. “You have more visions (with more context), you
have abetter network, youare able to move things from A
to Bfasterand convince others to come along with you,”
she said.

On top of that, it can be a long, hard slog and could take
years before yourwork comes tofruition. “It’sneveraquick
buck,” Prof. Oosterveld said. “It’slike growinga plant, you
water it for days and weeks and months before it blooms
and, even then, the rabbits could come and eat it and you
have to start over from zero,” he said.

Hans Cool (MBA’03) knows this from personal experi-
ence. His company, Alucha, develops innovative recycling
technologies. One suchapplication canrecycle the thinlay-
ers of aluminum and plastic that make up Tetra Brik con-
tainers, along with carton board. Tetra Brik is notoriously
hardtorecycle.

The idea of marketing this technology was born in Prof.
Nueno’s entrepreneurship class in the MBA program. Al-
most six years later, the Nordic forest products multina-
tional, Stora Enso, is currently building a €6 million instal-
lationbased on Alucha’s technologyatits paper mill outside
Barcelona. The plantis due to start operations at the end of
thisyear.
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EXPERIENCE IS ONLY
ACQUIRED OVER

TIME, WHICH SHOOTS
HOLES IN THE MYTH OF
ENTREPRENEURIALISM
BEING EXCLUSIVELY A
YOUNG PERSON’S GAME.

ADVICE

FROM THE TRENCHES

1. JUSTDOIT

“Step away from the
whiteboard, stop
brainstorming, stop
planning and start
selling. When in doubt,
get the product into the
market and try to get
paid for it.”

Evan Powell (Global
Executive MBA '08)
Nexenta

2.BIGGER THAN
YOURBOOTS

“In the first year, you
need to act bigger than
you are and also invest
in that. Large companies
don't want to work with
small unstable start-ups.”
Joélle Frijters, (Global
Executive MBA '08)
Improve Digital

3.WORKIT

“There are many
opportunities out there
that people pick up on.
The difference is that
the entrepreneur turns
that opportunity into a
business by sheer hard
work.”

Javier Lluch (MBA '99)
Impact Media

18

4. KEEP
THEFAITH

“A strong belief in your
idea is very important.
We have been working
on our first project for
over five years and have
overcome many barriers
during that time.”

Hans Cool (MBA '03)
Alucha

5. AGE
BRINGS
EXPERIENCE

“l was 24 when |
launched my company.
However, my true
entrepreneurial spirit
surfaced much later, at
age 48.

Richard Vaughan
(Executive MBA '86)
Vaughan Systems
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MAKE YOUR OWN LUCK

@®_ But perhaps the most pervasive myth of entrepre-
@ neurialism, discredited to a greater or lesser degree
bymost of the faculty members and entrepreneur alum-
ni, is that of luck. Prof. Rob Johnson echoed the opin-
ion of manyalumni by quoting golfer Gary Player, “The
more I practice, the luckier I get.”

When it comes to crafting an entrepreneurial oppor-
tunity, thereis no substitute for sheer effort and bloody-
mindedness. “Luck can play arole and I have seen some
examples of that,” Improve Digital’s Frijters said. “But
never without really hard work and determination,” she
said.

Another group said that it is not that entrepreneurs
catchaluckybreak,butratherthattheygrab chancesthat
othersletslide by. “Pure luck doesnot exist,” Vaughan of
Vaughan Systems said. “Successful entrepreneurs open
the door every time opportunity knocks. Most people
don’t even hear the knock,” he said.

WANTED: ENTREPRENEURIAL

SOLUTIONS

@®_With the global financial system still recovering
@ from the crisis, some would argue against embark-
ingonanewventure at the moment. But while financing
may be thinner onthe ground, opportunities are likely to
Crop up as companies outsource services to save costs or
retrench and focus on core strategy.

Moreover, others suggest that the crisis has left the
world in greater need of entrepreneurs than ever. “The
problemswe are undergoing right nowwon’tbe solved by
major corporations,” CEFIE’s director Mathieu Caren-
zo said. “Mass employment brought by mass industrial-
ization gotus out of the depression. That will be the case
with this crisis,” he said.

By any means, as Prof. Christoph Zott points out,
“Research into job creation shows that jobs are not cre-
ated by large multinationals; large multinationals tend
to restructure and shed jobs. It’s the small companies
that create jobs.” Despite the high profile of large en-
trepreneurial companies such as Microsoft and Inditex,
lots of entrepreneurial companies are SMEs.

Instead, itis entrepreneurs whoarebest suited tograb
opportunitiesin today’s shifting environment. “The re-
cession has brought about a sea change in the world and
isacceleratingthe shiftfrom old, heavyindustryto clean
industry,” Prof. Oosterveld explained. “These sectors
lend themselves to entrepreneurialism.”

Justasthe digital world emerged from the early 1990s’
banking crisis, Dean Jordi Canals believes we are go-
ing to see something similar in areas such as clean en-
ergy, health care, life sciences and education. “Despite
the uncertainty, now is also the best of times,” the dean
told the IESE MBA graduating class of 2009 on April 30.
“It’s an ideal time for MBA graduates to bring their en-
trepreneurial spirittofruition.” The sameis true of IESE
graduates of all ages.

Alumni Magazine IESE



When the economy slows down
speeqa and precision in decision
making is more critical than ever

TANDBERG Telepresence, proven solutions

For an online demonstration visit: www.tandberg.com/totaltelepresence



I DEAS

ENTREPRENEURSHIP

ARCHITECTS OF
THE FUTURE

JULIA
PRATS

Professor of
Entrepreneurship, IESE
Business School

IESE Prof. Julia Prats

has edited this special
edition of the magazine on
entrepreneurship, which
includes some of the latest
ideas from IESE’s professors
of entrepreneurship as
well as the perspectives of
many entrepreneurs and
intrapreneurs from among
our Alumni.

ENTREPRENEURSHIP « INNOVATION AND
CHANGE
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e conomist Joseph
Schumpeter used
to say that entre-
preneurs are the
architects of the fu-
ture. It comes as no
surprise, therefore,
that entrepreneurs
now play a leading role in the cur-
rent economic environment, where
the future is somewhat uncertain.
And when I say “entrepreneur,” I
don’t mean thelonely, mad genius
whose only objective is to take his
or her project to fruition regardless
of everythingand everyone else, a ste-
reotype which has caused great dam-
age to entrepreneurship.

An entrepreneur is someone who
creates a company, but so are those
who find new ways
of doing old tasks or
develop new busi-
ness models for the
company that employs
them. In other words, entrepreneurs
are those who can create a future for
anybusiness-evenwhenthebusiness
isn’t theirs - in away which is innova-
tive, groundbreaking and sometimes
even counterintuitive.

L™

Ferran Adria and Juli Soler at E1
Bullij; Steve Jobs at Apple; Amancio
Ortega at Inditex; Muhammad Yu-
nus at Grameen Bank, and Jeff Bezos
at Amazon are all architects of the
future. Theyare only a few examples
of famous entrepreneurs. If we were
to list everyone who has been an en-
trepreneur over the last decade, the
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list would be virtually infinite, but
not all the names would be as well
known. We would also find people
like 22-year-old Carlos Oliveira, who
founded a mobile solutions company
in Braga, Portugal and sold it to Mi-
crosoft in 2007. This was the first
acquisition of its kind in Europe. Or
Eivind Bergnsmyr, a Norwegian en-
gineer who joined a company which
was developing a cutting-edge noise-
canceling product that allows for
perfect communication. Eivind felt
so identified with the company that
he gave it his all to be able to launch
the product, even when everything
pointed to failure. That product to-
day is an absolute must for over 20
countries’ armies, including the
U.S.’s. Many more unknown people
would appear on the list, people who
have reinvented the future for their
companies, their employees and
their families; people who, despite
not appearing in the press, have had
no small impact on the economy and
onsocietyat large.

FALSE DILEMMAS
@®_ “The people who get on in this
@ world are the people who get up
andlook for the circumstances they
want, and if they can’t find them,
make them.”

George Bernard Shaw’swords sum-
marize the entrepreneurial spirit we
promote hereat IESE. Infact, theidea

that good opportunities do not exist

but are created is confirmed by all

the stories of entrepreneurial ini-

tiatives we know. Félix Revuelta,

founder and presi-

B dent of Naturhouse,

5 builtanopportunity

from a change in the

food and dieting in-

dustry. Faced with market liber-

alization, Revuelta came up with

an innovative business model and

a highly competitive franchise mod-

el with which he has achieved rapid

growth, with an average annual growth
rate of 45 percent since 1999.

Another widespread but mis-
takennotionisthatbeinganen-
trepreneur “is only for geniuses
and people with luck,” when the key
to entrepreneurship is in innova-
tion and, above all, effort and per-
sistence. All the cases we have come
across through our research projects
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at IESE’s Department of Entrepre-
neurship have one thingin common:
innovative leaders who are capable
of bringing the best out of those
around them.

Finally,another commonmistakeis
to think that starting a new projectisa
linear process, when in fact all launch-
es and growth paths have ups and
downs and require knowledge of how
to manage crises, which can appear at
any time. That is why it is important
to quickly identify possible misalign-
ments, have safety nets in placeand a
“parachute” which can break the fall.
Those who have successfully over-
come such obstacles showvery similar
behavior: they are open to change and
to quickly modifying any elements
needed for survival, they are strongly
determined to take the company for-
ward and theyare quick decision mak-
ers. Theygetitright because they have
surrounded themselves by the right
team and are prepared to explore new
paths or to start again from scratch
whenever necessary.

We have analyzed in this article
the myths that are usually associat-
edwith entrepreneurship and which
sadly impoverish an area which is
actually a source of enrichment for
societyasawhole. Weneed toregain
the excitement of working hard and
the idea that people reap what they
sow. The reward need not be only fi-
nancial, as there is also satisfaction
in creating something new and see-
ingit grow, or in managing to revive
something which seemed doomed
todisappear. There are no magic for-
mulas for successful entrepreneur-
ship, but we have found that certain
behavioris common toall those who
have decided to be entrepreneurs,
either on their own or for others.

In this edition of the IESE Alumni
Magazine we feature the stories of
various entrepreneurs who have
studied at IESE, and we publish sev-
eral articles by members of IESE’s
Entrepreneurship Department. The
goal of this special report is to dispel
misconceptions about something as
real as entrepreneurship, and to un-
derscore that being an entrepreneur
isall about hard work and willpower,
notsomething peopleare either born
with or not. We challenge you to dis-
cover the entrepreneur inside you.

AN ENTRE-
PRENEUR IS
SOMEONE WHO
CREATES A
COMPANY, BUT
SO ARE THOSE
WHO FIND NEW
WAYS OF DOING
OLD TASKS.
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THE CHALLENGE OF GROWTH

GOING BEYOND 80

ANTONIO
DAVILA
Professor of Accountancy

and Control, IESE Business
School

There is a widely-held belief
that the comparatively
sluggish rate of new
business creation in Europe
is the result of a lack of
entrepreneurial zeal. In his
latest study, Prof. Antonio
Davila challenges this
myth by casting light on
the importance of building
a solid management
infrastructure during the
transition from a “good
business” to a “good
company.”

LEADERSHIP AND PEOPLE MANAGEMENT -
DECISIONSANALYSIS « STRATEGICMANAGEMENT «
ENTREPRENEURSHIP « INNOVATION AND CHANGE

etting up new businesses
with real opportunities
for successisnoeasytask.
But even with an attrac-
tive and profitable busi-
ness already in place, the
next step - that of trans-
forming oneself from an
entrepreneur into a manager - is just as
tough. The transition froma“good busi-
ness” to a “good company” takes place
at some point when it has between 50
and 100 employees. When a business
has fewer than 8o employees (to take an
intermediarypointbetween 50and100)
the entrepreneur can handle everything
himself. All decisions come through
him and he knows what’s going on in
every corner of the organization. There
isnoneed to know the intricate ins and
outs of business management; a good
idea, some charisma and a bit of com-
mon sense is enough. The big challenge
istogrowbeyond 8o employees. At this
point the company cannot grow based
only on good intentions. It needs good
managers.

A good example of this is a company
set up in June 2003 in Silicon Valley
which I have had the opportunity to
work with and have followed closely.
Thebasicbusinessideais great. Itwants
to be, and is fast on its way to becom-
ing, aleading player within the world of
high-techindustry-establishingitselfin
the meantime as a benchmark for many
withinthe sector, fromstartups, venture
capital and medium capitalization com-
paniestolarge multinationals. The com-
pany has been growing strongly for the
last three years but has now reached the
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transition point. The managing director
isagreatvisionary-the companywashis
brainchild, afterall-andagreat salesman
-mostof the company’s sales up to now
havebeenaresult of his persistenceand
hardwork. Buthisbigchallengenowisto
create a team that will allow the compa-
ny to grow beyond the seventy employ-
eesit currently has. Forhim,growth has
always meantmoretimewithclientsand
more pressure within the organization
to sell. And the management team has
always consisted of him and three other
trusted colleagues.

THE ABILITY TO GROW

@®_ The issue of how best to approach
@ this transition is particularly perti-
nent with respect to European compa-
nies. There is a widely-held belief that
Europe suffersfromalack of “entrepre-
neurial spirit,” which is nothing more
than a reflection of its supposed lack
of “innovative spirit.” It is true that an
excess of red tape and the social stigma
of failure, a key risk faced by entrepre-
neurs, may go some way to explaining
the slowerrate of newbusiness creation
in Europe, especiallyrelative to the U.S.
Nonetheless, I often encounter people
with ideas who set up new businesses
here with the same entrepreneurial
zeal T have seenin Silicon Valley. Maybe
there aren’t as many, but there are still
quite afew.

The slower rate of business cre-
ation in Europe is often put down to
a lesser desire among Europeans to
create new enterprises. While there
may be an element of truth in this,
the real source of the problem has
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THE TRANSITION
FROM A “GOOD
BUSINESS”

TO A “GOOD
COMPANY”
TAKES PLACE
AT SOME POINT
WHEN IT HAS
BETWEEN

S0 AND 100
EMPLOYEES.
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PERCENTAGE OF FOUNDERS
REPLACED AS MANAGERS
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more to do with the “ability to grow”
abusinessand create areal company,
i.e., with managers to manage it. In
many businesses, the curb to growth
isn’tthe viability of the business plan,
or the lack of funds; it’s the inherent
shortage of professional manage-
ment. We are all familiar with compa-
nies, in many cases family-run busi-
nesses, that reach the magic number
of 80 employees and stop growing.
There are also countless cases of new,
very promising businesses that, once
theyhave reached this ceiling, remain
just that: a promising business.

So, what goes wrong? Many entre-
preneurs will say that the business is
profitable enough so what’s the point
in growing further? Sometimes entre-
preneurs are afraid to leave their region
-the environment which theyknowand
in which they feel most comfortable.
On other occasions, growth represents
morework (whichistrue sincethenum-
ber of contacts doesn’t grow in lineal
fashion but exponentially with the rise
in the number of employees). The fact
is that the management model beyond
8oisdifferent. The “under 80” manage-
ment modelisnot “scaleable”, thatisto

say, you can’t carry on doing
the same thing just on a big-
ger scaleand ata faster rate.
If everything that goes onin
the organization has to go
through the entrepreneur,
more growth means more
hours of work and more
headaches, while expand-
ing to other regions means
more travel.

As soon as a company’s

workforce exceeds 8o
employees, management

must be professionalized.

This means that you have

to delegate and use man-

agement tools. If thisisn’t

done, the company has no

means of growing and the
“entrepreneurial spirit”

remains just that, an allusion

to what could have been but isn’t. Pro-
fessionalizing management requires a
seachangeinattitude and movingfrom
thinking of the company as a personal
business to understanding it as an or-
ganization. Itmeanshiring people with
the skillsand experience to “create” an
organization. It means hiring special-
ists - a finance director to set up a fi-
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nance department, a sales director to
set up a sales team, a human resources
directorwhounderstands the meaning
of a person’s professional career. And
it also means adopting management
tools - from setting up a simple budget
tothe design ofthe sales process or new
product development.

ABIT OF RESEARCH

®_These thoughts were running
@ roundinside our heads for quite a
while untilwe decided to dowhat aca-
demicsdobest:research. Welaunched
a project to study 78 newly created
Silicon Valley companies (with an
average age of just over 5 years) that
employ more than 50 employees. We
devoted a great deal of time to each
company, talked to various managers
and gathered details of their history,
such as the growth in the number of
employees, sales, profits, investors
and the adoption of professional man-
agement tools - from budgeting, sales
processes and alliances to product
development, financial analysis and
people management.

The results were conclusive. The
companies which grew most rapidly
were those that had devoted time to
creating a “management infrastruc-
ture,” that is to say, management
tools. Because of the geographical
region and the selection criteria —
high-growth companies - many of the
companies in the sample were at least
partly backed by venture capital. And
if there’s one thing that venture capi-
tal investors prioritize above all else,
it’s growth.

If an entrepreneur isn’t able to
make the companygrow, the manage-
ment board (on which the investors
sit) will quickly replace the entrepre-
neur -moving them to another de-
partment such as R&D, or otherwise
suggesting that they find new ideas
and create another company (out-
side the existing one). As aresult, in
our sample of companies we see quite
a high rate of turnover at the head of
the organization. Toseeifthis theory
about professionalizing the company
made sense, we looked at the level of
development of management tools
after one year, two years and three
years of the company’s existence and
the probability of the managing di-
rector beingreplaced. Figure 1 shows
this probability in relation to the de-
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velopment of management tools. The
figure suggests (and it’s statistically
relevant) that the lower the level of
management development, the high-
er the probability of replacement.

We did something similar in Figure
2. We grouped the companies dur-
ing the second year into three groups
based on their level of management
development and looked at how they
grew. Once again, more development
invariably means greater growth.

The conclusion is clear: manage-
ment does not destroy the entrepre-
neurial spirit as is so often argued.
On the contrary, management en-
ables the entrepreneurial company to
grow. Therefore, contrary to popular
belief,lack of growthisn’t duetoalack
of ideas (or a market), but rather toa
lack of management know-how. Of
course, it is true that too many man-
agement tools can lead to increasing
bureaucracyand smother innovation.
Butnone of the 78 companies we stud-
ied had that problem. The most com-
mon problem was the opposite: alack
of management.

ENTREPRENEURS AND MANAGERS

@®_ A close look at the level of mana-
® gement turnover at these high-
growth companies raises several inter-
esting points. A good entrepreneur is
not necessarily a good manager. What
isvalued in an entrepreneur is the abi-
lity to create, to take an idea to market;
inamanager,ontheotherhand,itisthe
ability to grow, to lead a team to gene-
rate ideas. Oneisacreator of products
and markets; the other is a creator of
companies. The former enjoys uncer-
tainty, novelty; the manager likes ha-
vinga platform on which to grow.

Creating companies not only re-
quires entrepreneurs. It also requires
managers - people who turnbusiness-
esinto companies which growbeyond
those 8o employees. Such managers
are a scarce resource that must be
created; they are even harder to find
than entrepreneurs. They are people
with experience in large companies -
which is why one of the functions of
large companies in a country is to cre-
ate managers — and who know how to
create a management infrastructure.
But they must also have the motiva-
tion and desire to work in a “small”
company.
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These directors know how to “cre-
ate a company” as well as hire the right
people with the necessary manage-
ment tools. One of the companies in
the sample needed to structure its
product-development process. Instead
of going through the motions and wait-
ingforafaulttooccur (ashappensmore
and more frequently as the “team” be-
comes unmanageable with growth)
to force them to restructure
the process, the managing
director hired someone
who had been respon-
sible for product develop-
ment at Intel. This person
brought with them all the
necessary experience and
expertise to oversee such
a crucial area. Something
similar happened in other
companies with regard to
financialmanagement -in-
stead of improvising ways
of budgeting, measuring
profitability and present-
ing reliable financial data
to the board, experienced
managing directors hired
experienced finance direc-
tors who had invaluable
knowledge of best accoun-
tancy practices.

EMPLOYEES

Perhaps the company
that best understood
the need to structure the
business in order to grow
was Siebel Systems. This
company, founded in 1993,
reached a billion dollars in sales and
8,000 employees in seven years —
something previously unheard of in
the software industry. Microsoft took
almost 15 years to reach that size and
Oracle took 13 years. Tom Siebel, the
founder and managing director (an
entrepreneur with the skills of a man-
ager), had worked at Oracle for many
years before focusing on new compa-
nies. Indeed, Siebel Systems was a big
company from its very inception - the
five employees all wore suits (unusual
in Silicon Valley) and behaved as if the
companywere alreadyalarge multina-
tional. Management tools were always
ahead of growth. The discipline which
led this company to the top (and to
leaveinthe dust manyother companies
which were set up at the same time but
which never grew) was the seed of the
problemsitwould experiencetenyears
later - but that’s another story.
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THE IMPORTANCE OF INNOVATION

ENTREPRENEURING
TOWARDS 2020

Professor of Entrepreneurship
and Holder of the Beltran
Chair of Entrepreneurship,
|ESE Business School

As the global economy
begins to slowly pick itself
up again following one of the
most serious economic crises
in generations, concerns
abound about the health of
business innovation. IESE
Prof. Pedro Nueno shares

his views on post-crisis
innovation, identifying

some important reasons for
optimism.

INNOVATION AND CHANGE « ENTREPRENEURSHIP

he phenomenon of en-
trepreneurship also
seems to go through
cycles. The 8os was a
time of restructuring
andfinancialinventions,
butnotmuchnewentre-
preneurial wealth. Inthe
90s,onthe otherhand, wefell over our-
selves turninginnovationsinto compa-
niesand creatingnewbusiness sectors,
such as cell phones and the Internet,
which have transformed our society.
In the present decade we have once
again turned our attention to financial
restructuring and innovation, and we
maywell,asaconsequence,endupwith
fewer companies than we started with.

But all that is about to change. Al-
low me to make a prediction. There is
a huge amount of innovation going on
in companies. The problem is that it’s
not being transformed - quite deliber-
ately - into business. There are also a
lot of innovative ideas forming in the
heads of executives, scientists, doctors
and professionals from all industries.
Unfortunately, these people are not
sufficiently interested in taking the big
leap,nor cantheysee muchin their sur-
roundings to encourage them to do so.

I’ll try and give some examples of
what I mean. Ericsson set up a labora-
tory in the 1920s to develop wireless
mobile phones. It went on to produce
afew models for very special applica-
tions such as the military and mining,
butmostoftheirtelephonebusiness fo-
cused on the development and deploy-
ment of wired telephony worldwide;
Ericsson even gotinto the cable manu-
facturing business. Just imagine devel-
opingaso-kgcell phoneand havingthe
managementboard tellyoufor 6oyears
that it has no future. Admittedly, the
first cell phones were not all that prac-
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tical, buttherate ofinnovation pumped
in since they were launched for mass
consumption, some 20 years ago, has
been spectacularand has createdincal-
culablewealth. Justthink how frustrat-
ing it must be for those who predicted
for 6oyears that the 50-kg contraption,
ifproperlydeveloped, would have huge
potential, onlytohave the management
board tell them to shelve it.

But let’s look at another example.
Most carmakers have announced the
launch of electric carsfor the beginning
ofthenextdecade. Several have already
unveiled prototypes of the vehicle they
intend to launch and are excited at the
prospects of this market segment. But
some 20 years ago Honda won a race
for electric cars in Phoenix by stay-
ing ahead for 200 kilometers without
recharging. Renault announced the
electric Zoom, Fiat the Downtown and
Chrysler the TEVan, while at Ford they
had been working on electric models
since the 1960s. Research into hybrids
peaked between 1978 and 1984. In that
6-year period automotive companies
whose managementboardshad notyet
approved their hybrid prototype were
getting nervous.

So why have management boards
chosen now to launch electrics and
hybrids? Whatever the reason, it’s a
welcome development which should
raise a host of new opportunities. By
a strange twist of fate, just at the time
Warren Buffet was buying a share of
Chinese car company BYD, precisely
because of its advanced position in
electric and hybrid cars, I was over
there writing a case study about its
entrepreneurial chairman and major
shareholder, Wang Chuangfu. As Mr.
Wang showed me his hybrid and elec-
tric prototypes, he told me that he also
expected to sell lots of conventional
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vehicles in the future. We are looking
ahead, then, to a decade in which such
an important economic sector as the
automotive industry will witness a
huge amount of applied innovation,
with everything that this implies for
the creation of entrepreneurial oppor-
tunities inahuge number of areas.

Butifwelookatanother essentialin-
dustry such as healthcare, seldom has
applied innovation been so strong as
itisat the present time. Being a mem-
ber of the Jury of the Wall Street Jour-
nal’s Technology Innovation Awards
keeps me very busy in August. Each of
the projects presented by the compet-
ing companies must be analyzed and
ranked. But it gave me great pleasure
this year to see that there have rarely
been so many new products and ser-
vices pushing strongly into the mar-
ket with potential sales of billions of
euros, which will certainly bring with
them limitless new opportunities for
supply, distribution and other related
functions.

However, as we look forward to the
20108, wWe can see a strong Asia, with
Chinaand Indiaand2.4billion consum-
ers on the fast track to growth. We can
also see entrepreneurial companies
beginning to create opportunities in
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Africa. As aprofessor of entrepreneur-
ship at IESE, I guess I have received
over 50 business plans so far this year
from entrepreneurial alumni plan-
ninginitiatives in Asia and Africa. This
is probably twice as many as the same
period a year ago, for a comparable
number of projects. Colleagues from
other business schools report similar
experiences.

All this leads me to think that the
time is right to take innovation out of
the closetandinto the market. ButIun-
derstand the marketis the whole world.
This meansthe managementboard has
to be proactive, to truly lead. And for
thistohappen, theyhave to get excited.
It’ssometimesagood thingtosurround
yourselfwith people who see the bright
side of things, thoughitmust, of course,
be from arealistic perspective.

To finish on a slightly different note,
here’s another prediction. The 2010
decade will be great, but what about
the 2019 crisis? As we take advantage
of this time of opportunity, remember
that there are cycles. In this business
world there is that nagging financial
reality they call a balance sheet, and in
terms of the care it requiresitis second
onlyto people.

THEREIS A
HUGE AMOUNT
OF INNOVATION
GOING ON IN
COMPANIES.
THE PROBLEM
ISTHATIT’S
NOT BEING
TRANSFORMED
INTO BUSINESS.
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NEW CHALLENGES

ENTREPRENEURSHIP:

FOUR BIG QUESTIONS

Entrepreneurship, IESE
Business School

Entrepreneurship is more
relevant than ever. Many
see it as the only way to put
the current crisis behind us
and move towards better
times. Professor Roure
reflects on four key aspects
of the process.

ENTREPRENEURSHIP « DECISIONS ANALYSIS «
INNOVATION AND CHANGE

28

@ certain innate qualities that en-
hance their development. But it’s
also true that there are a number of
common variables related to the en-
vironment, internal company charac-
teristics and the profile of entrepre-
neurs, themselves, that are crucial for
entrepreneurship to flourish.

In short, although there may be
some inborn qualities that make for
a successful entrepreneur, there are
alsodecisive conditions which can be
nurtured to create a fertile breeding
ground for entrepreneurial activity.

There are entrepreneurs of all ages
and walks of life. Many home busi-
nesses have achieved exceptional
levels of success. Their journey has
been long and difficult, and their
founders’ healthy ambition and de-
sire to grow at all times seem to play
avital role. The ambition to create a
company appears to be influenced by
arange of factors such as opportuni-
tiesandresources, as well as by avail-
able means.

However, regardless of the oppor-
tunities and resources available, if
there isnoambition, the project can-
not develop and grow. The ability of
the entrepreneur and his or her team
to build an entrepreneurial culture -
as part of an ambitious vision of the
project - focused on opportunities
and growth comes into play quite
naturally at this stage.
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JUAN IS AN ENTREPRENEUR WHERE ARE THE OPPORTUNI- E
ROURE MADE OR BORN? TIES AND HOW SHOULD THEY BE -
Professor of @®_ Entrepreneurs may well possess FOCUSED UPON? =

®_ Therearevarious myths

® regarding opportu-
nities. One myth is that
they are found in rapidly
growing emerging sectors
that are currently in vogue. In
reality, winning entrepreneurial
teams can be found in many sectors
and they tend to focus sharply on tho-
se activities that they know well.

Another myth associated with
launching a new venture is that you
must have a singular, brilliant idea
and stick with that. Again, in reality,
entrepreneurs identify, copy and
buy viable ideas that others
can develop. Finally, there is
the trap of the large market.

Many entrepreneurs fallinto

this one. They erroneously
assume that “their market”

is vast, homogeneous and mea- ¥
surable and so they focus on
reaching a small part of this large
market. Falling into this trap leads
to a huge oversight since, in defining
your target market, you will have
ignored the expectations and prefe-
rences of customers in relation with
the business proposition, along with
potential opportunities that could
come from diversified demand.

One way of avoiding this trap is to
identifyor create “gaps” inside thelarge
market where you can playa significant
role, and where potential clients appre-
ciatetoagreater extent the value propo-
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ENTREPRE-
NEURSHIP

CAN BE
UNDERSTOOD
AS A PROCESS
OF EXPLOITING
KNOWLEDGE
IN THE MARKET
PLACE.
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THIS PERIOD OF
ECONOMIC
RECESSION HAS
LED TO ANEW
GENERATION
OF ENTREPRE-
NEURS.

sition of your project. This helps clearly
define your activity, businesss model,
productandservice,aswellasintroduce
and define your value proposition.

Giventhatweare talkingabout com-
panies in the launch phase, credibility
inthe eyes of possible customers or in-
vestors is a crucial factor. Particularly
in the initial stages of the project, the
business proposition should center on
the client more than the market. To ca-
rry thisout, itis critical to define where
one wants to go (segment identifica-
tion) and where one wants to operate
(segment prioritization). The third
link consists of “concentrating on the
focus,” that is, selecting the segment
thatthe firmwill center itsvalue propo-
sition upon once the project has been
launched.

IS THERE A SOCIAL MODEL

THAT FOSTERS MORE

AND BETTER

ENTREPRENEURS?

@®_ Ahigh level of entrepreneurial ac-
@ tivityinacountryorregionislinked
toahighrate of business creation, large
numbers of emerging entrepreneurs
and high business turnover. According
toreports by the Global Entrepreneur-
ship Monitor, entrepreneurial activity
in Spain is about average for European
countries, although we lag far behind
countries like Brazil, China and the
United States, which are renowned for
their high index of entrepreneurial ac-
tivity. The mostinnovative countriesin
the European Union are the northern
economies: Finland, Sweden, Den-
mark, the Netherlands and the United
Kingdom.

Itis difficult to ascertain the causes
forlowentrepreneurial and innovative
activity in a country or region. We can
explainitin terms of the degree of citi-
zens’ aversion to economic or financial
risk and the consequent stigma associ-
ated with failure. However, the fact that
Europe lags behind the U.S. in this re-
gard is an indisputable fact. The emer-
gence of the so-called “entrepreneurial
model” in the U.S. has been associated
with the existence of a highly com-
petitive environment resulting from a
large market, a limited role of govern-
mentinthe economy,access to capital,
availability of technology and, perhaps
most significantly, the establishment
of astrongentrepreneurial culture.
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In contrast, in Europe the dominant
cultural and social values regarding
the pursuit of opportunity and entre-
preneurship continue to fuel negative
attitudes towards failure, which af-
fectsall facets of risk management and
its consequences. Inthe U.S., the “best
and brightest” generally welcome the
ideaof becomingentrepreneurs. Here,
everything is a bit more complicated
because there is no culture of entre-
preneurial support, either in the fam-
ily, at school or at university. Also, the
time needed toregister acompany ora
patent is still considerably longer than
inthe United States. We mustbeable to
tackle the stigma of failure in Europe. It
is one of the key challenges we have to
overcomeifwearetocompete success-
fully on a global scale. Failure is part of
the entrepreneurial and innovation
culture. Accepting it can only make us
stronger, not weaker.

ARE ENTREPRENEURS

IN CRISIS DURING TIMES

OF CRISIS?

@®_ This period of economic reces-
@® sion has led to a new generation
of entrepreneurs. For example, if we
look at the 50 projects that have been
presented in the eight Business Angels
and Family Offices Network forums in
the pastyear, wewill see that the quality
of business plans has increased signifi-
cantly. This may reflect to some extent
howthe economiccrisisis generatinga
wave of entrepreneurial initiatives.

For many in professional fields, en-
trepreneurship is also a window of op-
portunity which would not be possible
by means of a standard job. In practice,
looking beyond the economic cycle, the
current economic reality is that we live
inan “economy of entrepreneurs” who
come in all shapes and sizes. These in-
clude visionaries that start out in their
garage, people with experience in the
‘real’ business world who launch a ‘vir-
tual’ platform offering something that
isattractive and beats anything on offer
even in the real world, and entrepre-
neurs who buy up floundering compa-
nies with the goal of creating their own.

Itisvery difficult - if not impossible
- to return to pre-crisis conditions,
which is whyit’s so important not only
to understand what is happening, but
toseize the opportunities that emerge,
hereand elsewhere in the world. Entre-
preneurshipis thekey.
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BUSINESS MODEL INNOVATION

CREATING VALUE
IN TIMES
OF CHANGE

CHRISTOPHZOTT
Professor of
Entrepreneurship, IESE
Business School

RAPHAEL AMIT

Professor of Entrepreneur-
ship, The Wharton School,
University of Pennsylvania

The innovation of business
models is a highly powerful
tool that can be leveraged
by intrapreneurs. Innovating
in terms of business models
is the best way to achieve
sustainable competitive
advantage.

INNOVATION AND CHANGE « ENTREPRENEURSHIP

veryone seeks to in-
novate in order to
maximize revenues
and margins. How-
ever, this usually
requires significant
investment: innova-
tion is usually cost-
ly, time-consuming and is not guar-
anteed to be successful.

Is there a way for managers to
innovate in their existing markets
with their existing products by uti-
lizing their existing resources and
capabilities in novel ways? Could
they extract more value from their
firms’ existing resources, and if so
how? This question is easier to an-
swer than it appears. Creating a new
business model can pave the way for
anew form of innovation.

Managers and entrepreneurs
(and academics) should care about
business-model innovation for sev-
eral reasons. First, it represents an
often overlooked (and hence under-
utilized) source of future income
for their business, an opportunity
to create new business or enhanced
revenues and profits at relatively
low cost. Second, these economic
advantages could translate into a
sustainable performance advantage,
given that competitors might find it
difficult to imitate and/or replicate
an entire novel activity system (as
opposed to copying a single novel
product or process, which often
undermines and erodes the returns
from that product or process).
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Third, because business-model in-
novation can be such a potentially
powerful competitive tool, manag-
ers must be aware of competitors’
efforts in this area.

DEFINING A BUSINESS MODEL

®_We define a business model as
@ the way your company “does
business” with its customers, part-
ners and vendors. That is, the sys-
tem of specific activities that are
conducted by the focal firm or by
its partners to satisfy the perceived
needs of the market; how these ac-
tivities are linked to each other; and
who conducts these activities.

To illustrate the concept of busi-
ness-model innovation, consider
the case of Apple. The company
had been focused on the produc-
tion of innovative hardware such as
personal computers. Through the
development of the iPod and the as-
sociated music download business
iTunes, Apple was the first electron-
ics company that included music
distribution as an activity, linking it
to the development of the iPod hard-
ware and software. Apple thereby
pushed many subactivities of legal
music downloads to its customers,
thus avoiding or reducing additional
costs for the firm, while offering a
new service. That is, Apple did not
just bring a new hardware product
to the market; rather, it radically
transformed its business model to
include an ongoing relationship
with its hardware customers (simi-
lar to the “razor and blade” model
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BUSINESS
MODEL
INNOVATION
REPRESENTS
AN OFTEN
OVERLOOKED
SOURCE

OF FUTURE
INCOME.
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of companies such as Gillette) and
thereby enhancing its revenue and
preserving profit margins. Apple
has thus expanded the locus of its
innovation from the product space
to the business model.

Another example is the fashion
retailer Inditex. The firm has made
business-model  thinking

a corporate priority and

WHY INNOVATE IN YOUR
BUSINESS MODEL?
KEYS FOR COMPETITIVENESS

their annual report be-
gins by explaining the In-
ditex business model and

O It represents a source of future income which is
often neglected or underutilized; an opportunity
to create or raise revenue at a relatively low

cost.

O Economic limitations can be turned to your
advantage. Creating a model of sustainable per-
formance that is difficult for your competitors to
imitate can be far more beneficial than copying
a single product or a new process.

O Realizing the potential of this type of innova-
tion raises the alertness of management to
moves by the competition in this area and it
becomes easier to identify competitive threats.

OTo change the whole system of operations it is

highlighting its innova-
tive elements. Inditexhas
made many choices that,
viewed in isolation, seem
inefficient. For example,
for their Zara business,
they perform many ge-
neric activities largely in-
house, such as the dyeing
and cutting of fabric, and
the washing, ironing, and
ticketing of finished gar-
ments. Moreover, they
outsource sewing to
small workshops located
close to their Spanish
production facilities.

necessary to develop a systemic and holistic ap-

proach, which can be draining. For this reason,
the options available for designing the business
model are rarely questioned. Bear in mind that
whatever choices are made will have significant
implications in the long term.

When viewed in isola-

tion, both of these choices

seem inefficient, hence

questionable. As a whole,

however, their carefully

designed activity system
allows Inditex to bring new
fashionable garments from the design
stage to the shop floor within record
time — days as opposed to months —
whichmakesabigdifferenceinthefast-
moving fashion business. Although its
competitors have much stronger track
records and capabilities in product in-
novation and logistics, Inditex beats
them to the punch through its busi-
ness model, which relies on standard
resources (e.g., people who spot new
trends, but do not create them) and
off-the-shelf technologies (e.g., stan-
dard communication technologies for
transmitting real-time feedback from
the retail shops to the design teams),
but which deploys these resources in
activities that are linked and governed
in novel ways.

HOW TO INNOVATE IN THE BUSINESS
MODEL? A CONCEPTUAL PRIMER

@®_ Rapid advances in information
® and communication technologies
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have facilitated new types of technol-
ogy-mediated interactions between
economic agents. These develop-
ments have enabled firms to change
fundamentally the ways they “do busi-
ness;” namely, the ways they organize
and conduct exchanges and activities
across firm and industry boundaries
with customers, vendors, partnersand
other stakeholders. In other words,
these developments have increased
firms’ possibilities of purposeful net-
working, that is, of structuring their
destiny within the context of the
value networks within which they ex-
ist. Senior managers of focal firms
can actively design (i.e., construct,
link, sequence), in innovative ways,
boundary-spanning exchanges and
activities. This structure is captured
by the firm’s business model.

INTERDEPENDENCE IN ACTIVITY

®_ The number of activities that a
@ company carries out is typically
large, and for that reason innovating
in the business model requires trac-
ing the system of activities.

However, managers need to bear
in mind that identifying technologi-
cally and/or strategically distinct ac-
tivities can be conceptually challeng-
ing because the number of potential
activities is often quite large. Many
seemingly inseparable activities can
be broken down further, especially
given ongoing advances in informa-
tion and communications technolo-
gies. One way to deal with this issue is
to define activities at different levels
of aggregation, such as focusing on
the supply chain operations reference
model, which lays out top-level activi-
ties (plan, source, make, deliver and
return), and also specifies sub-activi-
ties that can be delineated at second,
third, and fourth levels. At high levels
of aggregation, activities could com-
prise whole business functions, such
as accounting and human resource
management. At low levels of aggre-
gation (i.e., high levels of decomposi-
tion), activities could be as specific as
the processing of customer e-mails
based on their content, or the transla-
tion of product manuals into a foreign

language.

INTERDEPENDENCE

IN THE DESIGN OF ACTIVITY

®_ The most important design ele-
@ mentscharacterizing a system of
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activities are content, structure and
governance. These elements can be
strengthened, leading to innovation
in the business model.

The content of an activity system
refers to the selection of activities,
i.e., those that are performed. For
example, in addition to the typical
activities of a retail bank, Bancolom-
bia adopted activities to offer mi-
crocredits toreach the more than 60
percent of Colombians who did not
have access to banking services. To
perform these new activities (and
thereby innovate its business model
content), the bank needed to train
its top management, hire and train
new staff, and link the new activity
to its existing system (platforms,
applications and channels).

In the 9os, IBM changed its focus of
interest and moved from being a hard-
ware supplier toa service provider. The
company relied on the knowledge and
experience it had gained over the years
to launch a new range of activities in
consulting, IT maintenance and other
services. As a result, more than half
of the $90 billion in IBM revenues in
2006 came from these activities, which
hadn’t even existed 15 years before.

The structure of an activity sys-
tem describes how the activities are
linked, e.g., sequencing among ac-
tivities, and exchange mechanisms
among the linked activities.

Consider Priceline.com. This on-
line travel agency has established
links with airline companies, credit
card companies, and the Worldspan
Central Reservation System, among
others. Through the introduction of
a reverse market in which custom-
ers post desired prices for sellers’
acceptance, however, the firm has
fundamentally innovated the ex-
change mechanism through which
these parties interact and by which
items such as airline tickets are sold.
Priceline.com has been granted a
business method patent on its inno-
vative activity system. The structure
of that system distinguishes the firm
from other travel agencies.

The governance of an activity
system refers to who performs the
activities. Franchising, for example,
represents one possible approach
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to innovative activity system gover-
nance. It can be the key to unlocking
value, as was the case for Japanese
retailing when entrepreneur To-
shifumi Suzuki realized in the early
1970s that the franchise system de-
veloped in the U.S. was an ideal re-
sponse to the strict regulations im-
posed by the Japanese government
on retailing outlets (e.g., limiting
their size and restricting opening
times). By franchising Seven-Eleven
stores in Japan, Suzuki adopted a
novel type of activity system gover-
nance and managed to create value
through professional management
and local adaptation.

DESIGN OF THE MODEL
®_Managers can innovate in the
® three design elements of a busi-
ness model (content, structure and
governance) simultaneously.

Lending Club, Prosper and Zopa
are aimed at enabling direct small,
unsecured loans between individu-
als. Important business-model de-
sign issues for the founders in the
early stages of these firms were: (1)
whether or not to include a second-
ary market for trading loans in their
activity systems (a content issue);
(2) how precisely to link borrow-
ing and lending activities — for ex-
ample, would they provide an algo-
rithm that automatically matched
borrowers to lenders, and if so, to
whom and to how many (a structure
issue); and (3) who should perform
the credit risk assessment of the
borrower, the P2P firm or the lender
(agovernance issue)?

The founders of Prosper made
the conscious early decision to let
lenders choose the borrowers to
whom they wanted to lend their
money. This was a structural choice
(settling the question of how lend-
ing and borrowing activities were
linked) but at the same time consti-
tuted a decision about governance
(the evaluation and selection activi-
ties were shifted to the customers
and not performed by the firm).

INTERDEPENDENCE IN THE
REVENUE MODEL

®_The revenue model, akin to a
@ pricing strategy for specific
products or services, refers to the
specific modes in which a business-

RETHINKING
THE FIRM’S
BUSINESS
MODEL CAN
PAVE THE WAY
TO ANEW FORM
OF INNOVATION.
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THE
PERSPECTIVE OF
THE BUSINESS
MODEL ALLOWS
USTO SEE THE
FIRM AS A
BOUNDARY -
SPANNING
SYSTEM OF
ACTIVITIES.

MORE INFORMATION:

Universia has published the full version of this
article.

Zott, C.and Amit, R., “Business Model Innovation:
Creating Value In Times Of Change,” Universia
Business Review, Special Issue on Business
Models, June 2009.

model enables revenue generation
for the focal firm. In that sense, a
revenue model complements a busi-
ness model design, just as a pricing
strategy complements a product de-
sign. Although the concepts may be
quite closely related and sometimes
even intertwined — for example,
in the product world, Gillette uses
its pricing strategy of selling cheap
razors to make customers buy its
rather expensive blades — business
models and revenue models are con-
ceptually distinct.

A business model is geared to-
ward total value creation for all par-
ties involved. Itlays the foundations
for the focal firm’s value capture by
co-defining (along with the firm’s
products and services) the overall
“size of the value pie,” or the total
value created in transactions, which
can be considered an upper limit to
the firm’s value capture. The busi-
ness model also co-determines the
focal firm’s bargaining power. The
greater the total value created and
the greater the focal firm’s bargain-
ing power, the greater the amount of
value that the focal firm can appro-
priate. How much of the total value
the firm actually captures, however,
depends on its pricing strategy or
revenue model.

SIX QUESTIONS EXECUTIVES

NEED TO ASK

®_ As we have seen, the source of
® innovationseems tohave shifted
from the product and process to the
organization of a firm’s activities,
specifically, their content, struc-
ture and governance. Echoing this
shift, practitioners such as venture
capital investors increasingly em-
phasize the importance of “asset-
light” companies. Indeed, our own
research shows that in a highly in-
terconnected world, entrepreneurs
and managers must look beyond the
product and process levels to focus
on their business model and on ways
to innovate it in order to create and
exploit opportunities for new rev-
enue and profit streams. In this re-
gard, we suggest that managers ask
themselves the following six key
questions:

1. What is the objective of the new
business model? In other words,
what perceived needs should be
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satisfied through the design of a
new activity system?

2. What novel activities are needed
to satisfy the perceived needs?
(Business-model content)

3. How could these activities be
linked to each other in novel
ways? (Business-model struc-
ture)

4. Who should perform each of the
activities that are part of the
business model (e.g., the focal
firm or a partner), and what
novel governance arrangements
could enable this structure?
(Business-model governance)

5. How is value created through
the novel business model for
each of the partners?

6. What focal firm’s revenue model
will allow it to appropriate part
of the value created from the
new business model?

Addressing these questions and
adopting the business model per-
spective helps managers and entre-
preneurs purposefully structure the
activity systems of their firms in co-
operationandinterdependence with
other firms and economic agents
in their ecosystems. This purpose-
ful design and structuring can be an
important source of innovation, in
particular during times of change
and specifically, during periods of
resource scarcity and high uncer-
tainty and volatility in both capital
and real markets that adversely af-
fect revenues and profits.

Most importantly, perhaps, the
perspective advanced in this article
encourages systemic and holistic
thinking when considering innova-
tion, instead of concentrating on
isolated, individual choices. The
message to managers is clear: look
at the forest, not the trees — and get
the overall design right, rather than
optimizing details.
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Banking
in Emerging
Countries

Do financial institutions in developing
countries have any specific social
responsibilities? IESE’s Antonio
Argandofiaand Francesc Prior would
sayyes —particularlywhen considering

CRITERIA FOR CHOOSING A
VENTURE CAPITAL FUND
HEINRICH VON LIECHTENSTEIN, ALEXANDER PETER GROH

thatalack of financial depthisan
important obstacle to economic
growthinless developed nations.

In theirrecent article, the authors
present the underlying causes of low
financial depth and provide examples
of financial industrybest practicesin
three emerging economies: Colombia,
Ecuadorand Peru.

@_ In their study “The First Step of the Capital Flow

® from Institutions to Entrepreneurs: The Criteria for
Sorting Venture Capital Funds,” IESE Prof. Heinrich
von Liechtenstein and Alexander Peter Groh, a visit-
ing professor at IESE, analyze the criteria employed

by institutional investors in selecting which venture
capital firms to invest their money in. After conducting
asurvey of more than 1,000 institutional investors, the
authors found that the most important criteria are the
expected deal flow; access to transactions; a VC fund’s
historic record; its local market experience; the match
of the experience of team members with the proposed
investment strategy; the team’s reputation, and the
mechanisms proposed to align interest between the
institutional investors and the VC funds.

FULL ARTICLE AND VIDEO: /ESE Insight
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HEALTH AND PSYCHOLOGY “FAST FASHION” RETAIL OFFSHORING FACTS CO-
IN THE WORKPLACE STRATEGY RRECT COMMON MYTHS
PAULA BROUGH, THOMAS KALLIATH, VICTOR MARTINEZ DE ALBENIZ, PABLO AGNESE,

MICHAEL O'DRISCOLL AND STEVEN FELIPE CARO JOAN ENRIC RICART

POELMANS

®_ Over the course of the 20" centu- ®_ Theretail fashionindustryhas

® witnessedarevolution,with

@®_ Contrarytocommon belief, offs-

.. ry, the field of psychology has had
anincreasinginfluence on the under-
standing of work performance, em-
ployee healthand workrelationships.
More recently the sub-discipline of
occupational health psychology has
emerged within the organizational
psychology domain, and interest
inithas generated dedicated jour-
nals, academic texts and university
courses. Inaresponse to this growth
ofinterest, the book, Workplace Psy-
chological Health: Current Research
and Practice, discusses eleven topics
pertinent to contemporary workers
and to occupational health expertsin
particular.

MORE INFORMATION: JESE Insight

stores like H&M and Zara surpassing
Gap tobecome major playersin the
market.Victor Martinez of IESE and
Felipe Caro of UCLA Anderson School
of Management describe theirunique
strategyin “The Effect of Assortment
Rotation on Consumer Choice and Its
Impact on Competition,”
whichappearsasachap-

terinthenewbook,
Consumer-Driven

SUBSCRIBE
Demandand I
Operations NOw!
Management All information regarding
Models.

IESE Insight and IESE

IESE research is available
for consultation at

@ horingisnotthe preserve oflarge
developed economies, as Pablo Agnese
andJoan Enric Ricart demonstratein
theirreview of offshoringinarange of
countries,largeand small. Theyalso
highlight the continuing prominence
of manufacturing over the services
sector; the latter,while ontherise,
representsasmall fraction of total offs-
horing. The study concludes that sma-
ller countries are, inrelative terms,
among the biggest offshorersand
that, while the offshoring of
serviceindustriesis growing
faster than the offshoring of
materials, the level remains
insignificant.
MORE INFORMATION: JESE Insight

Publishing.
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AWARDS

COSIMO CHIESA

¢ Cosimo Chiesa, IESE professor
of marketing, received the title of
Knight of the Order of Merit of the
Republic from the President of the
Italian Republicin recognition of his
contributions to the economicand
academicworld.

STEVEN POELMANS

¢ IESE Prof. Poelmans’ paper
“Cross-national Differences in Rela-
tionships of Work Demands, Job Sat-
isfaction, and Turnovers with Work-
Family Conflict,” co-authored with

Paul E. Spector, Tammy Allen, Cary
Cooper, Laurent M. Lapierre, Juan
Sanchez and Michael O’Driscoll, was
chosenas one of the 20 best articles
inthe annual Rosbeth Moss Kanter
Award for Excellence in Work-Family
Research competition.

The paper, published in Person-
nel Psychology, one of the journals
with the highestimpact factorin OB/
HRM, is one of the firstinternational
studies to analyze differencesin
work-family conflictin 26 countries
around the world.

NOT TOO MUCH,
NOT TOO LITTLE

ELENA REUTSKAJA,
ROBIN M. HOGARTH

®_ Thedegree of
@ satisfaction
derived from any
given decision
dependslargely
onthe number
of alternative options available.
Thisis the central finding of the
study, “Satisfactionin Choiceasa
Function of the Number of Alter-
natives: When ‘Goods Satiate’ But
‘Bads Escalate,” written by Elena
Reutskaja, assistant professor of
marketing at IESE, and Robin M.

Hogarth, of the Universitat Pom-
peu Fabra. The study analyzes to
what extent satisfaction with the
choices we make depends upon the
number of options available to us.
Althoughitis widelyaccepted that
itis preferable to be able to choose
between arange of options, when
we are presented with too many we
tend to hesitate and delay decision
making. Reutskaja and Hogarth
observe that the number of choices
available to us should be restrained
to within a moderate range, which
allows us to weigh up the prosand
cons of each but does not inhibit the
decision process.

FULL ARTICLE : JESE Insight

Cluster Management:
Theory and Practice

The third edition of the Barcelona Clusters Summer School (BCSS 2009),
organized by IESE’s International Center for Competitiveness, took place from
July6to17atIESE’s campusin Barcelona. As with previous editions, the program
was coordinated by Emiliano Duch, founder of the Institute for Competitiveness
and president of the consultancy Competitiveness, on behalf of which he advises
throughout the world on the development of clusters.

The BCSS 2009 offered a 2-week program combining the study of theoretical
concepts withacloselook at the best real-life cases, delivered by a team compris-
ing some of the world’sleading cluster experts. They included IESE Profs. Pascual
Berrone, Pankaj Ghemawat, Joan Enric Ricartand Antoni Subira, program di-
rector Emiliano Duch and Christian Ketels, a professor at Harvard Business School
and amember of Michael Porter’s Institute for Strategy and Competitiveness.
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SOCIAL
ENTREPRENEURS
IN INDIA: A SMALL
STEP TOWARDS
INSTITUTIONAL
CHANGE

In their role as change agents,
social entrepreneurs tackle
persistent social problems
that oftenrequire innovative
solutions in resource-scarce
environments. While much
research to date has focused on
the “entrepreneurship” side of
the equation, there have been
few studies that examine the
processes of “social change”
that these entrepreneurs and
organizations aim to setin
motion. One way to define the
role of social entrepreneurs

in social change processesis

to view them as institutional
entrepreneurs. In the paper
“Social Entrepreneurship in
Rural India: A Small Step Ap-
proach Towards Institutional
Change,” authors Kate Ganly
and IESE Prof. Johanna Mair
draw upon a broader research
study of one such entrepre-
neurial actor in Eastern India,
and address issues of institu-
tionalized inequality and social
exclusion through community
development work.

IESE Insight
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Human IESE Insight

Resource Publishes Second
Edition:

Management

JAVIER QUINTANILLA, MARIA JESUS BELIZON,
LOURDES SUSAETA, ROCIO SANCHEZ-MANGAS The Second issue OfIESEIHSIght,

In this chapter of the IESE’s new management journal,
‘. book, The Cultural focuses on the power of partnerships.
h Context of Human Re- Itfeatures contributions from experts
source Development, ed- atleading universities, including

ited by Carol D. Han- Kathleen M. Eisenhardt of Stanford

senand IESE Prof. University, Thomas Vollmann and
Yih-teen Lee, the authors describe the Carlos Cordén of IMD and Venkat
evolution of HR policiesin Spain, particu- Ramaswamy of the University of
larly the strategic management of HR. Michigan, along with IESE professors
Prompted by recent political, economic Africa Arifio, Pinar Ozcan and Bruno
a{)l{i social Fhapge, we I.lave seen 1clorll.su.ler— e, e
able, growing interestinamore holistic publication
and systematic view of developing indi-

. : o . analyzes how
viduals and their organizations. In this the potential
chapter, titled “Malleabilityin Spain: The ¢ p Kine:

OI'WOrKIng in

Influence of US Human Resource Devel- h'g
opment Models,” the keyfocusis onthe partne.rs 1p can
development of the HR function. be maximized

andvalue

W h.ll'llli.t_' =

TRANSFERRING KNOWLEDGE WITHIN Partncrehips created through
MULTINATIONAL CORPORATIONS means such as
SEBASTIAN REICHE, ANNE-WIL HARZING, MARIA L. KRAIMER collaboration
®_ Throughtheircapacity =~ MariaL. Kraimer analyze and the process of
® toexchangeintellec- and describe the functions _ g g :
tual capital between the thatinternational envoys co .cre (01 TheJournal also-lncludes
head officesandthebran-  fulfillaskeyagents of articles by respected academics Prof.
ches of the multinationals knowledge transfer. Due to :
theywork for,international  their familiarity with their John A. QUGICh of Harvard Business
envoys playarole thatis companies’ headquarters School and John Ward of Kellogg
becomingincreasingly and branches, these agents School of M 1
important. In their latest facilitate valuable intellec- choolo anagement,aswellas
study, “The Role of Inter- tual exchange. The authors aninterview with Peter Sutherland,
national Assignees’ Social of the studyalso analyze . 0.8
Capital in Creating Inter- howand underwhat cir- chairman of British Petroleum (BP>
Unit Intellectual Capital: cumstances this knowledge and Goldman Sachs.
A Cross-Level Model,” istransferred.
Profs. Sebastian Reiche,
Anne-Wil Harzing and FULL ARTICLE : /ESE Insight
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CROSSROADS

REDISCOVERING
THE ROLE OF
BUSINESS SCHOOLS

The current crisis has highlighted the
need to redefine the role of senior

managers in organizations.

JORDI
CANALS

Professor and Dean,
IESE Business School

usinessschoolsaretheacademicsettingwhere
management knowledge is developed and re-
searched in a systematic way. The Wharton
School, set up in 1881 within the University
of Pennsylvania, was the first business school
founded in the United States. Several other
graduate schools were created in the U.S., such as Harvard
and Dartmouth, before World War I. In Europe, most of to-
day’sleading schools were established in the late 1950s and
the 1960s.

The positive effects of business school programs are evi-
dent through the lives of many successful entrepreneurs
andfirms. The failures and mistakes of individuals educated
at business schools, including those related to the current
financial crisis, distract us from the positive effects that
business schools have had in terms of developing excellent
professionalsacross manyindustriesin newandlongstand-
ingfirms. Business schools have contributed tojob creation
and innovation, bothin developed and emerging countries.
The many challenges thatbusinessesand societyfaceinthe
21 century will only heighten the demand for highly pre-
pared managers and entrepreneurs.
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Today, business schools are being criticized by some, in
particular regarding the role they have had in the current fi-
nancial crisis. Inthisarticle, Iwillbrieflyreview someofthe
major challenges business schools face today. I believe that
businessschoolsneed totakeamoredecisiverolein shaping
the conceptand mission of the firm, and rethinking therole
of senior managers in organizations.

The current financial crisis has generated two types of
criticismagainstbusiness schools. Thefirstisrelated tofac-
tors external tobusiness schools. The second typehastodo
with some internal gaps and deficits that business schools
should recognize.

SOME EXTERNAL FACTORS
Some observers who
level criticism against business schools -suchaslack of
relevance, unethical behavior or negative impact on people
and firms - have a point, though for reasons that are differ-
ent from those sometimes mentioned. It is true that many
MBA graduateshave gonetowork for Wall St.inrecentyears.
However, even among the schools where the investment
bankingindustryrecruited heavily, the totalnumber of MBA
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THE POSITIVE EFFECTS
OF BUSINESS SCHOOL
PROGRAMS ARE EVIDENT
THROUGH THE LIVES

OF MANY SUCCESSFUL
ENTREPRENEURS AND
FIRMS.

Alumni Magazine IESE

graduatesinimportant managerial positionsin those firms
wasrelatively smalland their responsibilities were probably
similartothose of other professionalswhohad notattended
business school. Moreover, there are manybusiness school
graduates working in many other industries and having a
positiveimpact on companies and society. A different ques-
tioniswhether senior managerswithagood educationfrom
agood school could have done more to avoid suchadisaster
inthe bankingindustry.

@®_ Globalization. Many Western companies have failed in
® theirefforts tobecome more international and global.
Some of them have committed strategic mistakes as they
sought to penetrate foreign markets. Many more have
taken cultural missteps when working in foreign environ-
ments. Perhaps more complex is the fact that developing
and transferring talent in global companies has become
a nightmare, with a feeling of frustration experienced by
both companies and employees. Business schools have to
doabetterjobteachingthe processesand challenges of glo-
balizationin their programs and activities. Infact, business
schools still have along way to go in terms of taking global-
ization more seriously.

®_ Corporate reputation. The damage tomanyfirms’rep-
@ utationsthathastaken placeinparallel with therecent
economiccrisisisagreat concern. Inmany countries, firms
used to be admired institutions that created jobs, generat-
ed investment and signaled advancement. Unfortunately,
these perceptions have changed over the past years. Some
companies have suffered severe blows to their reputa-
tions. Many firms are seen as pure profit maximizers and
their role in society seems to be in question. This percep-
tion goes beyond the crisis of investment banks and other
financial institutions. At the same time, some business
leadersare seentodayas thevillainsin these developments
because they drove them or allowed them to happen.The
public views them as opportunists with a short-term focus
on their own benefits and privileges.

Manybusiness schoolsare still stuckin traditional finan-
cial-based models of management and have been very slow
in reacting to these challenges. Ethics, values and a more
humanistic view of firms are dimensions that can be found
intoo fewbusiness schools.

INTERNAL FACTORS

@®_ The mission deficit. Organizations with a strong sense
® ofmission candevelop informal mechanisms that may
lead tohigher performance and increased work satisfaction.
A clear mission sends a signal to the whole organization by
stating whya firm exists, what values it stands for and what
purposeithas.

Many business schools do not have a clear sense of mis-
sionand what theyseek to doin society. Itis clear that all of
them have the goal of helping educate people and develop-
ingnewknowledge. The questioniswhether thisis still valid
enough today and, if it is, what balance business schools
should strike betwen the activities they want to have. In
principle, there is no superior model, but it is important to
understand why a business school exists and what it wants
tobe.

IESE’s view since its foundation in 1958 is that it should
aimatdevelopingleaderswhoaspire tohave adeep, positive
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and lasting impact on colleagues, their own firms and soci-
etyatlarge through professionalism, integrityand aspirit of
service. We think thatgood management andleadership can
change people’s lives and organizations, and help improve
societies. IESE’s programs aim at advancing the practice of
management and leadership and generating programs and
new knowledge that can contribute to this process.

@®_ The relevance deficit. Business schools became rel-
@ cvant institutions after World War II because they
helped tackle a very important need: the education of
professional managers and the development of a body of
knowledge about the main managementdisciplines. Inthe
1970sand 1980s, manybusiness schoolsbecamemoreinter-
ested in promotingthe same type of researchastraditional
universities. The fact is that research became increasingly
lessrelevant for the practice of management, evenifit was
adorned with an allegedly superior academic rigor.

Therelevance deficitalsobecamevery clearin the school
programs. Manytop U.S.and Europeanbusiness schools did
not offer executive programs until very recently. It was, in
part, a matter of choice, but it was also attributable to the
lack of interest that faculty members had towards work-
ing with senior executives on real business problems. This
should not be the case: research and practice should be
closely connected in business education and the classroom
is a great context where ideas, hypotheses and experience
should be discussed.

@®_ The humanistic deficit. Inmany schools, facultymem-
® bersseefirmsasorganizations whose social purposeis
to maximize profits for shareholders, and align executive
pay to economic performance. Unfortunately, these theo-
rieshave displaced some higheridealsin the business world
and the force of pragmatism in getting results has become
the dominant paradigm.

Theclaim that people areimportantis stronger than ever;
but in practice, many decisions are taken without consid-
ering their impact on people. Today, we have management
models completelyvoid of human presence, where decision
making happens in a mechanical way and incentives shape
the motivations of the agents.

Atthebeginning of the 20™ century, prominent business
people had the perception that companies had a social pur-
pose, beyond making money. As a matter of fact, the foun-
dation of schools such as Harvard and IESE is rooted in the
conviction that educating business leaders in a rigorous,
ethical way is important for the good of society.

TOWARDS A NEW NOTION OF THE FIRM

AND BUSINESS LEADERSHIP

@®_ Reframing the view and role of the firm and business
® leaders in society is a priority for business schools. If
companies and senior managers are not viewed positively
in society, business schools maybecome irrelevant.

®_ Anew view of the firm. Afirmisan organization made
@ up of people who work together with the purpose of
producing and delivering goods and services for clients,
and creating economic value in the process and opportuni-
ties for learning and improvement for the people involved
inthefirm. Thisframeworkisastarting point forredefining
the role of companies in society. Companies have to create
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economic value. Nevertheless, this is not the only goal that
a company has, nor is it an objective that can be achieved
bypurely economic means, for several reasons. Companies
are groups of people working together to serve clientsina
very efficient way. Profits are one of the indicators of how
the company is doing, but not the only one. At a more per-
sonal level, individuals would like to get things done in the
best possible way. But this also means that they will have to
work with others to make things happen. In personal rela-
tionships, trust is essential. Corporate cultures and values
thatenhance the work environment should be a priority for
top managers. Incentives that may destroy basic attitudes
andvalues should be removed from the firm’s policies, even
though the cost mayhave a short-term impact on profits.
Companies are not only profit maximizers. Decision-
making models that overemphasize this dimension, at the
expense of ignoring others, may end up creatinga concept
of the firm thatis far from the healthyview of the organiza-
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tionthata dynamicsocietyactuallyneeds. Fromthe 1980s
through the 2000s, we witnessed the unstoppable preemi-
nence of capital markets, investment banks, financial goals
and an almost exclusive view of firms as profit makers.
Many of the excesses and crises that appeared over those
years were in part a natural outcome of a warped view of
the firm. A positive view of the firm goes beyond an effort
to avoid scandals, although it can certainly help diminish
their likelihood.

PEOPLE IN COMPANIES: A HUMANISTIC

VIEW OF THE FIRM

®_ The dominant economic and sociological paradigms
® in management have put forward simplified ideas of
individual behavior in organizations. In both approaches,
the notion of individual freedom is replaced by determin-
ism: Given the right incentives and the right environment,
people will always behave in a certain way.

Alumni Magazine IESE

CORPORATE CULTURES
AND VALUES THAT
ENHANCE THE WORK
ENVIRONMENT SHOULD
BE A PRIORITY FOR TOP
MANAGERS.

This assumption is at odds with one of the basic te-
nets of many companies and management scholars:
people do matter. Some companies talk about people
as their most important asset or pillar. Unfortunately,
many managerial models across different disciplines -
finance, marketing and organizational theory - simply
take alighthearted view of people in organizations.

The humanistic perspective of the firm has several
pillars. The first is that each person is unique and can
make a unique contribution. Second, each person has
intrinsic dignity and basic rights to be respected in the
workplace and in society. Third, each person has the
freedom to make decisions and the right toact free from
coercionto use this freedom against his or her own will.
Fourth, each person is responsible for the use of his or
her capabilities and rights, and for the external actions
for which he or she is accountable to others and soci-
etyatlarge. Fifth, each person hasbasic material needs,
butalsohasaspirations and motivations thatgobeyond
material and economic incentives. Sixth, each person
has values that have to be respected as long as they do
not do any harm to other people or to themselves.

In the past, many theories made the assumption that
management was a neutral entity. Management is not
neutral. Itinvolves people making decisions and people
receiving the influence of those decisions. And deci-
sions are based on the choices and values that each per-
son has. The isolation of the decision-making process
asapure rational processisnotareal experience. Man-
agers should bring values to the workplace. However,
there are conditions for sustainably carrying this out
and avoiding clashes with people with different values:
each person respects the other person as a unique hu-
man being with intrinsic dignity that deserves respect.
One’s values have to recognize this very simple point.
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THE CHALLENGES FACING
BUSINESS SCHOOLS

ARE GREAT, BUT THEIR
FUTURE VERY MUCH
DEPENDS UPON THEIR
ABILITY TO SERVE
ENTREPRENEURS, FIRMS
AND SOCIETY.

®_ Therole of senior managers. Anewnotion of the firm
@ hasimplications for the functions and role of senior
business leaders. In a close parallel with the view of the
firm as profit maximizer, the role of senior business lead-
ers, startingwith the CEO, board members and members of
the top management team was seen as maximizing profits
and market values in the short term. There is nothing in-
trinsically wrong about this, except that a firm’s value cre-
ationis the outcome of a process. If this process is not well
designed and well managed, the outcome cannot be good.

This perspective does not ignore financial results, but
reflects the reality that good performance is the outcome
of many decisions regarding people, clients, products,
services, operations and other factors. The chief execu-
tive’s role is to make sure that people work in a way that
isboth efficient and effective, that makes them feel proud
about whattheydo, thatgenerates clientswhoare pleased
with what the firm offers them and shareholders who are
pleased enough with the financial performance of their
investment.

Thisview of businessleadershasacritical implication:
business leaders are professionals whose function is to
serve. Service is the key attribute in any profession wor-
thy of itsname, and thisis also true in the business world.
Aleader who does not serve her people, her clients, her
shareholders, her society, is not a good professional. He
or she may help the company make money in the short
term but may create an unsustainable organization in
the long term.

This view also reminds us that business leaders have
to lead by example. Many successful organizations have
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passed the test of time, despite managerial mistakes, be-
cause their CEOs have led by example. The example con-
sists of a mix of professionalism, fairness, virtue, courage,
strength and generosityin thinking of others. This doesnot
mean putting other people ahead of us, whichmaynoteven
be human, but putting other people and their interests and
ambitions at least at the same level as ours. By taking this
perspective, senior managers have the potential to be an
important force for change in society,and mangement can
be aprofession that serves the common good.

SOME FINAL REFLECTIONS

®_ Management remains an important profession in so-
@ cietytoday. The challenges facing business schools are
great, but their future verymuch depends upon theirability
to serve managers, entrepreneurs, firms and the commu-
nity.

Oneimportantstep thatbusiness schools must nowtake
istoredefine the view of the firm. In addition, they mustre-
define the meaning of the management profession, therole
of senior managers and the unique mission of companiesin
society by going beyond the generation of economic value.

IESE Business School has focused on these goals ever
since it was founded in 1958. The strong sense of IESE’s
mission and values, along with the entrepreneurial drive
of its faculty, staff and alumni, has led the school to grow
successfully, and has also helped to create new schools and
programs around the world. IESE’s fundamental values are
quite unique among business schools worldwide and the
current financial crisis shows us that these values are more
important than ever.
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46™ MEETING OF
THE HBS-IESE COMMITTEE

PREPARING

BETTER LEADERS

or the last 46 years, faculty members from
Harvard Business School and IESE have
met annually to reflect on the future of
management education. In Europe, IESE
isthe onlybusiness school withwhich HBS
hassuch strongties.

At its annual meeting held recently on
IESE’s campus, members of the HBS-IESE
Committee unanimously agreed that one of the primary
causes of the financial crisis was a lack of ethics. They dis-
cussed what needed to be changed and what leaders willneed
toguide their firmsin the future.

Committee membersalsopointed toalack ofleadershipand
effective governance, factors that depend upon the behavior
and actions of people, as underlying causes of the recession.

HBSandIESEareinstitutions thathave the responsibility of
transmitting and fostering integrity and effective leadership
capacities in business leaders, now and in the future. For this
reason, the objective of university-based education must not
be reduced to merely providing tools or technical skills. Man-
agement development should address all areas that have an
impactondoingbusiness,from knowledge and skills toethical
behavior. (See DeanJordi Canal’sarticle onthe future of busi-
ness schoolsin this edition of the IESE Alumni Magazine).

IESE - HARVARD RELATIONSHIP

Professors Joan Enric Ricart (IESE),
Eric Weber (IESE), Srikant M. Datar
(HBS), W. Carl Kester (HBS),
Richard Vietor (HBS),

Jordi Canals (IESE) and

José L. Nueno (IESE).

MORE THAN FOUR DECADES OF SHARED HISTORY

@®_ The group not only analyzed the reasons behind the
@ crisis and possible solutions in the short, medium
and long term. Members also looked at how to avoid a
similar crisis in the future. Founded in 1963 as a result
of the strong relationship between the two institutions,
the committee meets each year to discuss global trends
in business and management education, as well as joint
research and teaching projects. The Committee played
akeyrole in the establishment of IESE’s full-time MBA
program, the first of its kind in Europe.

HBS professors taking partin the meeting this year were
W. Carl Kester, deputy dean for academic affairs, and
Profs. Srikant M. Datar and Richard H.K. Vietor. Profes-
sorsrepresenting IESE were José Luis Nueno, professor
of marketing; Joan Enric Ricart, professor of strategic
management; Eric Weber, professor and associate dean;
and Jordi Canals, dean of IESE.

« Began back in 1963
« Jointly deliver the Global CEO Program for China
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« |[ESE is the leading distributor of Harvard cases in Spanish
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“IT IS TIME TO ADAPT

TO CHANGING

CONSUMER NEEDS”

BERNARD MEUNIER,
COUNTRY HEAD
FOR NESTLE SPAIN
AND PORTUGAL

IESE HAS DESIGNED A
CUSTOM LEADERSHIP
PROGRAM FOR NESTLE
AIMED AT PREPARING
THE COMPANY'’S FUTURE
LEADERS FOR THE
CHALLENGES OF AN EVER-
CHANGING WORLD.

ernard Meunier, country head for
Nestlé Spain and Portugal, describes
how his company is adapting to meet
changing consumer needs during this
period of uncertainty. Meunier, who
talks of the rise of a “new consumer,”
highlights the need to develop new of-
fersinthe consumer goodsindustryas
well as carry out exhaustive studies of each market in or-
der to anticipate and address their future needs.

As Nestlé’s Country Head for Spain and Portugal, you
are leading the company'’s efforts in one of the three
European markets most affected by the economic down-
turn (Spain, the U.K. and Ireland). Prior to this, you lived
through the 1998 ruble crisis in your leadership role at
Nestlé’s Russia and Eurasia division. What did you learn
from your first experience of managing in a crisis that
you can apply to this downturn?
Inacrisis, the mostimportant thingis to act, quicklyand
in the right direction. Doing nothing is the surest way to
suffer the fullimpact of the deterioration of the environ-
ment. Notall decisions will be correct,and thereforeitis
essential to constantly monitor the impact of these deci-
sions on our performance, and correct those that do not
give the expected results or go in the wrong direction.

For this we need to get closer to our clients and con-
sumers, understand how much they are changing as a
result of the crisis, and share within the company this
information in real time, through more frequent, direct
and concise communications.

In essence, we need to get closer to the market, com-
municate better and faster, and act decisively, whilst con-
tinuously monitoring the impact of our decisions.

What is different about this crisis and how is Nestlé
responding to it?

This crisisisunprecedented in Spain, coming after more
than 15 years of sustained growth in the economy and in
private consumption. It is changing the way consumers
look at what they buy, where and how they shop. The con-

« Custom programs offer companies personalized solutions for
addressing strategic challenges.
« |IESE delivers custom programs in cities around the world.

IESE
CUSTOM PROGRAMS
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sumer haschanged more in thelast12 monthsthaninthe
previous five years.

We need to adapt our offer of products and services
to this ‘new consumer’, better differentiating our prod-
ucts from the competition, reinforcing the quality/price
perception of our offer, and giving to consumers the full
benefit of our superior R&D capabilities in the form of
higher nutritional values for our foods and drinks.

What is Nestlé’s strategy with respect to private labels?
Itisour task to convince the consumer that our products
are superior in terms of quality, taste and nutritional pro-
file - what we call at Nestlé the 60/40+ approach. There
is obviously little future for national brands that are un-
distinguishable from retailer brands and charge a 50%
premium without clear justification. At the same time,
we should not limit our offers to the middle and high
price segments of the market, and we will increasingly
focus our efforts on developing offers in the ‘economy’
segment of the market, with the launch of Popularly Po-
sitioned Products, or PPP as we call them.

IN A CRISIS, THE MOST
IMPORTANT THING

IS TO ACT, QUICKLY
AND IN THE RIGHT
DIRECTION.

« Strong collaborative relationship between IESE and the company.
« Qutstanding performance delivery.
« Personalized attention.

IESE
CUSTOM PROGRAMS
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OUR MANAGERS NEED
TO QUICKLY ASSUME
LEADERSHIP ROLES IN

A “BUSINESS UNUSUAL"
ENVIRONMENT AND IESE
(THROUGH ITS CUSTOM
PROGRAM) HELPS

THEM UNDERSTAND
OUR MULTIFACETED
CORPORATE CULTURE.

BERNARD MEUNIER
ALIFE AT NESTLE

A Belgian graduate of
economics, Bernard Me-
unier has built a highly
successful career within
the Nestlé Group. After
working for two years as
marketing advisor at AC
Nielson, he joined Nestlé
Benelux in 1985 as brand
manager and in 1987
was appointed sales
manager. In 1990, he
transferred to the group’s
headquarters in Vevey
(Switzerland), where he
was made senior marke-
ting advisor for Coffee
and Beverages. In 1992,
as director of marketing
for Nestlé Hungary,
Meunier put in place an
effective structure for
the marketing functions
and introduced a highly
effective management
culture and system
within the Hungarian di-
vision. In 1996, when he
moved to Nestlé Russia,
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Meunier oversaw the im-
plementation of a similar
marketing structure at
the newly-created orga-
nization. From January
1998, he served as sales
director for Nestlé.

In 2000, Meunier was
placed in charged of the
general management
of Nestlé Hungary and
between May 2003 and
March 2005 served
as head of the non-
household division of
Nestlé France as well as
president of Davigel, an
affiliate of the Nestlé
group. In April 2005,
he was appointed chief
executive of Nestlé
Russia and later went on
to assume control of all
the group’s businesses in
Eurasia.

On November 1, 2008
Meunier was appointed
country head of the
Nestlé Group for Spain
and Portugal, whose
headquarters is located
in Spain.
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Nestlé has a wide range of products in its portfolio, from
Perrier mineral water to Friskies dog food. Does Nestlé
have any plans to increase visibility of the company’s
umbrella branding?
We do more than half our sales with products that are
marketed under the Nestlé corporate brand, such as Ex-
trafino, Nesquik or Nidina. But we also have a rich port-
folio of independent corporate brands such as Nescafé
and Nesquik, which enjoy high awareness and apprecia-
tion. The link between all our products and the Nestlé
corporate branding is ensured through the seal of guar-
antee and the nutritional compass at the back of all labels.
However some brands such as Friskies, Perrier or Buitoni
do not boast the Nestlé nest on their back labels as their
brand essence would not benefit from such a direct link.
This being said, millions of consumers visit our www.
nestle.es web site each year where the full range of brands
and productsis clearly visible. As we multiply the points
of contact with our consumers’ online (mails, web sites,
on-linevideos) thelink in our consumers minds between
Nestlé and all its brands grows by the day.

The global economic crisis has prompted a period of
introspection on the part of lawmakers, governing bod-
ies and consumers. Does Nestlé expect to see a greater
interest on the part of consumers in socially conscious
products that are organic and/or fair trade? If so, how
does Nestlé plan to respond to this?

At Nestlé we have a strategic integrated approach to CSR
called Creating Shared Value which stands for the fact
thatwhile creating value for our shareholders we also cre-
ate value for society. This approach, all the more impor-
tant in times of crisis, is highly valued by consumers and
opinion leaders, and contributes to our solid corporate
reputation. We have developed a plan to communicate it
inamore proactive way in the months and years ahead.

Nestlé is a Swiss company and yet consumers may

not be aware of this. Switzerland has positive
connotations for many consumers in respect to good
design and a clean, orderly environment. Yet

Nestlé has chosen not to exploit this. Why do you think
this is so?

We are proud of our Swiss heritage and never conceal it.
At the same time, we are also very proud that in many of
the countries in which we operate a majority of consum-
ers believe that the company originates from their own
country. That’s the case for example in the U.S., in the
U.K.,in France, and to some extent in Spain. This proves
how well we have integrated into the national landscape
and how relevant our brands and products are for the lo-
cal consumers. It obviously helps that we have been in
Spainforiog4years! Whenit comes to food and nutrition,
consumers attach a high value to culture and traditions.
Food is largely local, and adapting our recipes to local
taste has always been an intrinsic part of our winning
formula.

IESE runs the Advanced Leadership custom program for
Nestlé’s Future Leaders. Where do you see the benefit of
this program as a newly installed chief executive?

The Nestlé Advanced Leadership Program is designed to
accelerate the preparation of Nestlé Spain and Portugal’s
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THEKEY TO BEING
SUCCESSFULIN TODAY’S
GLOBAL ECONOMY
ISTO DEVELOP A

HIGH CULTURAL

AND EMOTIONAL
ADAPTABILITY.

future leaders for the challenges facing them, in a fast-
changing world. Our managers need to quickly assume
leadership roles in a “business unusual” environment
and IESE helps them understand our multi-faceted cor-
porate culture by being exposed to other business mod-
els. It also gives participants who have been given new
people management responsibilities an insight in their
personal leadership style and new skills to motivate their
teams.

As a Belgian who has worked for a multinational com-
pany in his home country, Russia, Hungary, France and
Spain, what do you believe are the keys to working suc-
cessfully in today’s global economy?

Being born and raised in a multicultural country at the
heart of Europe has been an inspiration. I always wanted
to grow beyond the borders of my small native country
and experience working in diverse social and cultural
environments. I chose to work for Nestlé because I knew
this company would give me the opportunity to do soif1I
could prove my worth.

Ibelieve the key to succeed in today’s global economy
is to develop a high cultural and emotional adaptability.
Understanding a different culture, coming to like it and
keeping a good personal balance allow you to both enjoy
and succeed in a foreign environment. And multiplying
experiences in various countries gives you an invaluable
vision of the globalized world and a definitive edge over
those that have always worked in the same location.
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SHORT FOCUSED PROGRAMS 09-10

TARGETING

SUCCESS

|IESE’s portfolio
of Short Focused
Programs covers
a broad range

of topics, and is
aimed at bringing
executives up to
speed on critical
management
topics.

Since its foundationin 1958, IESE
has sought to provide CEOs,
executives and entrepreneurs with
management education that is
highly relevant, as well as based on
solid research. With this in mind,
the school is continually updating
and expanding its series of Short
Focused Programs, which highlight
awide spectrum of critical busi-
ness areas.

“All the programs set for this year
have been designed with the spe-
cific needs of companies in mind,”
says Mabel de Muller, director of
Short Focused Programs. Witha
history going back over 20 years,
IESE’s Short Focused Programs
have become highly effective man-
agement education tools. As with
all IESE programs, Short Focused
Programs take a general manage-
ment perspective, providing a
comprehensive view of the firm.
Recently IESE offered the program
for executives, “Tough Times,
Tough Strategies: Leading Your
Company to Global Growth.” The
program took place in New York,
October 5-8, coinciding with the
World Business Forum.
Participants had the opportunity
to attend presentations deliv-
ered by prominent global leaders
including President Bill Clinton,
economist Paul Krugman, film-
maker George Lucas and David
Rubenstein, managing director

of The Carlyle Group. The Forum
was held at Radio City Music Hall.
The IESE program was led by

IESE Prof. Paddy Miller with the
participation of members of IESE’s
faculty.
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UPCOMING PROGRAMS

Among the upcoming Short
Focused Programs IESE will offer

is “Achieving Operational Excel-
lence,” (March 2-5,2010) which has
provenimmensely popular among
participants of past editions. “The
program goes far beyond current
SCM practices to provide a compre-
hensive business perspective,” said
former program participant Marco
Haakmeester, vehicle logistics
control Europe manager at Nissan
Europe S.A.S.

Another popular program has been
“Developing Leadership Compe-
tencies,” the next edition of which
will take place at IESE’s campus in
Barcelonain November 2010. “The
program gave me deeper insight
into my strengths and areas for
improvement, and strategies to
develop them. As the head of human
resources, my ability to develop

the leadership competencies of

our managers has been greatly
enhanced,” said former participant
Tove Elisabeth Nielsen, head of cor-
porate image and human resources
atJ. Lauritzen.
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UPCOMING
SHORT FOCUSED

PROGRAMS

1. ADVANCED
DIGITAL MEDIA
STRATEGIES
In Partnership with the
Institute for Media and
Entertainment
NEXT EDITION:
NEW YORK,
DECEMBER 9-11, 2009

As the media and entertainment
industry has moved full-force
to digital platforms, business
models have shifted radically.
Executives need to understand
the forces driving these changes,
and they need the tools to act
strategically as developments
continue to unfold. The sessions
will be led by IESE Profs. José
Luis Nueno, Josep Valor and
Sandra Sieber
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2. ACHIEVING
OPERATIONAL
EXCELLENCE
NEXT EDITION:
BARCELONA, MARCH
2-5,2010

This program addresses how to cut
costs and free up cash by optimizing
operations. Participants learn
specific methods for lowering costs
and improving service quality, as
well as how to devise and implement
new supply chain frameworks.
www.iese.edu/aoe

3. GETTING THINGS DONE
NEXT EDITION:
BARCELONA,

MAY 18-21, 2010

The Getting Things Done program
shows business leaders how to
identify sources of power within
their oganizations and use this
information to effectively influence
others and drive strategic change.
Led by Stanford University Prof.
Jeffrey Pfeffer and IESE Prof.
Fabrizio Ferraro, Getting Things
Done unlocks the mysteries behind
strategy implementation and reveals
the most essential factors in bringing
about the successful execution of
business objectives.
www.iese.edu/gtd

4. CREATIVE CULTURES:
MAKING INNOVATION
WORK
NEXT EDITION:

NEW YORK,
JUNE 10-11, 2010

This program showcases how to
unlock innovation by implementing a
proven framework and securing the

appropriate conditions to nurture
innovation. Led by IESE Prof. Paddy
Miller, it is @ must-do program for
those leaders who are in need of
boosting innovation through a turn-
key solution.

www.iese.edu/cc

5. GETTING GLOBAL
STRATEGY RIGHT
NEXT EDITION:
BARCELONA,
JUNE 8-11, 2010

Based on research by IESE Prof.
Pankaj Ghemawat, one of the
world’s foremost authorities on
globalization, this program will
set forth guidelines to evaluate
and exploit cross-border business
opportunities. Participants will
leave the program equipped with
the necessary tools to determine the
best competitive strategy for their
organizations.
www.iese.edu/ggsr

6. DEVELOPING
LEADERSHIP
COMPETENCIES
NEXT EDITION:
BARCELONA,
NOVEMBER 2010

Leadership skills are critical in
turbulent times - not just to survive,
but also to gain competitive
advantage. In this program, led

by IESE Prof. Pablo Cardona,
participants learn practical ways to
harness competencies for cultural
change and develop a thorough
understanding of the coaching
process.

www.iese.edu/dIc

MORE INFORMATION:
www.iese.edu/sfp
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9™ PUBLIC-PRIVATE SECTOR MANAGEMENT COLLOQUIUM

TRUST AND

COMPETITION
The Keys to Beating

the Crisis

@®_ To ensure their countries emerge
@ fromthecrisisasswiftlyand pain-
lessly as possible, public policy mak-
ers must deliver sweeping reforms in
all areas, ranging from productivity
and education to the justice system,
public administration, pensions and
thelabor market. This was the recom-
mendation made by
Prof. Xavier Vives,
academic director
of the SP-SP Center,
during the 9™ Pub-
lic-Private Sector
Management Collo-
quium held on June
19 at IESE’s campus
in Barcelona. Prof.
Vives also laid much
of the blame for the current financial
crisisonthe economic policies adopt-
ed bygovernments around the world.

Prof. Vives roundly described gov-
ernments’ responses to the crisis,

Policy makers
should work to

minimize any
disruptions to com-
petition and trade.

including policies aimed at guaran-
teeing toxic assets, injecting liquidity
into the financial systems and lower-
ing interest rates, as panic contain-
ment measures.

The IESE professor also provided
an overview of the type of short, me-
dium and long-term objectives policy
makers should pursue to address the
crisis. In the short term, the priority
mustbetoregainthe trustofinvestors
and consumers, while for the medium
and long term, policy makers should
seek to strengthen the economy’s
foundations so as to allow for growth
that is both stable and sustainable.
They should also work to minimize
any harmful disruptions to competi-
tionand trade.

ALONG-TERM VIEW

@®_ Carlos Cavallé, the president of
® the Public-Private Sector Re-
search Center (SP-SP) and former
dean of IESE, sent a clear message of
realism and caution, saying that “the
crisiswillbelong.” However, he cited
the Obama Planasa positive example
ofhowtoaddressit.

For his part, An-
dreu Morillas, sec-
retary of state of
the department of
the economy and
finances of the re-
gional government
of Catalonia, em-
phasized the need
forachange of para-
digm,whileJoaquim
Triadu, vice-president of the SP-SP
Center, said that whatis mostneeded
istoregain a sense of business ethics
and responsibility.
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SOCIAL RESPONSIBILITY

The Doing Good
and Doing Well
Conference
Receives Award

®_The Graduate Management
® Admission Council (GMAC)
awarded IESE’s Doing Good and Do-
ing Well Conference (DGDW) the
TeamMBA award for Best Education
Initiative at its annual conference
in Baltimore, Maryland, on June 19.
Liz Curran (MBA’09) and Alvaro
Carbén (MBA’09), along with IESE
MBA Admissions Director Javier
Mufioz and Associate Director Anna
Lee, collected the award in front of a
600-strong audience.

“The fact that IESE won this
award is testament to the significant
effort putinbyhundreds of students
since 2004 and the support of IESE
staffand faculty,” said Curran short-
ly after accepting the award on the
school’s behalf.

GLOBAL LEADERS INASIA

Building Closer
Ties with Japan

®_ “IESE’sgrowingpresenceinJapan
@ makesanimportant contribution
towardstrengtheningtherelationship
between Spainand Japan,” said Alfon-
so Carbajo, councilor of commerce at
the Spanish Embassyin Tokyo, during
a special session organized by IESE’s
Alumni Association and the consul-
tancy firm IGB Network dedicated to
the theme “Developing Global Lead-
ersinAsia.”

Norihito Furuya, of IGB Network,
and IESE Prof. Kimio Kase moder-
ated the session, which was attended
by 70 alumni, as well as a number of
other executives. IESE Prof. Pedro
Nueno also gave a session in which
he highlighted the technological and
industrial power and creativity of
Japanese companies, saying that the
country is poised to excel once the
economy rebounds.
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3RP INTERNATIONAL CONFERENCE OF WORK AND FAMILY

Companies Reveal True
Work-Life Colors in Crisis

IESE’s International Center
for Work and Family Holds
Academic Conference and
Practitioner-Focused Forum

@®_ Leadinginternational scholarsin
@ the field of work-life issues and
HR executives from family-respon-
sible businesses gathered at IESE
Business School’s Barcelona campus
on July 6 to 8 to discuss topics under
the theme of “Harmonizing Work,
Family and Personal Life in Times of
Crisis.” IESE’s International Center
for Work and Family (ICWF) hosted
the event.

The 3-dayevent comprised ICWF’s
3rd International Conference of
Work and Family, led by IESE Prof.
Steven Poelmans,
followed by the 5th
Family Responsible
Companies Forum.
The forum, orga-
nized by the ICWF’s
Director, Prof. Nu-
ria Chinchilla, and
her colleague Prof.
Mireia Las Heras,
gathered together
HR leaders including Accenture’s
Global Human Capital Director,
Armelle Carminati.

MOMENT OF TRUTH
.. Profs. Chinchilla and Las Heras
@ said the downturn is separating
the wheat from the chaff in terms
of organizations’ commitment to
work-life policies. Chinchilla said
the crux is the companies’ underly-
ing motivations for rolling out such
policies. If it is mere window dress-
ingin abid for positive PR, the com-
pany may find it easy to ditch work-
life initiatives.

On the other hand, the IESE pro-
fessor said that if an organization
is truly committed to work-life bal-
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Because of
the crisis,

organizations need
to become more
creative.

ance, it realizes that the issue is not
the policies’ cost, but rather the cost
to the firm of not implementing and
supporting them. Chinchilla pointed
out thatif companies abandon work-
life policies now, they run the risk of
de-motivating staff to do their best:
exactlythe opposite
of what is required
of them in the cur-
rent climate.

Prof. Las Heras
referred to previ-
ous crises to il-
lustrate the point.
For example, in the
early 1990s, IBM
remained commit-
ted to work-life policies despite a
sharp downturn. The company had
to close offices to save money, so it
introduced telecommuting policies,
allowing employees to work from
home. “Because of the crisis, orga-
nizations need to become more cre-
ative,” she said.

THINKING OUTSIDE THE BOX

®_Ellen Galinsky of the Families
® and Work Institute shared some
of the creative solutions employers
reported in its 2008 U.S. survey. Ini-
tiatives ranged from instigating sug-
gestion boxes for employees on how
to cut costs to granting unpaid time
off during the school vacation peri-
ods for employees. Other schemes

include granting sabbaticals or reduc-
ing the working week to four days, for
example.

The survey also found that U.S. em-
ployers had begun to ask employees
to assume more of the cost of salary
benefits such as health insurance and
pensions.

In addition to companies’ commit-
ment levels to work-life policies dur-
ing the downturn, scholars discussed
whether employees would make use
of them in times of uncertainty. “The
realitymaybe that employees mayfeel
scared aboutusingthese policies,” said
Prof. Gary Powell of the University of
Connecticut. “There is an increased
pressure to perform,” he added.

“Ithas to be clear to your supervisor
thatyourjobisyournumberone prior-
ity,” Judi Casey of the Sloan Work and
Family Research Network agreed. But
shealsopointed toanecdotal evidence
in the media that the waves of layoffs
are prompting some to reassess their
attitudes to work and life. “There is
this tone of opportunity that says,
‘maybe we could work less, become
less consumer-oriented and get by on
asmallerincome?”” she said.

And some of the U.S middle-class
households getting used to surviving
on one salary are facing other shifts.
More men than women have lost their
jobs due to the crisis, and male high-
earners over 50 are finding it particu-
larly difficult to find re-employment,
Prof. Ellen Kossek of Michigan State
University said.

On the positive side, Prof. Kossek
also flagged up opportunities for
work-life balance brought by the cri-
sis. The academic said the changing
paradigm presents the possibility to
“re-engineer work practices, get rid of
low-value work and switch to results-
oriented work.”

MORE INFORMATION:
insight.iese.edu/
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Dave Ulrich

8TH IESE-IRCO PEOPLE
MANAGEMENT SYMPOSIUM

Prof. Ulrich will discuss the

qualities of agood leader

and Prof. Cardona will
explain how to pick out
potential leaders from among
employees.

GRADUATIONS

On November 6 the graduation
ceremonies of the Strathmore AMP
and the PMD Brazil will take place
in Barcelona.

PROGRAMS

On October 6 and 7, New York will be
the setting of the World Business Fo-
rum, which will feature an interview
by Paddy Miller and the CEO of Abbott,
Miles White.

On October 19-21, the Institute for
Media and Entertainment (IME), in
New York, will host a Short Focused
Program on Branding in Media
and Entertainment, led by faculty
members from the Kellogg School of
Management.

Monday November 2 will see the
inauguration of the first module of the
Pan African AMP.

The New York-based IME will also be
the setting for the Short Focused Pro-
gram Advanced Media Strategies,
which will be held from December
9-11

OTHER PROGRAMS AND SESSIONS

Monday October 5, New York / Short
Focused Programs: Tough Times,
Tough Strategies.

Tuesday October 20, Madrid / Short
Focused Programs: Operational
Finance: Current Assets and Trea-
sury Management.

Tuesday October 20, Barcelona / Short
Focused Programs: Marketing and
Sales Management: Managing, Orga-
nizing and Motivating the Sales Team

Tuesday November 3, Barcelona / Short
Focused Programs: Strategic Manage-
ment of Global Value Chains.

Wednesday November 4, Barcelona /
Short Focused Programs: Developing
Creativity and Innovation Within
the Company.

November 10, Barcelona / Short Fo-
cused Programs: Sales Management:
Managing, Organizing and Motivat-
ing the Sales Team.

October 11 and 12, Madrid: Keys to
Successful Operations in Interna-
tional Trade: Contracting, Risks and
Financing.

November 18, Barcelona / Short Fo-
cused Programs: Management Com-
petencies: Portfolio Management.
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November 24, Barcelona / Short
Focused Programs: Management
Competencies: How to Develop My
Relational Capacity.

November 24 and 25, Madrid: Opera-
tional Excellence: Keys to Competi-
tiveness.

November 24, 25 and 26, Madrid /
Short Focused Programs: Negotiate
Effectively: An Everyday Business
Necessity.
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PRESENTATIONS

In December / January, Prof. Kimio
Kase will present the Value Creation
in Sports Management study.

Prof. Jasmijn C. Bol, of the University
of lllinois at Urbana-Champaign,

will be at IESE's campus in Madrid

on October 26 to present her latest
research on Supervisor Discretion
in Target Setting. The session will
be coordinated by Prof. Fernando
Pefalva.

On November 5, Prof. Eva Ascarza,

of London Business School, will be at
IESE's campus in Barcelona to present
her latest research work, Modeling
Churn and Usage Behavior in
Contractuval Settings. The session
will be coordinated by Prof. Jorge
Gonzalez.

MEETINGS

Meeting of the Advisory Board
of IRCO (International Research Cen-
ter on Organizations) on September
10 at IESE’s campus in Madrid.

3rd Pharmacy Industry Meeting:
Towards a New Industry Model?
Chief executives of many of the
leading pharmaceutical companies
will gather at IESE's campus in
Barcelona on November 5.

The Global Alumni Reunion (GAR)
will be held in New York on October
10and 11.

On October 20, the Health Technol-
ogy Meeting will be held under the
slogan “Recognizing Value.”

The 24th Meeting of the Auto-
mobile Sector will be held at the
campus in Barcelona from November
24-25.

OTHER
MEETINGS

November 12, Seminar
on the Building and
Management of
Global Teams.
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17 Finance
Forum

MEETING

CIIF - the International Center of Financial
Research -is currently organizing the Spa-
nish Association of Finance’s 17" Finance
Forum, which will be held on November 4-5,
2009 at IESE’s campus in Madrid.
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Building

Business
in India

Vinay Kothari (MBA '92) came to

IESE looking for the knowledge and
experience that would help him turn
his aspiration to run a global company
into a reality. Today, he has launched
major ventures with two fellow IESE
graduates, while helping IESE’s alumni
community in India blossom.
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n the sth century, it was mathematicians in In-
dia who came up with the idea of zero, making a
major impact on science and commerce around
the world. Today, India and its rapidly expanding
economy are poised to make another impact on
the business world - despite the economic down-
turn, says Vinay Kothari.

“Indiais one of the countriesleastaffected by the crisis,
mainlybecause ofits prudent fiscal policies,” says Kothari.
“The growthrateis projected toincrease from the current
6 percent to approximately 8 to 9 percent by the end of
2010.”

To boost economic momentum, India’s government
hasannounced major stimulus packages and investments
in sectors such as real estate and infrastructure, includ-
ing power generation, highways, airports and industrial
parks, he said. Kothari is well-positioned to analyze his
country’s economic future. He sits on the boards of direc-
tors of three companies - KBK Group, Savera and Imago
Screens. He also serves as a non-executive director on the
board of Force Motors Ltd.

When he speaks of his home country, he does so with
notable esteem. And nowonder - with fast-growing IT and
automobile sectors, and one of the largest pools of engi-
neers in the world - India already boasts the 12th largest
economy in the world. The story was different, however,
when Kothari was lured to IESE to do his MBA in the early
9os. Atthat time, the countrywas just undergoing reforms
thatliberalized markets, setting the stage for the economic
prowess India has developed today.
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INDIA IS

ONE OF THE
FEW COUNTRIES
LEAST AFFECTED
BY THE
DOWNTURN,
MAINLY BECAUSE
OF ITS PRUDENT
FISCAL POLICIES.

FIRMROOTS

..Originally from the north Indian State of Rajasthan,
@ Kothari’s parents moved to Mumbai in the late 1950s.
His father started a real estate develop-
ment business there, which later fuelled
Kothari’s drive to one day lead a company
himself. “My family has always earned their
daily bread ‘doing business.” Having been
surrounded by such an environment since
early childhood, it was only natural that I
would choosetogointobusinessand dream
ofhavingaglobal business,” he says.

Kothari carried out his entire schooling
in Mumbai, and began his journey toward
becoming an entrepreneur by earning a bachelor’s degree
inaccountingand economics at Mumbai University. It soon
struck him, however, thathe needed more preparationifhe
was going to reach his goal, ideally in an international en-
vironment. “I realized that in order to succeed in global
business, I needed to update myself with modern manage-
ment theories and concepts, strengthen interpersonal and
quantitative abilities and gain international exposure. So
decided to pursue an MBA and enrolled in the program at
IESE,” he said.

He was drawn to the IESE program for numerous
reasons, among them the outstanding faculty, the large
international student community, the use of the case
method, the bilingual English-Spanish dimension and
the fact that the program is top-ranked. While some stu-
dents from India choose U.S. MBA programs, others opt

Alumni Magazine IESE

FOLLOWING THE MBA,
THE DESIRE TO PURSUE
HIS GOALS AND LEAD

A GLOBAL FIRM IN HIS
HOME COUNTRY LED HIM
BACK TO INDIA.

for European programs because of their global character
and closer proximity.

Kothariliked IESE’s highly global approach, 2-year for-
mat and pan-Europeanlinks. He was also
enticed by the distinctive cultural expe-
rience that IESE offered, as compared
to other business schools. “I had always
wanted to learn about a new culture, so
I was alittle different,” reflects Kothari.
Hewasalready married at the time of the
program, so his wife was able to experi-
ence Barcelona as well, he notes. And, in
fact, Kothari’s first child was born while
he was in the MBA program. He was par-
ticularly influenced by classes led by professors Pedro
Nueno on entrepreneurship and Pablo Fernandez on fi-
nance, he said. Following the MBA, the desire to pursue
his goals and lead a global firm in his home country led
him back to India.

SOLID PARTNERSHIPS
@_ Kotharisaysthe choice of IESE has paid offin manyways,
@ particularlyin terms of the business partnerships he has
built with fellow IESE alumni. At the same time that his IESE
MBA has helped him professionalize his family’s real estate
firm, Kothari’s involvement with the school’s Alumni Asso-
ciation hasled tojoint ventures with two Spanish companies
which are global in their respective markets.

The first is with Savera India Private Limited, a lead-
ing company manufacturing steel guide rails used in the
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IN ORDER TO SUCCEED IN INDIA, COMPANIES
MUST BRING THEIR BEST AND LATEST PRODUCTS
AND MUST ALSO PRODUCE LOCALLY AND

COMPETITIVELY.

elevator industry. The second venture is with Imago group,
aglobal firm that manufactures variable message signs used
inintelligent transport systems and visual communications.
Both companies are led by IESE MBAs: Savera’s managing
director is Ramon Azpiroz (MBA ’97), and Imago is headed
by Tony Batllo (MBA’94).

“Vinay has been extremely cooperative from the begin-
ning,” says Batllo, “and has brought to the joint venture
contacts, people selection, local knowledge and more
than useful help in moving local government and large
corporations. After one year of cooperation, we feel very
satisfied that we’re present in almost all relevant tenders,
the key players know us and we have surpassed our initial
sales budget.” Azpiroz stressed that Savera always relies
onlocal partners when developing manufacturingactivity
abroad. In this sense, working with Kothari, a fellow IESE
alumnus, has been “a safe and quick way to know some-
body to become our local partner in India.”

Moreover, “we have been able to develop an excellent
personal relationship with all that means - friendship,
the opportunity to know a completely new culture and
country,” Azpiroz said. Both Batllo and Azpiroz stressed
the benefits of IESE’s alumni network. Batllo notes that
he has turned to the network on various occasions for in-
formation, advice or recruitment purposes. The success
of these two joint ventures, as well the expansion of his
family’s business - KBK Group - have been key highlights
in his professional career so far, Kothari
says. “We are continuously looking for
more opportunities to partner with for-
eign companies who would like to set up
operationsin India.”

BUSINESS IN INDIA

@_ Althoughtheglobal panoramaremains
@ uncertain, Kothari says that India
offers excellent opportunities for mul-
tinational companies looking to expand
beyond national boundaries. Yet he put forward several ca-
veats for firms with their sights on the country.

“Indiaisavalue-conscious and a price-sensitive market.
In order to succeed, companies must bring their best and
latest products and must also produce locally and competi-
tively,” he says.

“The scale of operation should be global,” he says. “In
order to achieve economies of scale the strategy should be
to produce for both local consumption and exports. Com-
panies mustalso take advantage of thelow-costengineering
skills available to set up research and development centers
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KOTHARI RATES THE
SCHOOL'S ALUMNI
NETWORK AS ONE OF

THE MOST IMPORTANT
ASPECTS OF THE
PROGRAM.

toreduce the product development costs.” Kothari stressed
that the current economic downturn has changed the way
the world does business. “One has to be cautious consider-
ing the large under-utilized capacities available around the
world in sectors such as steel and automotive.” As along-
time member of the board of Force Motors Limited, a com-
pany publicly listed on the Indian stock exchange, Kothari
has extensive experience in the automotive industry.

This expertise has led to his participation in one of
IESE’s longest-running events, the Automotive Industry
Meeting, organized at the school’s Barcelona campus by
IESE Prof. Pedro Nueno. Kothari has taken part in three
editions of the meeting as a speaker, an experience he de-
scribed as “incredible.”

“Youmeet top peoplein theindustry-it’sanimportant
event,” he said.

STRENGTHENING IESE’S ALUMNI BASE

@ _ Kothari’s contributions to IESE, however, have not
@ beenlimited toBarcelona. He currently serves as pres-
ident of the Regional Alumni Chapter in India, which was
formed just two years ago. Though relatively small now,
the group is growing quickly.

“We have a total of 38 alumni in the chapter currently,
of which 32 are of Indian nationality,” he said. “Close to
60 percent are members of the Alumni Associationand we
have asmall but steadily growing community of enthusias-
tic alumni, eager to contribute to the de-
velopment of the IESE brand in Indiaand
stimulate activity among alumni.”

The group has organized a session in
Mumbai with guest speaker Mr. Pawan
Agarwal, CEO of Nutan Tiffin Box Sup-
pliers Charity Trust, who shared the
principles and work philosophy of his
company.

“With this event, we leveraged the
presence of the Inside India Short Fo-
cused Program, which took place at the same time in
Mumbali, offering the possibility for alumni in India,
IESE professors and program participants to reunite at
the event,” he said.

IESE’s Dean Jordi Canals also metlast year with alumni
in New Delhi, to share his thoughts on the financial crisis
and corporate governance with alumniin the area.

Given his active involvement with the Alumni Associa-
tion and his partnerships with other IESE alumni, it is no
surprise that Kothari rates the school’s alumni network as
one of the most important aspects of the program.
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YOU’RE

INTHENEWS

ARE YOU IN THE NEWS?
We are interested in all your latest news.
Send your comments to revista@iese.edu

EMBA ‘88

Juan |. Pinedo del Campo
hasbeen appointed director
general of the Ferndndez-Vega
Research Foundation and
Ophthalmology Institute, both
based in Oviedo.

G-EMBA ‘05

Mathias lllius

and his wife, Betty Torres,

have announced the birth of their
son, Mathias Antonio, born on
April 30in Barcelona.

Tomasz Troniewski

and his wife, Magdalena,
welcomed the birth of their
daughter, Antonia, in Warsaw on
May 7.

G-EMBA ‘08

Lope Hoces

tied the knot with his fiancée,
Gloria, on May 23 in Barcelona.
His former MBA classmates were
among the wedding guests.

G-EMBA’'09

Marc Martinez Selma

hasbeen appointed new director
of the Corredoresy Grandes
distribution channels of Zurich
Spain.

Frank H6ving

has announced the birth of his
second child, Carla, who was born
on May 12. Frank and his wife,
Sandra, are already parents of one
son, Mark.

Ramaén Lladés

and his wife, Mercé,
welcomed the birth of their
daughter, Maria, on May 26 in

Encamp (Andorra). Mariajoins 18-
month-old brother Ramén.

Pepe Hanzé

and his wife, Isabella, have
announced the arrival of their
daughter, Isabella, born on June 8
in Guayaquil, Ecuador.

G-EMBA ‘10

Miguel Rescalvo

hasbeen appointed director of
Climate Change Services in North
Americafor the company Der
Norske Veritas (DNV).

MBA ‘89

After occupying various senior
postsat companies such as
Camper and Loewe, Ramén Solé
Capdevilahas beenrecruited

to oversee the international
expansion of the Spanish chain
store Musgo, which specializes in
home decoration, gifts and fashion.

PADE-1I-89

This class shared lunch together
onJune 1tomark the 20th
anniversary of their graduation.

Julio Gonzilez Ubanell organized

the event.

PADE-I-01

Cremades & Calvo-Sotelo Law
Firm recently appointed Joan M.
Pujals to the company’s advisory
board. Pujals was a counselor in the
Generalitat - the Catalan regional
government - between 1992 and
1999.

PADE-1-04

On July 2, members of this class
returned to IESE’s campus in
Barcelona to celebrate the fifth
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PDG-A-09. Carmen Urbano,

financial director of the animation
studio llion, has informed IESE that the
studio’s latest film, Planet 51, an alien
comedy adventure, will open at cinemas
on November 20.

anniversary of their graduation.
Theywere joined by Prof. Pedro
Nueno, who presented a session.
Class representatives Carlos
Torres and Ferrdn Gonzilez

helped organize the event.

PADE-1-08

On June 16, Prof. José Luis Nueno
delivered a session about the
Nespresso Case to members of this
class. Conchita Gassé and Ruth

Aixemeno organized the meeting.

PDG-1-89

Josep M. Ayala

hasbeen appointed president
of the Instituto de Crédito
Oficial (ICO). Ayala has worked

throughout his career in the
banking sector, first as business

director at BBVA, and later as
executive president of BBVA

Banco Ganadero de Colombia

and managing director of Banca
Catalana. Prior to taking on his new
role at ICO, Ayala served as chief
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G-EMBA. |ESE Alumni from the U.S. and Mexico gathered in Aspen, Colorado for 4 days of skiing, live music and nightlife from March
26-30. They were also joined by an Australian delegate from London! The participants were Andie Jenkins, Tomas Rehfisch (G-EMBA
‘03), Jorge Davalos (G-EMBA ‘04), Steven Hickson (G-EMBA ‘02), Fernando Garcia (G-EMBA ‘03), Sean Ugrin (G-EMBA ‘03), Henrik
Scherer (G-EMBA ‘03) and Carlos de la Torre (MBA ‘06).

PDG ‘94/'99/‘04. At the invitation of the Madrid Alumni Division, alumni of these
three groups, accompanied by their spouses, attended a session led by Prof. Luis
Manuel Calleja. The event ended with a cocktail reception.

executive of the Institut Catalade
Finances (ICF).

PDG-1-06

Members of the PDG-1-06 had
dinner together at the Circulo del
Liceo on July 8. They were joined
by Prof. Antonio Argandofia,

who discussed his views on the
evolution of the financial crisis.
The meeting was organized
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by Josep Tous and Simona
Volonterio, with the help of Pedro
Torrebadella.

PDG-2-08

José R. Pérez Gasull

and his wife, Carla, have become
parents of their first child,
Pablo, who was born on May 31in
Barcelona.
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IN REMEMBRANCE

F. JAVIER MOLINS

LOPEZ-RODO (MBA‘72)

passed away on July 1 at the age
of 62. Husband and father of four
children, Javier Molins was vice-
president of Cementos Molins, as
well as chief executive of Inversora
Pedralbes and Otinix.

JAVIER PIERA SERRA

(MBA ‘85)

died on June 25 at the young age of
49. Piera Serra led a highly success-
ful professional career while always
managing to share close ties with
staff and fellow executives. He was
the founder, in 1994, of the company
Europraxis, which in 2001 was
acquired by Indra, one of the leading
IT companies in Europe and Latin
America. Prior to his passing, Piera
Serra was chairman of Europraxis
and COO of Indra.
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EUROPEAN COMPETITION POLICY UNDER THE SPOTLIGHT

What Has Worked,
What Needs Improving?

XAVIER
VIVES

Competition Policy
intheEU

OXFORD UNIVERSITY

PRESS

IESE Prof. Xavier Vives edits
new book which takes a
look back at 50 years of EU
Competition Policy.

@®_ Competition policy should be a
@ keypriority for governments, es-
peciallyif they form part of the Eu-
ropean Union (EU). In the wake of
the celebrationsin 2007 forthe EU’s
soth anniversary, now is a timely
moment to ask ourselves: what has
been successful, what has failed,
what still needs to be done? Com-
petition Policy in the E.U. Fifty Years
on from the Treaty of Rome, edited
by IESE Prof. Xavier Vives, delves
into numerous aspects of European
competition policy analyzing the
current situation, identifying defi-
ciencies, proposing solutions and
shedding light on some potential
future trends.

Ingeneral, European competition
policy over the pasthalf century can
be considered asuccess, givenitsre-

silience and capacity for self-reform.
One of the challenges lying ahead
for the EC is how to attract human
capital.

Inthe near future, we will also see
the effects of privatelitigationin the
EU, as well as more decentralized
policy enforcement in the national
courts.

Next 50 Years

Within another 50 years, says Xavi-
er Vives, the role of the EC could
evolve considerably, but the impor-
tance of competition policy is not
likely to wane. One plausible change
could be the development of both
the institutional framework for im-
plementing competition policy and
judicial review. In such asituation, it
would be appropriate to discuss the
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creation of an independent agency,
along the lines of the U.S. Federal
Trade Commission.

Meanwhile, the author feels that
the challenge facing the economyis
to provide tools that translate know-
how into guidelines and practical ad-
vice.

The book was primarily inspired
by the ideas and proposals that were
voiced by speakers and participants
at the symposium “Fifty Years of the
Treaty: Assessment and Perspectives
of Competition Policy in Europe,”
which was held at IESE’s campus in
Barcelona on November 19-20, 2007.
The authors analyze the relationship
between specific regulations for each
sector and competition policy, com-
paring competition policy in the EU
with that of the U.S.
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CHINA HONORS
PROF. PEDRO NUENO

|ESE professor receives highest
honor given to foreigners

@_ The Chinese governmenthas pre-
@ sented IESE Prof. Pedro Nueno
the “Friendship Award,” the highest
honor it bestows on foreigners. It is
thefirsttime the award hasbeen given
toaSpaniard.

The award was presented by
China’s President Hu Jintao, in Bei-
jing, on National Day, October 1,
which also marked the 6oth anniver-
sary of the foundation of the People’s
Republic of China. The day’s cele-
brations, in which both Nueno and
his wife were invited to participate,
culminated in a huge anniversary
parade. Nueno had been invited to
meet with leaders of the Chinese go-
vernment prior to the National Day
reception. Duringthe ceremony, held
in the Great Hall of People, the IESE
professor was congratulated by the
Prime Minister of China, Wen Jia-
bao. The act was covered by the main
news channels in China and around
the world.

EUROPEAN PARTNERSHIP
WITH CHINA

.. Prof. Nueno began his long rela-
@ tionshipwith Chinain1984when,
as executive vice-
president of the Eu-
ropean Foundation
for Management
Development, he
launched a master’s
program in Beijing
aspartofajointven-
ture involving five
European business
schoolsincluding IESE, INSEAD and
London Business School. In1994, the
project was bolstered by the forma-
tion of a “joint-venture” between the
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Nueno was
congratulated by

the Prime Minister
of China, Wen
Jiabao.

European Unionand the government
of Shanghai, which culminated in the
creation of the China Europe Interna-
tional Business School (CEIBS).

CEIBS hasundergone spectacular
growthwithin Chinaand enjoys con-
siderable international recognition.
Prof. Nueno argues that business
schools should work closely toge-
ther oninnovative projects. Since its
foundation, CEIBS has had close ties
withleadingbusiness schoolssuchas
IESE and Harvard Business School.
This close relationship has made it
possible for many IESE professors to
deliver sessions at CEIBS. Some have
even gone on to occupy senior posi-
tions such as Prof. Alfredo Pastor,
who served as dean of CEIBS from
200210 2004 and now holds the Spa-
nish Chair in Economics, and Prof.
Jaume Ribera, who holds the Port of
Barcelona Chair of Logistics and tea-
ches onanumber of programs.

CHINESE DEVELOPEMENT

@®_Prof. Nueno, now executive
@ president of CEIBS, notes that
China’sleadersfeel deeply grateful to
foreigners who have contributed to
the country’s development. During
the final ceremony
of the 3-day celebra-
tion, Prof. Nueno
was given a privile-
ged vantage point in
Tiananmen Square
close to President
Hu Jintao, from
where he was able
to view the October
1parade. The IESE professor said he
sensed Chinese leaders around him
were experiencing a mix of feelings -
ranging from pride and satisfaction

Prof. Nueno receives the
“Friendship Award,” the highest
honor China bestows on
foreigners.

with what had been achieved to rea-
lism and resolve regarding the task
ahead: namely, to continue advan-
cing economic and social progress
with determination, care and good
management.

Prof. Nueno has received a num-
ber of otherawards duringhis career
including the Silver Magnolia and
the Golden Magnolia, the highest
awards given by the government of
Shanghai, and the Civil Merit Medal
of Spain. Healso prizes theawards he
received from the International Aca-
demy of Management and the Har-
vard Business School, which he was
presented on its 75th Anniversary.
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AFRICA
ARINO

.. Has been appointed director of
@ IESE’sdoctoral program. Prof.
Arifioholds adegree in economics
and business administration from
the Universidad de Barcelona and
aPh.D.in management from the
University of California, Los Ange-
les (UCLA). Her research interests
focus on strategic alliances, particu-
larlyin their structural design, pro-
cessissuesand evolutionary aspects
of the inter-partner relationship.

HAKAN
ENER

@®_ Hasjoined IESE asassistant

@ professorinthe Department of
Entrepreneurship. Having earned a
Ph.D.in management from
INSEAD, Prof. Ener’s research has
centered primarily on the manage-
ment experience pitfall, for which
he received aworldwide doctoral
research award from the Center for
Creative Leadershipinthe U.S.

AMALIA
SANTOS

@_ Hasjoined IESE asassistant

@ director of the Personnel Division.
Sheholdsadegreein economicsand
business administration from the Uni-
versidad de Zaragoza,an MBA from the
Saint Ingnatius University, Antwerp,
and amaster’sinhumanresource man-
agement from the University of Leeds
(UK). Santos has formerlyworked
inthe change management division

of Accenture,in Madrid;hasadvised
Merck Sharp & Dhome onhumanrela-
tions,and has overseen trainingand
developmentat the Royal Botanical
Gardens-Kew,in London.

LUIS
CABRAL

0. Hasjoined IESE as professor of
@ cconomics and asacademic di-
rector of IESE’s new center in New
York. Having graduated in econom-
ics from Stanford University, Prof.
Cabral has taught at the London
Business School, Haas-Berkeley and
mostrecentlyat NYU Stern School
of Business.

JOSEL.
ILLUECA

.. Hasjoined IESE as lecturer in
@ the Department of Managing
People in Organizations. Illueca

has worked for Philip Morrisin
Switzerland, with HR management
responsibilities in over 15 European
countries in the processes of change
management, mergers and acquisi-
tions. His areas of interest include
business and change management,
decision-making skills, ethics

and business, compensation and
benefits.

SANDRA
SIEBER

@®_ Hasbeen named academic di-
@ rector of the Global Executive
MBA program. Having earned her
Ph.D.in economics and business
administration from the Univer-
sity of Navarra, Prof. Sieber joined
IESE in 2000, followinga tenure
at the Universidad Pompeu Fabra.
Her areas of interest center on the
interplay of strategic management
and information systems, as well
ason the role of new information
and communication technologies
(ICTs) for organizational learning
and innovation.
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MIGUEL A. CANELA

@_ Hasjoined IESE as visiting

@ professorinthe Department of
Managerial Decision Sciences. Fol-
lowinghis graduation in mathemat-
icsfrom the Universitat de Barcelo-
na, Prof. Canelahas spent the last 30
years teaching at the same university,
aswellas serving as asenior consul-
tantand as director of the master’s
program in quality management at
the Institut Catala de Tecnologia. His
research interests cover awide spec-
trum of disciplines from the applica-
tions of statistics and mathematical
modeling to botany, nutrition and
medicine.

MARCO
TORTORIELLO

@_ Has joined the Department of
@ Strategic Managementasas-
sistant professor. Holding a Ph.D.
inindustrial administration from
Carnegie Mellon University, Prof.
Tortoriellois currentlya member of
the Editorial Board of the Academy
of Management Review and Organi-
zation Science.

DAVID
ZORN

@_ Has joined IESE as assistant di-
@ rector of Executive Education

- Custom Programs. Zorn holds an
MBA from IESE (‘09) and a degree
inindustrial and systems engineer-
ing from the Georgia Institute

of Technology. He has worked in
production for Siemens, where he
filled a number of operational posts
inthe U.S., Mexico and Germany,
and oversaw business development
for Choice Point, in Atlanta.
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Prof. Melé, Guest

Editor of the

Journal of Business Ethics

Domenec Mel¢, IESE professor of

business ethics, was

esteditor of the

third issue of the 88t volume

of the Journal of Business
Ethics,aspecial issue

which featured a collection
ofarticles on IESE’s 15™
International Symposium
on Ethics, Business and
Society, whichwas held at
the campusin Barcelonaon
May17-18.

¥ iy st
T W | Bl e s Pt
o et o i et

EDUARD
CALVO

@_ Has been appointed assistant
@ professorinthe Department

of Production, Technology and
Operations Management. Prof.
Calviholds an M.Sc. and Ph.D. in
electrical engineering from the
Universitat Politecnica de Cata-
lunya, and has occupied arange

of research posts at the Massa-
chusetts Institute of Technology
(MIT). In 2005 he was presented
the “Salvai Campillo” award for the
best young engineer by the Gremio
de Ingenieros Eléctricos Catalunya
(College of Electrical Engineers of
Catalonia).
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ALEJANDRO
LAGO

Q. Has been appointed

@ assistant professorin the
Department of Production,
Technology and Operations
Management. He holds a Ph.D.
in electrical engineering from
the University of California

at Berkeley and a degree in
civil engineering from the
Universidad Politécnicade
Catalufa. Prof. Lago’s interests
and professional experience
include logistics, production
systems and the management
of complex transportation
systems.

PEDRO
VIDELA

@®_ Hasbeenappointed director
@ ofthe MBA Program. He
holds a commercial engineering
degree in economics from

the Universidad Catdlica de
Chile and a Ph.D.and M.A.

in economics, both from the
University of Chicago. His

areas of specialization include
macroeconomics, international
economies and emerging
economies. As a consultant,
Prof. Videla has been involved in
projects with institutions such
as the World Bank, IMF, EU, the
InterAmerican Development
Bank and USAID.

HELENE
C.SOSTARICH
BARSAMIAN

@_ Has been appointed IESE’s
@ director of corporate
develomentin the U.S. She holds
aPh.D.in French philology

from the University of New

York and a master’s in Romanic
philology from the Université
Catholique de Louvain. To

date, her professional career

has primarily focused on
international fundraising. Among
the numerous projects that she
hasbeen closelyinvolvedin are
the renovation of the Henry Ford
Building and the foundation of
the Kofi Annan Fellowship in
Global Governance. In her new
post she will work closely with
the Corporate Development
Division and senior managers at
IESE’s new center in New York.
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The hedge fund manager and
philanthropist participates in
the breakfast series run by
The Wall Street Journal

LS5 FOR
DICAL CHANGE

70 OCTOBER-DECEMBER 2009/ No. 115 Alumni Magazine IESE




THE WALL STREET JOURNAL

" \OURNAL

THE WALL STREE

a

eorge Soros,
chairman of So-
ros Fund Man-
agement and
the Open So-
ciety Institute,
believes that the
Obamaadminis-
tration’s management of the financial
crisishas been credible but “well short
of perfect.” The financier and Obama
supporter was speaking at The Wall
Street Journal’s Viewpoints Execu-
tive Breakfast Series in New York yes-
terday. IESE Business Schooland The
Boston Consulting Group co-support
the series of conversations with global
leaders.

InSoros’view,the Obamaadminis-
trationisdoingverywellinallaspects
of government except in the recapi-
talization of banks and the reorgani-
zation of mortgage markets. “As far
as the management of the financial
system is concerned, I’'m afraid that
there has been too much continuity
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THE OBAMA
ADMINISTRATION’S
MANAGEMENT OF

THE CRISIS HAS BEEN
CREDIBLE BUT WELL
SHORT OF PERFECT.

between the Bush administration
and the Obama administration,” he
told Deputy Managing Editor of the
WSJ, Alan Murray.

UNSUSTAINABLE SITUATION

In terms of the banks, he would

have preferred a compulsory re-
capitalization with the U.S. treasury
actingasunderwriterin the case that
shareholders failed to step in. The
billionaire financier also proposed
that the capital be injected into a
“new” bank, with the financial insti-

tution’s toxicassetsremaininginthe
old entity.

While acknowledging that the
financial sector had enjoyed many
years of high earnings - accounting
for up to 14 percent of total US cor-
porate earning - Soros said that such
a situation “cannot be maintained
andisnotreallyveryefficienteither.”
However,the solution,in Soros’view,
willnotbe found in simply expanding
the scope and authority of regulatory
bodies,whoseactions can often make
the markets even more unstable.

THE DANISH WAY

On the topic of the mortgage

markets, Soros proposes adopt-
ing or borrowing from the Danish
system. In Denmark, mortgage cred-
itinstitutions face strictregulations
on matching the assets (mortgage
loans) and the liabilities (mortgage
bonds) based on “the balance prin-
ciple” or “the balanced book prin-
ciple.”
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Cisco Connected Hotel Solutions deliver sophisticated
services on a converged network foundation that differentiate
your brand and create a personalized experience for each
guest. The solution supports self-service capabilities for
faster response to your guests' needs and allows you to

to deliver high-value services to them.

To learn more about Cisco Connected Hotel solutions, please
send e-mail to hospitalitysolutions@external.cisco.com or
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June 10

©_ Members of the U.S. Chap-

© tergathered at the Neil D.
Levin Graduate Institute on June
10 to attend sessions by Irving
Wladawsky-Berger, Garrick Utley
and Lynne Rosansky, professor,
president and vice-president

of academic affairs of the Levin
Institute of the State University of
New York, respectively. During the
conference, moderated by IESE
Prof. Sandra Sieber, Wladawsky-
Berger provided an overview of the
role of innovation in the current
economic crisis. Garrick Utley

and Lynne Rosansky described
some of the tools currently being

used by the City of New York to
stimulate innovation in the city,
and discussed the Levin Institute’s
involvement in two new initiatives
aimed at fostering and retaining
talent in New York.

SAO PAULO

June 23

©_ Prof. Beatriz Mufioz-Seca gave
© asession on efficient problem
solving techniques to Brazilian
Alumni on June 23. The IESE pro-
fessor recounted the experience
of the Teatro Real as an example of
how to deliver five-star service by
paying more attention to the most
crucial aspects of service delivery.
According to Prof. Mufioz-Seca,
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the lessons learned from this case
canbe easily applied to the busi-
ness world in order to deliver more
competitive and better services.
The meeting took place at the
campus of the Instituto Superior
da Empresa (ISE) in Sdo Paulo.

August 6

O. Brazilian Alumni also enjoyed a
© talkbyIESE Prof. Paulo Rocha,
in the same city, on August 6. Prof.
Rocha discussed hislatest study,
published in IESE Insight, “Nao
gerencie filas e espera, gerencie
experiéncias,” which proposes a
new conceptual structure geared at
helping executives formulate better
strategies for managing client wait-
ing time.
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TURIN

July 4

OnJuly4, Italian Alumnicon-

verged on Lavazza’sheadquarters
in Turin. Theywere joined there by IESE
Prof. Julian Villanueva, who delivered
asessiononhisrecent casestudy “El
Bulli: The Taste of Innovation,” and
GaetanoMele, CEO of Lavazza, who
discussed his company’sinternational
expansion strategy.

The Italian Alumni Chapterwould
like to thank Gaetano Mele and Marco
Valle (Global EMBA’10) for their sup-
portaswellastheuse of Lavazza’s
headquartersfor the meeting.

PANAMACITY

July 14

Panamanian Alumnimeton July

14in Panama City. IESE Prof.
Josep Tapiesled asessiononeffec-
tiveadvisoryboards. Arguing thatthe
board must serveasamotor for change
withinacompanyandnotasaburden,
the professor of strategic management
described the necessary steps theboard
must take toensure acompany’slong-
termsurvival and success. The Alumni
alsoenjoyedasession by Gonzalo
Gomez Betancourt, professorand head
offamilybusiness at INALDE, who
discussed the dynastymodel of family
business. Prof. Betancourthighlighted
the centralrole of familyunity and
commitmentin thelong-term success
ofafamilybusiness.

Finally, Carlos P. Hornstein, head of
the IESE Executive Educationteam,
presented twonew senior manage-
ment programs aimed specificallyat
executives operatingin Latin America:
the Senior Executive Program and the
Global CEO Latin America.

BOGOTA

July 16

OnJuly16, Colombian Alumni

met in Bogota for academic ses-
sions led by IESE Prof. Josep Tapies
and Gonzalo Gémez Betancourt,
professorand head of family busi-
nessat INALDE. Duringhisaddress,
Prof. Tapies discussed howto turn
the board of directors intoamotor of
change within a company while Prof.

Alumni Magazine IESE

1. Alumni during a session in Sao Paulo on June
23,20009.

2. Prof. Josep Tapies speaks in Bogota on July
16, 2009.

3. Prof. Beatriz-Muiioz-Seca in Sdo Paulo on June
23,20009.

Gonzalo Gémez spoke about the
dynastic model of familybusiness.

BUENOS AIRES

June 30

OnJune 30, the Argentina-Uru-

guay Alumni Chapter gathered
its members for a talk by IESE Prof.
Javier Estrada. The session, titled
“Good Riddance 2008! What Can We
Expect Now?”, explored the econom-
ic panoramaleft in the wake oflast
year’s tumultuous events as well as
the future outlook for some of the big
international stock exchanges.

Onbehalf of the IESE Alumni

Association, we would like to thank
Ramiro Castillo Marin (MBA’98)
and Havas Media for their supportin
organizing the meeting.
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To all of our sponsors,
thank you very much

for your participation!

www.iese.edu/alumnireunion2009
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IMPROVEAS A
LEADER, IMPROVE
AS A PERSON

he new online platform
SUCCEED hasbeen
warmly welcomed by many
Alumni around the world
who appreciate bothits qualityand
user-friendliness. As we explained
inthelastissue of the magazine, the
platform aims to provide members
with educational and coaching
tools that enable them to continue
developingasleaders,aswellasa
highly personalized service. The
platform structures the learning
processinto seven different phrases:

e Selfassessment

¢ Understanding the market
¢ Choosingyour options

e Creating your brand

¢ Executing youraction plan

¢ Evaluating your opportunities

¢ Developing your future career
plan

During each of these stages,
Alumni can consult or download a
broad range of academic content.
Inaddition, they can test their
knowledge as they go along by
completing practical exercises.
SUCCEED also features alife
coaching service, which allows
users to discuss their personal
objectives witha team of experts
and IESE professors. Through this
service and the personal guidance it
offers members will be able to truly
maximize their career potential.

CONSULT THELIBRARY ON-LINE

Asamember of the IESE Alumni
Associationyou canaccess high-quality
informationat the IESE Library. This
termwe highlight three commercial
databases (Factiva, Business Source
and Ebrary) which canbe accessed even
off-campus.

Factivaallows youto consult more

that 25,000 business sourcesin 22
languages, including The Financial
Times, The Wall Street Journal and

LIBRARY BLOG

The Economist,as well as download
company profiles (Reuters,
Datamonitor, D&B, etc.). Users of
Business Source Complete canaccess
articlesfromacademicjournalsand
professional publications such as
Harvard Business Review. Meanwhile,
Ebraryallows youto consult electronic
books onbusiness and management
fromleading publishinghouses.
www.iese.edu/en/research/library

IESE’slibrary team also publishes a
blog thatkeeps users abreast of the
latest content, reports and studies on

subjects that may be of interest to the
business community.
bizknowledgewatch.iese.us
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Maximize
Your Soft
Power Skills

If you missed Prof. Brian
O’Connor Leggett’s session
of the Continuous Education
Program on soft power,

yOou can now access it by
e-conference. The talk

gives an overview of

soft power: the inherent
qualities that constitute
personal magnetism and the
accompanying rhetorical and
non-verbal communication
skills. According to Leggett,
soft power is the ability to
persuade others without
any recourse to hard

power behavior. It is about
inducement and attraction,
namely what enables us

to master our emotions to
reach out and attract others
with a clear vision by way of
our verbal and non-verbal
communication skills.

OTHER
E-CONFERENCES:

« “Employability in Times
of Crisis: The Importance
of Networking and Self
Direction”(Profs. Nuria
Chinchilla and Mireia Las
Heras).

« “Understanding the
Economic Crisis: The Role
of Financial Instruments”
(Prof. Fernando Pefialva).

« “When Will They Ever
Learn? An Organizational
Behavior Perspective on
the Recent Financial Crisis”
(Prof. Jeffrey Pfeffer).
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THE IESE

MEMBER CARD

he IESE Member Card identifies you asamember of

the IESE Alumni Association and opens the door toa

wide range of services. Italso provides access toarange
of special deals that can save you money on ahost of products and
services. All Members of the IESE Alumni Association also receive
automatic membership of the Association of Graduates of the University

of Navarra, which also brings with it anumber of lucrative benefits.

INCREDIBLE

DKV:

Following a new exclusive
agreement with DKV,
excellently priced medical
insurance plans are
available to all IESE Alumni
Association Members and
their families (spouse and
children) with two policy
options: “DKV INTEGRAL"
and “DKV MUNDISALUD.”

NH Hoteles

The NH Hotel chain is
offering special rates

for Spain and Portugal,
including discounts of up to
8 percent on the best prices
available at each hotel as
well as a loyalty points
program.

ZURICH CONNECT
Zurich Connect is a branch
of the Zurich Group which
offers direct insurance
products via the internet
and phone. Zurich Connect
is designed to cover your
insurance needs with the
best guarantees, the most
competitive prices and a
broad range of services.

ADVANTAGES

Vehicle

Purchase

« Audi

« Automoviles
Fernandez

« BMW-MINI

» Cooltra

« Peugeot-Autotractor

« SAAB

« \/olkswagen

« Volvo - Auto Saenz

Vehicle Hire

« Cooltra
 Europcar

« Hertz

« National-Atesa

Education
= Alancity
» Fomento de
Centros de Ensenanza
» O'Sullivans
« Wesco

Alumni Magazine IESE

Hotels

» AC-Hoteles

- Ahotels

« EXPO Hoteles &
Resort

« Hotel Princesa Sofia
Barcelona

- Hotel Torre Catalunya
Barcelona

» GHT Hotels

- Gran Hotel Balneario
Blancafort

« Habitat Hoteles

« Fuerte Hoteles

» Hotel Fontanals Golf

« Hoteles Hesperia

» Iberostar Hotels &
Resorts

- Gran Hotel La Florida

» Hotel Montecarlo

- Hotel RA Beach

» Thalasso-spa

« Hotel Rex

- Hotel Ritz

» La Torrecilla

« MAS Residence

» Masia Sureda,

» NH-Hoteles

« Ontime Hotel

» Prestige Hotels

» Roc Blanc Hotels

« S’Agar6 Mar Hotel

« Sol Melia Hoteles &
Resorts

» The Roger Smith
Hotel

« Torremirona (Girona)
Golf and Spa Resort

Business Services

« Forum Business
Center

« Hecop Centros de
negocios

« International
Business Centre

« Offiten

« Melior Centros de
Negocios

« S.F. Centro de
Negocios

» Windsor & Tuset
Business Center

» Vallnord

» Club de Golf Perelada
« Raventos i Blanc

» Bluespace Barcelona

« Reserva Self-Storage

Car Maintenance
« My Car OK

Publishing
« Unidad Editorial

Health

« Agrupacion Clinica

« Atencion Sanitaria
Domiciliaria

« Clinica Universitaria
de Navarra

Security
« Prosegur

Insurance
» Acunsa

« DKV

» Winterthur

Car Insurance
« Zurich Connect

Professional
Services

« Delex

« (B) b Serveis

Hi-tech

and Technology
Services

« Acuista.com

« Dimension Data

« Flamagas-Casio

= Grupo Caudwell

« Hewlett-Packard
« Penteo ICT Analyst
- OpenRenting

« PGN

- Sertec

« Smart Telecomms
- Sony

« TechnoTrends

« Trendmicro

- Working Oxygen
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' THE NEW ENCYCLICAL |

An Ethical View

of the Crisis

DOMENEC MELE

Chair of Business Ethics

ublished in the context

of the current economic

crisis, the new Encyclical by

Benedict XVI, “Caritasin

Veritate” (Love in Truth),
isa document which focuses on the need for
integral human development. It speaks about
the current crisis, not to mention many other
relevantissues.

Benedict XVI encourages us to confront
today’s problems with confidence rather
thanresignation and to embrace the new
responsibilities imposed upon us by a serious
and complex crisis. And rather than stopping
shortat that, it puts forward a proposal for the
future which is both profound and bold. He
suggests a “profound cultural renewal and a
rediscovery of basic values upon which to build
abetter future” (no. 21). The Pope sees the
crisis as an opportunity to reassess approaches
which are often taken for granted. “The crisis,”
states the Pontiff, “forces us to re-evaluate
our path, toadopt new rules and to find new
forms of commitment, to build on positive
experiences and reject negative ones. Thus, the
crisis becomes an opportunity to perceive and
projectinanew way” (no. 21).

Anew way? In what sense? And how? I would
dare to surmise that this “new way” relates to
aphenomenon that some of us business ethics
scholars have been witnessing for some time
now. Iamreferring to the frequent mental gap
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between ethics and business activity. Ethicsis
oftenintroduced at the tail-end of business as
simplyarestriction to activity which, in essence,
is considered strictly economic. Ethics is seen
as an add-on: avoid bribes, extortion, fraud, tax
evasion, etc. Oritisused asa problem-solving
tool, but never as a guiding principle that leads to
the consideration during decision-making of the
good or bad inflicted on people or groups.

Iunderstand this “new way” as arecovery of
something thatis, in essence, commonsensical
but which s easily forgotten: that business
activity isn’t simply a matter of production,
distribution and financing. Above all, it is
ahuman activity, with an intrinsic ethical
dimension. Profit-driven production,
distribution or financing are activities with
specific procedures, but they are at the same
time human actions to which the decision
maker is committed.

This last observation links to a request
from the Pope which, in my opinion, has
great significance: “new efforts towards a
unitary understating and a new humanist
synthesisare needed” (no. 21). This “unitary
understanding” of the various aspects that
make up management and, above all, this “new
human synthesis” presupposes a broader
rationality which includes the implicit moral
aspect of every decision and the redefining of
many theories and approaches pertaining to
business activity. Areal challenge, indeed.
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We bring you the perfect play
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We provide all the communication solutions so that you don’t miss any business chances:
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Up to 85% of computing capacity

sits idle in distributed environments.

A smarter planet needs smarter
infrastructures to lower costs, improve
service and manage IT security.

Let’s build a smarter planet.
ibm.com/dynamic

(( g’ 0

IBM, the IBM logo and ibm.com are trademarks of International Business Machines Corporation, registered in many jurisdictions worldwide.
A current list of IBM trademarks is available on the Web at “Copyright and trademark information” at www.ibm.com/legal/copytrade.shtml.




<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (Euroscale Coated v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages false
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages false
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [300.472 612.284]
>> setpagedevice


