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THE IESE
EXPERIENCE

ANTONIO _
ARGANDONA
Editor of

the Alumni Magazine
argandona@iese.edu

otlongagoIattended one of our periodic faculty meetings. On

this occasion the meeting was to prepare for the new acade-

mic year. There were some 30 nationalities present, represen-

ting a wide range of backgrounds, experiences, interests and

knowledge but with one thing in common: “To create leaders
who aim to have a positive and lasting impact on people, business and so-
ciety,” as it says in IESE’s mission statement, of which we are reminded at
this meeting each year by Dean Jordi Canals.

When I began writing this editorial, I thought about this almost communal
experience that we professors have been putting into practice since IESE
was founded 55 years ago. On re-reading the cover story “Leaders Without
Frontiers,” Irealized that IESE is the perfect place to gain experience, given
that it has a presence on every continent; given the variety of the students
and program participants (asa measure of this, four out of five of this year’s
MBA intake are from outside Spain); given the richness of the faculty’s ex-
perience; and given the combined knowledge and experience of its 41,000
alumni.

Andnolessimportant is the interview with Hans van der Noordaa, in which
he emphasizes “it’s principles that matter, not rules.” At IESE we put special
emphasis on managing with principles and developing the moral competen-
cies that Prof. Doménec Melé talks about in the final article of this edition
of the magazine. You can also enjoy the thoughts of Prof. Miguel Angel Ari-
fio and Maria Luisa Blazquez regarding the opportunities arising from the
growth of the Chinese economy, and the encouragement Hakan Ener gives
toentrepreneurs (one way or another, we’re all entrepreneurs) aswell as IESE
news and news about yourselves that you have sent us. And don’t forget, we’ll
see you at the Global Alumni Reunion in Barcelona on November 7-9.
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husband, whois Swedish,” says Agniesz-
ka Ziemba (MBA ‘99). “I speak fluent
English and Polish and my children go
to school here, where they are educated
X in French, but when we lived in Poland
% theywent to a Polish school. I work
in finance and real estate and most
of my clients are from Poland and
the UK; the latter from at least five
different cultures.”
Like Ziemba, a growing number of us do
notlive orworkinthe country of ourbirth,
~ do business in languages other than
- our mother tongue and are producing
children with multiple cultural alle-
giances. Even if the world is not
as global as some would have
us believe, most of us are much
more likely to have experience
of working in other countries and
with people from other cultures than we would have
even 25 years ago. The assumptions that we make
about people—often based on erroneous or sim-
plistic stereotypes—simply won’t wash anymore.
’ Ziemba is Polish, but she is clearly much more than
that: we might say that she is “global Polish.” We have
totake people aswe find them, not as we assume theyare,
and focus, not on our differences, but on the broad set of
fundamental values that we all share.
Nevertheless, the challenges and benefits of
working outside one’s cultural comfort zone and
participating in and leading multicultural teams
are real. What questions does mul-
ticulturalism pose for manage-
ment styles and leadership,
a field that hitherto has
L been dominated by U.S.
;ﬁ'. ~ culture and values, and

wasborninPoland.Igrewupthereandin
l the U.S.and Inowlive in Genevawith my

- what steps do business

As working in global
teamsbecomesthe norm,itis
more vital than ever for CEOs to
understand what makes eachindividu-
altick, says Franz Haniel of Franz Haniel
& Co.,whosits on IESE’s International Ad-
visory Board. “The single most important
characteristicina CEO is empathy,” he says.
This view is echoed by Michel Welters
(Global CEO ‘13), CEO of prewiring company Preflex,
who says: “We tend to judge others’ behavior against our
own values; but—surprise, surprise—they do not apply.
Everybody deserves to be treated and judged in terms of
his orher ownlife story and merits. I strongly believe that

- P schools need to take to
-" T " adapt to this new reality?
#
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“CULTUREIS

A COLLECTIVE
PROGRAMMING

OF THE MIND THAT
DISTINGUISHES ONE
GROUP FROM ANOTHER”

Professor Yih-Teen Lee
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thereis only one way to succeed: stayalert, learn to be curi-
ous,adaptat every moment and treat people with respect.
Always bear in mind that everybody has a story to tell and
youwill become aricher person.”

IN AND OUT OF THE COMFORT ZONE

@®_ Cultureis a collective programming of the mind that
@ distinguishes one group from another, says IESE Prof.
Yih-Teen Lee. “Culture determines how we interpret
and react to information. We human beings are culturally
bound, to the extent that we may not even notice that we
are following some culturally defined script when we think
andbehave. Tosee that there are other equallyvalid patterns
of thinking and behavioral systems different from ours re-
quires strong cognitive and affective efforts. Without proper
preparation or experiences, people maylack the capacity to
detect suchdifferences. Furthermore, many people maynot
be willing to step out of their cultural comfort zone.”

While it is relatively easy to become versed in the eti-
quette of another society, the cultureitselfis much more
codified. Lee was born and lived in Taiwan, Republic of
China, before moving to Europe some 13 years ago. He
first worked in Switzerland, then France and now Spain.
“What caught my attention when I first came to Europe
was that, while Asiais usually very collectivist and more
opento outsiders, Switzerland was more individualistic
and more reserved to smaller social groups. There were
very clearly defined and explicit rules in the operation
of the society, although I discovered these were more
Swiss than Western per se.”

“When I moved to France and then Spain I discovered
thatthese societies operate according tomuch less explicit
and somehow much more flexible rules, which are not only
more complicated but also more ambiguous.”

Alumni Magazine IESE



TRAITS NEEDED FOR MULTICULTURAL MANAGEMENT

To be honest, fair and trustworthy

To know how to listen and adapt to every situation
To be curious, communicative and informed

To treat others with respect and be empathetic

To be humble, patient and flexible

To know how to predict the future and plan

To be able to coordinate and merge teams

To be open to other ways of understanding business and
the world

To make the most of cultural differences instead of seeing
them as something negative

To get to know the commercial context of each country,
and live and breathe its local reality

Not to talk about business the minute you arrive in a new
country

Remember that in some cultures it's difficult to say “no,”
and what looks like acceptance is not necessarily

Bear in mind that, on a cultural level, they will probably
know more about you than you do about them

It.ea_rn the language of the country or at least showyou are
rying

In short, getting beyond the surface differences takes
time and one of the shortcomings of expatriation, the tra-
ditional global management solution, is that expatriate
managers don’t staylong enough to get under the cultural
skin. “A typical expat family will send their children to an
international school, socialize with other expats, enjoy a
clearly above average income and go back home or travel
abroad during school holidays. So are they then really ex-
posed to the local culture, language, habits, values, litera-
ture, history, beliefs? Not really,” argues Welters.

Welters relates how when he was working in Thailand
he chose tolive as the locals with alocal equivalent salary.
“At the end of my stay, my work colleagues invited me to
theirhomes. They felt, for once, comfortable about open-
ing their homes and family to a foreigner.”

THE TWO FACES OF EXPATRIATION

@ _ “Expatscomeand theythinkit’s easyand they cansolve
@ alltheproblems,” says Thomas Martin (MBA ‘06),who
ishalf Brazilian and half German, and is director of retail for
Adidas in Sao Paulo. “Brazil is a very complex and bureau-
cratic country. For the first three months expats think they
can fix everythingand then they get disheartened.”

AsProf. José R. Pin and Pilar Garcia Lombardia point
out in a paper on the pros and cons of expatriation, it in-
volves “considerable expense for the company and for the
expatriate and their family as they adapt to their new cul-
tural environment. Expatriation also presents many chal-
lenges for both the company and the individual and for this
reason companies offer a range of support mechanisms
and benefits to help the transition to the new culture.”

“Thebiggest problem with expatriatesis that often their
families don’t adapt,” adds Martin. Thereis also the ques-
tion oflanguage. If youdon’t attempt tolearn the language

Alumni Magazine IESE

you will never come close to understanding the culture,
as language and culture are deeply embedded in one an-
other. It is tempting, of course, to rely on English to get
youthrough,asitisatrulygloballanguage. However, as the
prominent linguist David Crystal remarked in his book
about “global English,” people who don’t speak English are
out of the game, but so are people who only speak English.

There is a tendency to assume that global means the ex-
tension of the global center into emerging markets but, as
Prof. Sebastian Reiche points out, “there are numerous
emerging market multinationals that are successful abroad
and thatare innovating the wayaglobal company canbe run.
For example, rather than sending masses of expatriates to
run the foreign operations as many multinationals still do,
Chinese multinational Haier has localized its top manage-
mentin each foreign market from the beginning.”

There is a tendency to generalize about “European” or
“Latin American” or “African” culture when each of these
embraces awide range of cultural attitudes and languages.
However,averyreal distinction can be made—for all their
internal diversity—between Asian and Western cultures,
in particular in relation to notions of leadership.

DOES THE CONCEPT OF GLOBAL LEADERSHIP EXIST?
@®_ Leadership is a cultural construct, says Prof. Carlos
® Sanchez-Runde. “Its meaningisembedded in the di-
verse cultures where it is exercised, and changes accord-
ingly.” In counterpoint to the Western idea of theleader as
aheroic—and often vainglorious individual—he cites Lao
Tzu’s observation that “aleaderis best when people barely
know he exists, who talks little,and when his work is done
and his aim fulfilled, people will say, we did this ourselves.”
“Americans are often schizophrenic in their choice of
leaders,” Sdnchez-Runde comments. “Some like leaders

OCTOBER-DECEMBER 2013 /No. 131 11
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who empower and encourage their subordinates, while
others preferleaderswho are bold, forceful, confident and
risk-oriented. By contrast, Chinese leaders are expected
to establish and nurture personal relationships, practise
benevolence towards subordinates, be dignified and aloof
but sympathetic, and treat the interests of employees like
their own. Malaysians expect their leaders to behave ina
manner that is humble, modest and dignified. And Japa-
nese leaders are expected to focus on developing a healthy
relationship with their employees, in which employees
and managers share the same fate.”
Sanchez-Runde argues that current management
thought is still rooted in the ancient Greek concept of
achieving an ideal through purposeful action. “Executives
manage by objectives, and leaders strive to actively move
the firm closer to achieving business goals and ideals that
are carefully and publicly defined and implemented,” he
says. However, Chinese tradition emphasizes positioning
oneselfin the flow of reality. Rather than establishinga set
of objectives for action, leaders must locate themselves in
suchaposition that the desired path of events becomes the
only viable alternative. To many Western executives, their
Chinese counterparts’ambiguity and apparent failure toact
decisively appears ineffectual and even deceitful, he says.
“You have to understand that modern business practic-
es are still not well established in China,” says Yunli Lou
(Global China CEO’13), managing director of private equity
firm Milestone Capital in Shanghai. “Here you go to busi-
ness school andlearnabout best practiceswhereasin China
it’sall trial and error. There is no established way of manag-
ing modern businesses. Most of the entrepreneurs in this
CEO program haven’t been to business schools and they’re
making alot of it up as they go along. It’s hard to say who
used what method to get where they are today.”

Ina Mexia(PDD ‘03) is of mixed German and Spanish
parentage and has worked widely in Europe, the Americas
and Asiaand is currently director of perfumery in Spain for
Firmenich. She agrees that working in Asia requires anoth-
er leadership approach compared to Western cultures. “In

more collectivized, much less individualistic than Western
peopletend tobe,” she says. “The advantage of beingan ‘ex-
pat’ is that as you will always remain a foreigner and, if you
have the right attitude and are sensitive, they will extend a
special tolerance that they would not show to local manag-
ers, who are supposed to know and follow all the rules and
social habits.”

“East and West have converged on the surface level, but
deep down our different ways of thinking persist and will
continue to persist,” says IESE Prof. Kimio Kase. He cites
aHonda executive who commented that Western and Japa-
nese management thinkingis 95 percent the same. The snag
isthe 5 percentincludesthe mostimportantaspects of man-
agement. Kase argues that East and West are divided by a

tendency, respectively, towards “inductive thinking” and
“deductive thinking.”

Asian managers tend to inductively process informa-
tionin suchawaythat theypursue a highlyabstractideafor
their decision-making processes, he argues, while Western
managers tend to apply established patterns, approaches
and categories to deliberate on their decisions and strategy
implementation. If both could be embraced it might create
better strategic and managerial solutions, he says.

The East meets West dimension was the biggest learning
experience of the MBA, says Teresa Morenés (MBA ’13).
“The priorities when facing a business problem would never
be the same, neither would the solutions. In many cases it
appeared to me that neither of them would be 100 percent
right, but if someone had the ability to combine them both it
would be close to perfection. Western and Eastern countries
workingtogether would be closer toayingand yangbalance.”

DIFFERENT WAYS OF UNDERSTANDING A BUSINESS

@ _ China and Brazil are two of the big new business fron-
@ tiers but Martin cautions against a superficial reading
of Brazilian culture. “Brazilian cultural is informal. When
you agree on a date you need to understand that the date
will not be as fixed as it would be in Europe or the U.S. It’s

general itis more formal and hierarchical and theyare much

12 OCTOBER-DECEMBER 2013/ No. 131

also much more human, in that personal relationships are
important. In Europe it’s fact-based but here it’s more sub-
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N\ “EAST AND WEST HAVE CONVERGED

ON THE SURFACE LEVEL, BUT DEEP
DOWN OUR DIFFERENT WAYS OF

THINKING PERSIST”

jective, people have to like you and you have to win them
over to get things done.”

Jorge Lluch (EMBA’11) whoisbased in Atlanta, Georgia,
where he is head of the international office at Delaware, a
Spanishmultinational that offers IT solutions to companies
and public administrations, also believes it is a mistake to
generalize about the ways of doing business in Latin Amer-
ica. “I don’t think there is a single management style at a
continental level, and in some countries (Brazil, Argentina,
Mexico, Colombia) even at country level. They are huge
countries with large north-south or coastal-interior cultural
differences. Unfortunately, there are no magic rules for do-
ing business in Latin America, beyond our own ability to
adapt to the environment, the culture and the behavior of
the people you will meet.”

Nordoesheaccept that thereis suchathingas European

culture, beyonda certain degree of shared values. “Although
I consider myself European, I don’t think there is any Euro-
peanstyle of company,” Lluch says. “Inmyopinion thereare
asmany differences between Italian or German companies
asthere are between American or Chilean companies. Even
inthe U.S. there are different management styles between
a company based in, say, Massachusetts, and one based in
Texas. In any case, I think the most marked cultural differ-
ence lies in the relationship between people in the profes-
sional environment, the behavior of people in meetings or
even their style of writing emails. For example, the Europe-
anisquite straightforward whenwritingan email requesting
information and the American is also straightforward but
extremely polite, while elsewhere in South Americatheyare
used towritinglongintroductions before later subtly drop-
ping in the object of the mail. Moreover, in some cultures
theyfindithard to say ‘no’, which canbe misleadingand can
create unrealistic expectations.”

The same could be said for Africa. Fanja Nantenaina
Ratsimbazafy (AMP ’13) is secretary-general of the Red
Cross in Madagascar and works with NGOs from Europe
and the U.S. as well as international organizations such as
the UN and WHO. He emphasizes that it is a mistake to
think of Africa as one place, pointing out that, while Mada-
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gascar isgeographicallyin Africa, culturallyitwas settled by
people from Indonesia, India and China.

“It’s abig mistake to think the way you do business in Ke-
nya, for example, will work in Madagascar,” he says. “As a
people, Malagasies don’t like conflict and will almost never
so ‘No’ publicly and they never complain in front of other
people. As a way of showing disagreement, they simply do
nothing. And even if you ask what’s wrong, they won’t tell
you. People assume that, because they don’t object, it must
mean thattheyaccept whatisbeing proposed and then they
can’tunderstand why it fails. Youhave to establishrelation-
shipsand win trust. Youhave totalkalotand ask questions.”

In many countries, your social status and connections

weigh more than talent or ability. “It was so easy for us to
get started in the U.S.,” says Kiana Bahadorzadeh (MBA
’13) who moved from Iran to New York where she set up a
tableware business with her sister. “You get a chance and if
youdowell, people will respond. In the U.S. they don’t care
where you’re from or who you know. In Iran if you went in
asforeigner and tried to set somethingup, people would put
all sorts of obstacles in your way. You wouldn’t even know
where to start.”

“As a European working in the U.S. I've found it a very
family-oriented culture,” says Eduardo Elorz (EMBA ‘08),
whoworksin oncology global marketing for the pharmaceu-
tical company Lillyin Indianapolis. “Theyalsohave a stron-
ger sense of community than in many European countries.
For example, when it snows, people shovel their neighbors’
snow and not just the snow outside their home.”

“The fact that American societyis so multicultural makes

itextremely open to business proposals that are exotic and
different,” adds Lluch.

CURRENT CHALLENGES IN THE DEVELOPMENT

OF BUSINESS LEADERS

@ _ Asthe world becomes more global—which doesn’t
@ mean it’s becoming more than superficially more
homogenous —how are business schools, which histori-
callyare almost universally based on the American model,
adapting to this new reality? Prof. Pankaj Ghemawat,

OCTOBER-DECEMBER 2013 /No. 131 13
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AFRAMEWORK OF GLOBAL LEADERSHIP IN MULTICULTURAL TEAMS

Four steps for the efficient management of multicultural teams.

e

Forming Storming

* Assess specific team % Leverage unique
configuration competencies

% Create initial mutual % Manage team conflict
knowledge and trust and emotion

% Foster team
psychological safety

Norming Performing
% Build common norms % Facilitate team
of collaboration monitoring and
* Shape shared mental feedback
model % Manage multiple team
boundaries

% Create social bonding
and collective identity

Deep-level structures for global leadership development

« Cultural intelligence

« Learning orientation

« Leadership and cultural identities

Graphic taken from chapter 3.2, Lee, V.-T, “Global Leadership in Multicultural Teams,”, in Jordi Canals (ed),
Leadership Development in a Global World: The Role of Companies and Business Schools, p. 191.

who contributed to the AACSB’s 2011 report “The Glo-
balization of Management Education”, says that business
schools “need to prepare their students for the global busi-
ness context in which they will be working.” The objective,
he says,isn’t tolearn about the specific differences in each
country but to develop a way of thinking that can be ap-
plied in other countries. He recommends that schools
pay special attention to managing diversity, adding that
offering modules in other countries, as IESE does, helps
to match course content to experience.

“If business schools are serious about ensuring their
graduates have the global awareness and competencies
needed to succeed in aglobal business environment, then
the necessary place for schools to start is by paying more
attention to the content of their courses,” Ghemawat
says. Reiche adds that “universal business education does
not automatically enable one to effectively manage and
lead people in very different country contexts. Although
we tend to think otherwise, the vast majority of people in
the world still have only limited international exposure.”

The other factor is the cultural diversity of the student
body. At IESE, where some 80 percent of MBA students
come from outside Spain, students frequently cite the
cultural diversity of their colleagues as one of the most
stimulating aspects of the program. For many, this is their
first experience of working with people from a wide range
of backgrounds and with widely differing approaches to
problem solving.

Many of these students are part of the growing phe-
nomenon of what might be called international people,
people who may be of mixed parentage or have grown up
and worked inavariety of countries and are comfortable in
two or several languages and whose command of English
permits them to navigate the global business world.
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BEING CULTURALLY MARGINALIZED

@®_ “Living abroad and/or being of mixed parentage will
@ clearlyhelp you to grow and develop your personal-
ity,” says Welters. “These so called ‘international people’
tend to be flexible, adaptable, curious, self-aware, more
creative and open to new ideas. Effectively, youlearn that
there are always several ways to solve a problem.”

“When youworkin multicultural groups youlearnalot
about other ways of thinking and it makes you look athow
you think,” says Ratsimbazafy. “When you work abroad
you are an outsider and you can compare what they have
with what youhave and when you gobackhome youcanbe
more successful in your work than those that never left.”

“If you are an international person you do not pretend
that everyoneislike you, but rather you understand his or
her culture and avoid creating barriers,” says Morenés.
“Consequently, it does affect business in the sense that
you can enjoy cultural differences rather than constantly
point them out.”

Prof. Lee talks about “culturally marginalized” people
who have been exposed to orimmersed in two or more cul-
tures, internalized the norms of these cultures,and yet do
not strongly identify with any of them.

Marginal people are generally considered bad candi-
datesfor globalleadershiprolesbut,accordingtoLee, they
have aunique ability tounderstand and interact as cultural
insiders, while simultaneously feeling like outsiders. Such
“marginals” have the ability to see how their own positions
or tactics may be perceived by others. Furthermore, their
lack of strong identification with any one cultural group
makes them particularly adept at handling diversity, he
says. Theyalsohave ahighlevel of tolerance of uncertainty
and are less likely to suffer from identity conflicts and be
more open to new ideas.
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ADVANTAGES OF MULTICULTURAL TEAMS

@®_ Openness and patience are the key to working in
@ multicultural groups. “If you want to work in a mul-
ticultural environment you have to be open and accept
differences,” insists Martin. “You learn different ways
of analyzing problems. If you work in a team where ev-
eryone thinks in the same way you get things done faster.
With multicultural teams you have to discuss the issues
with each person and the process takes longer, although it
canalsobe more fruitful. The challenge isto create ateam
where everyone works together.”

Lluch agrees with Haniel that the key to working in
and with other cultures is empathy. “This requires living
with them, sharing opinions, knowing their environment,
skillsand behaviors,” he says. He warns that as a foreigner,
expectations about profits and results are typically higher
than what can be attained, especially when developing
business in emerging economies. “For this reason itis vital
to understand the business environment of each country
and know it in detail to avoid frustration at headquarters
and stress for local staff. Idon’t believe international lead-
ership is feasible from a distance, you must feel and live
thelocal reality.”

“Diversity within an organization is clearly a big com-
petitive advantage that outweighs the problems,” says
Mexia. “In aglobal world we need diversity of cultures: the
markets are global, the consumer is moving and changing
fast, and multiculturalism is the best way to stay flexible
enough and adapt to those changes.”

Leading people from different cultures and being led
by them opens up opportunities to learn more about our-
selves, discover new ways of doing things and find cre-
ative solutions to old and new problems, says Sanchez-
Runde. Mexia adds: “Iwouldn’t be able to choose a single
country or flag that I would feel is more ‘mine’ and that
makes me free and willing to continue to explore and ex-
perience the world and its people. There are many more
things that we have in common than those that make us
different. Understanding those needs and wishes cer-
tainly helps you to be more competitive in business, and
also ahappier person.”

Onelast thingtobearin mind asyou extend your interna-
tional businessis that, thanks to Hollywood and the univer-
salreach of Western popular culture, the rest of the world is
familiar with the social and cultural mores of the West. So
remember, if you’re from the West, when you touch down
on foreign soil, the natives already know more about you
than youknow about them. And from Brazil to Madagascar,
Shanghai to Thailand, the message is the same: establishre-
lationships, build trust and be patient. Don’t start by talking
aboutbusiness, work your wayround toit. There’safamous
line in The Godfather, “it’s not personal, it’s business,” but
it’s all personal because in the end, however brilliant your
ideas, it’s people you’re dealingwith,and whatever business
you’re in, you’re always in the people business.
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IESE programs include subjects that deal
with intercultural management.

Within the Short Focus Programs

there is a specific element:

Managing People Across Cultures
New York, June 4-6, 2014
Www.iese.edu/mpac
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The huge growth of China’s
economy is shifting the
world’s financial and
business epicentre. Are

we prepared for this new
reality? This article looks
at the economic potential,
growing role and future
trends of the Asian giant.

ECONOMY « CLUSTERS « COMPETITION «
ASIAN MARKETS

t'snosecret thatthe economic
and business center of grav-
ityis rapidly passing from the
Westtothe East,and especial-
lytowards China. In2000, the
United States, Japan and Ger-
many represented 52 percent
of the world economy, while
10years later the figure has fallen to 37
percent. During the same period, Chi-
na’ssharehasrisenfrom3.7percent to
9.3 percent and over the pastfewyears
hasbecome the world’s second biggest
€Cconomic power.

This rise has come about through
the gradual abandonment of the
central planned economy that be-
gan in the 1980s in favor of a market
economy. This new economic policy
brought about a rate of economic
growth in China during the first dec-
ade of the century of 10.3 percent,
while the world average has been 3.7
percent.

China is a country emerging from
povertyand underdevelopment with
a population that sees opportunities
to improve its standard of living and
whichis prepared toimmigrate inter-
nally to areas where there are greater
opportunities. It’s a country whose
people have a spirit of entrepreneur-
ship and are ready to make the neces-
sary sacrifices to improve their qual-
ity of life. In China, savings represent
around 50 percent of GDP, while in
the rest of the world it is closer to 20
percent. Investment in China repre-
sents some 50 percent of GDP while
itis around 20 percent in the United
States, Japan and Germany.
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The Chinese people are savers and
investmorethantheyconsume,andas
aresult the economy is highly depen-
dent on exports. As a comparison, the
internationalization of China, valued
as the sum of its imports and exports
asapercentage of GDP, is 60 percent,
while in Germanyit is 9o percent and
the United States, 30 percent . China
and Germany export 4 percent more
than they import, but in the United
States the situationis reversed.

The fact that the Chinese authori-
ties don’t revalue the remembi, the
local currency, aids exports and an-
noys competitiors, especially North
America, because it makes it difficult
to export to China while their own
markets are increasingly supplied
with Chinese products.

One example of the dynamism of
its economy is the automotive sector.
Intheyear 2000, twomillion carswere
registered in Chinawhile 10 yearslater
this number has risen to 18 million,
makingit the largest and fastest-grow-
ingautomotive market in the world.

THE TWO SIDES OF THE COIN

OF COMPETITIVENESS

® _However, what are the limits of
@ thisgrowthandwhatproblemslie
ahead? The Global Competitiveness Re-
port,published bythe World Economic
Forum for 2012-2013}, ranks China 29
out of 144 countries, three positions
lower than the previous year but clear-
lyleadingthe BRIC economies. Aswell
astheabove-mentioned strengths, the
report points to some of the limita-
tions of the Chinese economy, such as
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technological development, in which
the country is ranked 88th, as well
as considerable shortcomings in the
penetration of broadband and mobile
telephones. Market efficiency is an-
other area that needs development as
Chinahas problemswith bureaucracy,
high taxes and tariffs that create barri-
ersforinwardinvestmentand affectits
market competitiveness.

On the other hand, the difficul-
ties that the Western economies are
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experiencing will also have an effect
on the Chinese economy. When you
playin the first division, no economy
isimmune to what happens in anoth-
er, but China is in a good position to
cope. The West’s economic problems
mean that it is buying fewer products
in China. If as a result of this China’s
growth has fallen from 11 percent to
6 percent , this 6 percent remains a
sign of health and economic dyna-
mism. Current data show that the
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ONE SIGN
OF CHINA’S
ECONOMIC
HEAITHIS THE
$3.24 TRILLIONIT
HASIN RESERVES,
WHILE THE
FOREIGN
CURRENCY
RESERVES OF
THE UNITED
STATES AMOUNT
TO ONLY $127
BILLION

impact of this fall in exports on the
Chinese economy has led to a fall in
GDP of two points, not five, which
is not particularly serious. On the
other hand, the improved economic
circumstances of millions of Chinese
families haveled to growth of internal
consumption, and increasingly this
internal consumption will be one of
the drivers of economic growth.

One sign of China’s economic
health is the $3.24 trillion it has in
reserves, while the foreign currency
reserves of the United States amount
to only 127 billion. Furthermore, the
United States has an external debt of
$14.71 trillion, 103 percent of GDP,
while China’s external debt is $697
billion, or 9 percent of GDP. To put it
another way, each Chinese citizen has
an external debt of $396 while North
America owes $50,266 for each of its
citizens. The reality is that, while the
United Statesis a net debtor, China s
anet creditor nation as other coun-
tries owe it more than it owes them.

Leaving to one side macroeco-
nomic data, there are more subtle as-
pects that help us to understand and
measure the potential of the country:
itsrapid industrial development and
its capacity toimprove through offer-
ing more added value.

THE INTERIOR EMERGES
@ _ Historically, the Chinese gov-
® crnment created some special
economic zones, mainly on the coast,
topromote industrial developmentin
these areas through laws that encour-
age foreign investment, the develop-
mentofinfrastructures,areductionin
red tape and financial incentives.
However, the fastest-growing cit-
ies in China at the moment are not
on the east coast but in the interior
provinces in the north and west. The
city of Chengdu is a paradigm of the
economic development of China’s
interior. It has 14 million inhabitants
and is the capital of the province of
Sichuan,which hasapopulation of18
millionand covers an area of 485,000
km?— almost the same size as Spain.
Economic growth in Sichuan in 2011
was runningat 15.2 percent. The city
has attracted a great deal of foreign
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investment in recent years, above all
in the information technology sec-
tor, thanks to cheap labor and build-
ing costs. Many luxury retail firms,
such as Burberry, Louis Vuitton and
Prada, are already in Chengdu. The
local government aims to attract 20
foreign brands a year. General Elec-
trichasbegun buildinganinnovation
center to develop medical teams for
thelocal market. Philips and Siemens
also have I+D operations in the city2.

In order to have some idea of the
scale of the development of clusters3,
lookat the map of the hundred princi-
pal clusters in the country.

Some of China’s clusters are enor-
mous compared to European ones
and yet they don’t even appear on
this map of the hundred principal
clusters in China. For example, in
Chengdu there is a concentration
of almost 1,000 high-tech compa-
nies, including Intel, and 20,000
electronics students graduate in the
area every year. In Ningbo, in the
coastal province of Zhejiang, there
are 2,000 clothes-making companies
that are responsible for 5 percent of
the country’s textile production and
these don’tappear among the princi-
pal clusters either.

PRODUCTS WITH

MORE ADDED VALUE

@_ It has often been said that the
® Chinese economy is based on
producing vast quantities of cheap
products with little specialization.
This might have been true a few
years ago, but the country has taken
some big stepsin sectors thatrequire
greater technological development
and more added value.

China’s industrial development
was dominated by industries with
little added value and a high labor
component, such as textiles, toysand
shoes. These industries continue to
be of greatimportancein Chinese ex-
ports and in all of them China is the
world’s leading exporter. A glance at
the map of the clusters shows that a
majority of them are associated with
these sectors. However, the greatest
volume of exports is no longer com-
ing from these industries but others,
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GRAPHIC:
MAIN CLUSTERS
IN THE COUNTRY

Xinjiang
Shihezi: Cotton textiles

Shanxi ) i
Taiyuan: Stainess steel; Radiators
Xinzhou: Forging

Jnzhou: Coking

Henan

Zhenzhou: Aluminium products;
. Refractory materials
Xinxiang: Cranes

Shaanxi
Baoji: Titanium products

Hubei
Yichang: Phosphorus chemicals
Xiantao: Nonwoven textiles

Chongqing
Bishan: Motorcycles

Hunan
Changsha: Fireworks and firecrackers
Zhuzhou:  Ceramics

Guizhou )
Zunyi: Chinese liquor

Guangdong . .
Zhongshan: ~ Machinery and electronics;
Packaging; Lighting; Casual wear

Dongguan:  Electronic products .
Guangzhou:  Denim clothing; Automobiles
Shantou: Underwear; Toys

Shenzhen:  Electronic products
Yunfu: Stones; Kitchenwear
Huizhou: Shoes

Heilongjiang Jilin
Suihua: Linen Products Tonghua: Pharmaceutical; Steel
Hebei -
Cangzhou:  Insulation materials; Liaoning R :
Metal casting Shenyang:  Ceramic; Building materials
Xingtai: Cashemere Yingkou: Magnesium products
Hengshui: Rubber (appled Dandong: Measuring instruments
Langf i:n en%ineering)
angfang: urniture
Handan: Fasteners Shandong ) .
Qingdao: Textile machinery
Yatai: Clothing; Wine
Weihai: Textiles
Linging: Axle bearings
Rizhao: Fisheries
Jinan: Transportation equipment
Dezhou: Solar water heathers
Liaocheng:  Steel pipes
Linyi: Crop protection machinery
Anhui .
Hefei: Household appliances
Jiangsu
Wuxi: Electric wires and cables; Environmental
protection equipment; Purple clay beaware;
Electronics; Photovoltaic
Suzhou: IT; Circuit boards; Apparel; Silk textiles
Zhenjiang:  Eyewear .
Taizhou: Ship building; Energy equipment
Xuzhou: Wood processing
‘ Yangzhou:  Leather shoes
Lianyungang: Silicone products
Shanghai
Jinshan: Chemicals
Zhejiang
Hangzhou:  Steel structures; Boxboards . .
Wenzhou:  Lighters; Locks; Medium and low voltage electrical appliances;
Valves; Plastic woven packaging
Jianxing: Fur, Leather, Warp knitting; Opto-mechatronic’s
Ningbo: Molds; Household electronic appliances; Stationery
Jinhua: Small commodities; Hardware; Electric tools
Shaoxing: Textiles; Dyeing; Socks; Pearls; Ties
Taizhou: Plastic shoes; Solid waste recycling
Huzhou: Bamboo products
Fujian ) . )
Quanzhou:  Trainers; Zipper; Plumbing hardware; Snacks
Putian: Jade processing; Chinese classical furniture
Shishi: Children’s wear

such as information technology, the
sector with the fastest-growing ex-
ports, with an average growth of 25
percent per annum during the past
10 years.

‘What this means is that clusters,
and the export of more sophisticated
products, such as information tech-
nology, are of growing importance.
The clusters of more traditional in-
dustries with less added value, such
astextiles and toymanufacturing, are
shifting towards other Asian coun-
tries such as Vietnam, which have
comparative advantages.

Even in the more traditional in-
dustries there is a move towards
activities with greater added value.
Guangdong province, with a popu-
lation of 300,000, specializes in the
textile industry. What began initial-
ly as textile manufacture has been
extended to cover the entire chain
from the production of fabrics to
point-of-sale4. At the same time this
area has been developing comple-
mentary activities such as logistics,
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training, consultancy—all of this in
the textile sector—without dimin-
ishing the importance of the manu-
facturing itself, in which there are
already low-cost competitors such
as Cambodia and Bangladesh. Grad-
ually changes have been instituted,
and there are now more specialized
processes in the field of distribu-
tion. To this end the government
has invested in infrastructures and
the construction of a 300,000 m?
trading center with space for 4,000
shops, which functionslike aninter-
national marketplace.

China can no longer be seen as a
solid, low-cost competitor in indus-
tries with no added value. The trend
towardsindustries and activities with
greater added value, the enormous
development of specialized zones
encouraged by the government, and
the intelligent use of the potential
of the country’s interior in order to
continue being competitive on price,
continues to contribute to the threat
froma colossal rival.

1. The

om

O Cities with 1 Cluster

Cities with 2 Clusters
Cities with 3 Clusters
Cities with 4 Clusters
Cities with 5 Clusters

@ Cities with 6 Clusters

Source: Li & Fung Research Centre;
The Beijing Axis Analysis

Global Competitiveness Report 2012-2013.

Geneva. World Economic Forum (2012).

2. Supersized Cities: China’s 13 Megalopolies.
Economist Intelligence Unit, 2012

3. Acluster is a geographically concentrated group
of companies, organizations and institutions that

pete and work together in the same industry.

4. Schroder, F., Waibel, M. and Altrock, “U. Global
change and China’s clusters”. Pacific News, n. 33,
Jan-Feb 2010.
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ENTREPRENEURSHIP

FOOLS RUSH IN
WHERE ANGELS
FEARTOTREAD

Assistant Professor
Entrepreneurship,
IESE Business School

Despite the downturn
in the economy, the
prospects for those
looking for investors or
business angels have
rarely been better.

ENTREPRENEURSHIP « BUSINESS ANGELS «

INVESTORS « PRIVATE EQUITY

ith the
financial
crisis
now en-
teringits
seventh
year and
only in-
termittentlight at the end of the tun-
nel, this may not seem the best mo-
ment to embark on risky ventures.
And yet this is an extremely good
time to be an entrepreneur. Private
investors are frustrated with the low
returns they are getting on their fi-
nancial assets. When the economy
was going well, there was less money
around for entrepreneurs because
people could still get good returns on
other activities, such as real estate.
Now real estate is going nowhere
and thereturn on government bonds
isbarely keeping pace with inflation.
As aresult, the perception of entre-
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preneurs has improved and the will-
ingness to invest in new ventures is
higher than it has been for 10 years.
Increasingly, the family offices of
wealthy families, for example, are
looking for people to partner with or
tomentor.

If you are looking for partners,
mentors or investors to take youridea
tothenextlevel, there are anumber of
things tobearin mind and rules tofol-
low that will increase your chances of
success. However, let’s first define our
terms, as the label entrepreneur is of-
tenapplied to peoplewho don’tfit the
bill. For example, just because yourun
a small business, that doesn’t make
you an entrepreneur. Small business
ownerswhohave noambition to grow
theirbusiness and are playing defense
rather than offense should notbe con-
sidered entrepreneurs.

Secondly, it is completely false to
think that if you’re in a salaried cor-
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AS AN ENTRE-
PRENEUR YOU
SHOULDN'T
TEAMUP WITH
THEFIRST
BUSINESS ANGEL
THAT COMES
YOUR WAY JUST
BECAUSETHEY
HAVEMONEY

porate jobyou can never be an entre-
preneur. Recently, what we have seen
isthat people with full-time jobs with
plenty of managerial responsibilityin
typical hierarchical organizationsare
launching side projects outside the
office. This is partly because they
feelinsecure in their corporate roles
and are thinking of going indepen-
dent and this is the first time they’ve
thought of being entrepreneurs.
Now even people who don’t like risk
are setting up side projects. Indeed,
people with salaried jobs are now
among the most active groups ex-
ploring entrepreneurship, although
many have yet to take that step into
the abyss that defines the true entre-
preneur. Riskis at the heart of entre-
preneurship.

There is also some confusion
about the role of business angels
and venture capitalists. A business
angel is typically someone willing
to invest €100,000-€500,000 in any
given project over several years. They
may start small but thisis essentially
apersonwhois working for his or her
own profits. AVCwill be part ofanin-
vestment company and has to raise
funds from others to make bigger
deals for a bigger return. AVC firm’s
mainactivityisidentifyingnew com-
panies and investing in order to re-
turn money to its own shareholders,
who may be institutional investors.

However, not everyone who in-
vests in small concerns is a business
angel. Abusiness angel tends to stay
involved in the invested companies
over a number of years. This is not
someone who shows up, hands over
some money and then comes back a
fewyearslater expectinga profit. Re-
cently, there have been a number of
“false” business angels who are not
in it for mentorship or active advice
but are merely frustrated with the
low rates of return on financial mar-
kets. This is a passive investor pro-
file. If you’re not providing contacts
or directly useful, industry-specific
information to the entrepreneur,
you are not a true business angel.
Being a business angel implies tak-
ing someone under your wing. The
defining characteristic of both entre-
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preneurs and business angels is the
beliefin an idea and the willingness
to take risks to take that idea to the
next level.

THEBIGIDEA
@®_ Some ideas are easier to pitch
@ than others. Convincing some-
one in the bow and arrow business
of the usefulness of a gun shouldn’t
be too difficult. Persuading investors
that the bar code will revolutionize
the world of retail may be a bit more
of a stretch. The first question an
entrepreneur should ask is “Is there
anyone qualified to help me on this
project?” This doesn’t necessarily
mean cash but someone with indus-
try- or product-specific insights. As
an entrepreneur you shouldn’t team
up with the first business angel that
comes your way just because they
have money. It’s better tohold out for
someone with specific expertise even
if they are offering less money. The
market value of this expertise is very
high and entrepreneurs often don’t
notice this till too late because they
typically prioritize the moneyaspect.
But people who put the most money
on the table sometimes turn out to
be worst sources of support because
they can’t hold your hand to take you
to the next level via their contacts.
So, while money seems to be the key,
what really matters is not doing the
wrong thing with your project.
Anyone with a good idea runs the
risk that someone will steal it. Ideas
are notoriously hard to patent. With
anideayou can’t even enforce anon-
disclosure agreement because varia-
tions of theidea could make theirway
into the board meeting of another
company and they would be able to
do something close to but notidenti-
caltoyouridea. Youneed to see what
level of development you can take
theideatoasaproductor service de-
sign. Any of those components can
be patented by the time you reach
prototype stage. This is where busi-
ness angels come in. They are there
to support you to this point where
you establish the project’s technical
viability and are then able to expose
it to outside feedback.
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When it comes to selling your
idea, remember that it’s not the idea
they’re buying - or not just the idea -
i’syou. Typically the investor evalu-
ates the personbefore theidea. Their
first question is, why are you leaving
your previous job? Why do you want
to do something new? Is it because
you'’re unhappy or is it because this
business opportunity is going to be
very big? If you’ve just lost your job,
are you casting around desperately
for ideas? You need to anticipate
these questions. You need to be able
to explain that you’re not just trying
to survive but have alonger-term ob-
jective. Once the investor stops ques-
tioning your motives, the discussion
will take a more positive turn.

Put your money where your
mouth is. Many entrepreneurs
make the mistake of telling inves-
tors that with your money and my
labor we can make this work. From
pastexperience investors have come
to expect more from the entrepre-
neur. They want to know whatis the
minimum and maximum financial
commitment you can make to the
project. Why haven’t you invested
your own money and, if the idea is
so good, why haven’t you been able
to raise funds from family, friends
and “fools”? Even if it’s a symbolic
amount, it’s essential to put some-
thing of your own in before you start
asking strangers for money.

You also need to create a virtuous
cycle of supporters. In general inves-
tors don’t want to be the only one in-
volved. No one wants to be the only
one who sees value in something
new. People want to feel that oth-
erswant it too, and that makes them
want it more. An investor wants to
feel he or she is competing for the
investment and if they win they will
be more proactive and supportive. If
you have a business partner, the in-
vestor will want to see that you and
your partner have addressed the
tough questions together such as
roles and ownership stakes. Inves-
torsare aware that conflicts between
foundersis perhaps the number one
reason why projects launched by
multiple people go bankrupt.
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Another common mistake is to
end the pitch with a take it or leave
it proposition. If you say, “Thisis the
deal—are you in or out?” they will
probably walk away. Don’t sell an
idea as if it were a product. You’re
not asking for a yes or no, you’re
asking “How can you help me with
this project?” Don’tassume they can
only help you with money or con-
tacts. Always end the pitch with an
open question thatinvites the other
party to contribute.

You also need to neutralize the
skeptics, people who broadly agree
with you but have doubts about
the specific steps required. These
people will ask detailed and difficult
questions about the project. Thisisa
good sign because it means they are
interested, but youneed to get some
sense inadvance of the sort of issues
theyare likely to raise or have raised
in similar projects. You need to col-
lectalist of potential sticking points
in your presentation. And if your
idea is highly technical, be aware of
your audience. Ifitis a non-special-
ized audience, if youbombard them
with formats and acronyms, you’ll
lose them.

BALANCING CHARITY WITH PROFIT
@ _ And finally,a word of advice for
@ social entrepreneurs. Here at
IESE we have been training social
entrepreneurs in partnership with
the Fundacié la Caixa, which has so
far donated €25,000 each to 40 so-
cial entrepreneurial projects. These
are social business projects that are
for profit but with an emphasis on
social objectives. We went through
the participants’ venture pitches
and noticed a pattern: they often
created the impression that the
project was just for charity when
really it was about a long-term busi-
ness vision. Even though you have
social objectives you need to put
equal emphasis on the business ob-
jectives and show that the project
is sustainable and can scale up over
the long term. After all, however
worthy the cause, you're still asking
the investors to put their hands in
their pockets.

ANINVESTOR
WANTS TO FEEL
HEORSHEIS
COMPETING FOR
THEINVESTMENT
ANDIFTHEY

WIN THEY
WILLBEMORE
PROACTIVE AND
SUPPORTIVE

OCTOBER-DECEMBER 2013 /No. 131 23



I D E A S |GECEINIERES

Vodafone in Ghana

For years, observers have been calling Africa
the next frontier for business growth, with
many companies clamoring to stake their
claimbeforeit’stoolate. Vodafoneis one com-
pany thathas been making inroadsin Africa.
In 2008, the British telecom provider

made a bid for GT, the privatized

state telecom company of Gha-

na, having previously estab-

lished operations in Kenya,

South Africa, Tanzania and Mozambique. Vo-
dafone seemed prepared to invest in Ghana
anyway, not to make immediate profits, but
to carve a solid niche for itself in a strategical-
ly important region. This case study looks at
Vodafone’s strategywhen it cametore-
structuring GT in order to go head
tohead with the competition.

www.ieseinsight.com/review

THE MAKINGS OF A
RELEVANT BRAND

JOSE L. NUENO INIESTA
& GLORIA ANDREU

@®_ A quarter of Interbrand’s top 100
@ global brands for 2012 were tech-re-
lated, atestament to the growing value of
the digital revolution. The authors of this
paper say that this ranking indicates the
leading brands of tomorrow will likely
emerge from new sectors, rather than
tweaks to existing ones. They reflect on
successful newbrands, the sectors of the
future, the opportunities presented bya
multichannel strategy and the role that
theimage ofthe countryof origin playsin
abrand’s success. Google,Amazon, eBay,
Facebook and Yahoo! were not as rele-
vant 15 years ago as they are today. What
do these five players have in common,
aside from being upstarts in the digital
sector? These companiesall meet consu-
mer needs in ways that are efficient and,
sofar,free. Theyare serial innovators: For
example, hardlyamonthgoesbywithout
Google offering some new service. They
have also had a transformative effect on
their sector. In short, these brands have
succeeded because they brought about
aradical change in how consumer needs
and aspirations are beingmet.

MORE INFORMATION:
IESE Insight / Marketing

THE ZARA WAY OF DOING
BUSINESS

FELIPE CARO & VICTOR MARTINEZ
DE ALBENIZ

@®_ In their article “Operation Ma-
@ nagement in Apparel Retailing:
Processes, Frameworks and Optimi-
zation,” the authors review the deci-
sion models employed by fast-fashion
retailers such as Zara to derive some
current best practices. A centralized
inventory management system will
allow retailers to ship stock to stores
when needed, while two-tier inven-
tory models allow a rapid response
to demand. Zara has adopted another
distribution model, at the level of the
store display: If a product is unavail-
able in major sizes, itremoves the pro-
duct from the shop floor.

This requires that distribution
decisions also take account of ship-
ping scarce stock to other stores in
the network, so that the right com-
bination of sizes is always on dis-
play. Doing this can boost sales by
asmuch as 4 percent.

MORE INFORMATION: '
IESE Insight / Service and Operations Management
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LESSONS FROM THE
CONSTRUCTION SECTOR

OSCAR ARCE, JOSE M. CAMPA
& ANGEL GAVILAN

@_ In their paper “Macroeconomic
® Adjustmentunder Loose Financ-
ing Conditions in the Construction
Sector,” the authors focus on bor-
rowing constraints on the housing
supply side, and highlight the links
between some of the key factors in
the macroeconomic environment.
These include the disproportionate
strength of the construction sector in
countries that faced a housing boom
before the crisis.

Inanideal world, they argue, avail-
able funding is allocated in such a
way that, for every project, the cost
of financing each additional unit of
output, whether a house or a factory,
will match the income expected from
that unit of output. This assumes a
balanced market.

In the real world, however, there
are financing restrictions in place,
both in the form of interest rates as
well as the minimum size of projects,
in order for them to be attractive.
The research offers salutary lessons
for investors.

MORE INFORMATION:
IESE Insight / Economics
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Risk and Opportunity
in Emerging Economies

ALEXANDER GROH, HEINRICH LIECHTENSTEIN
& KARSTEN LIESER

Venture capital and private equityfunds areincreasingly
looking to emerging economies for investment opportunities,
and notonlyin the BRICS, but also in fast-growth economies
such as Turkey, Mexico, Indonesia, Nigeria and the Philippines.
However, as the fourth annual Global Venture Capital

and Private Equity Country Attractiveness Indexreveals,
investors continue to express serious reservations about
certainaspects of these economies. The indexis designed
tohelpinvestorsidentify the best opportunities by ranking
countries according to sixkey drivers: economic activity; the
depth of capital markets; taxation; investor protectionand
corporate governance; the human and social environment, and
entrepreneurial culture and opportunities, which encompass
aspects such asinnovation capacity, the ease of doing business
and the development of high-tech industries.

MORE INFORMATION:
IESE Insight / Finance
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Leading
the Digital
Transformation

Issue 18 of the IESE
Insight management
review, guest edited
by Prof. Josep Valor,
helps managers un-
derstand the digital
transformation and
learn how to suc-
cessfully navigate the
seas of change.

IESE’s Sandra Sieber, Evgeny
Kaganer and Javier Zamora list
fiveleadership competencies that
every executive needs in order to
operate in a digitally dense envi-
ronment. Andy Rowsell-Jones
elaborates on the new mentality.
Usingreal-lifebusiness examples,
the Gartner expert presents seve-
ral conceptual frameworks tohelp
managers combine their physical
and digital resources, using enti-
relynewapproachesand thinking.

One of these new approaches
concerns the reorganization of
work processes resulting from
virtualization. The U.S. acade-
mics Paul M. Leonardi, Diane
E.Baileyand Stephen R. Barley
highlight what happens when a
multinational car company uses
digitally mediated relationships
to coordinate engineering activi-
ties between India, Mexico and
the United States. Sometimes
the added complexity of mana-
ging work digitally candilute the
efficiencygains, theywarn.

Given the high degree of abs-
traction associated with digital
transformation, thought needs
tobe given to tangibles — namely,
people. The benefits of digital
transformation may be obvious,
but the human component must
not be overlooked in order to
achieve common business goals.

www.ieseinsight.com/subscription
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GLOBAL ALUMNI REUNION 2013

“DECIDE”

Ten months on from Sao Paulo, everything is ready for this year's meeting in Barcelona,
which will bring together around 3,000 alumni from across the globe. Under the

slogan “Decide. Taking on tomorrow’s opportunities today,” more than 20 experts will
discuss six key elements that will enable IESE alumni to play their part in the economic

recovery. The academic directors of this year’'s meeting are professors Antonio
Argandofa and Marc Sachon. The date: November 7-9. Put it in your diary.

INVESTING IN
PEOPLE

The scourge of unemployment throws
into relief the importance of education,
given the close relationship between
education and employment. This is not
just the business of government, busi-
ness can also play a key role.
Microsoft is a good example. Jan
Muehlfeit, president of Microsoft Eu-
rope, says in an interview in the maga-
zine IESE Insight that his job “consists
of ensuring that his company better
understands Europe and Europe bet-
ter understands Microsoft.” To this end
he holds regular meetings with gov-
ernments, academics and other social
groups in European member states to
reassure them that Microsoft is listen-
ing to Europe and contributing to its
agenda.
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SOCIAL ENTREPRENEURSHIP

As well as financial returns, all business activity has some social impact. Valeria Budinich,
vice president of Ashoka, a global association that brings together social entrepreneurs
from around the world, stands up for multinationals that incorporate social impact as part
of their mission. In keeping with this transformational idea, Ibukun Awosika (GEMBA ‘04
and GCP ‘13) leads The Chair Center Group, a company that encourages and promotes
internationally the work of local producers.

On this same basis Dr Pedro Alonso not only established the Manhica Health Research
Centre in Mozambique but dedicates part of his time to training local health workers.
He is currently head of the Centro de Investigacion en Salud Internacional (CRESIB) at
Hospital Clinic in Barcelona and is working on a vaccine for malaria which may soon
be in clinical use. It is a project that is backed by the Malaria Vaccines Initiative of the
Bill & Melinda Gates Foundation.

INTERNATIONAL PERSPECTIVE
WITH A LOCAL VISION

In an increasingly globalized world, locally conceived business strategies don't make any
sense because changes in the international market have an immediate knock-on effect
on regional economies.

Prof. José M. Gonzalez-Paramo, CEO of BBVA, and José Viials, CFO and head of the Inter-
national Monetary Fund'’s Capital Markets and Monetary Affairs department, offer their
assessment of the world economy. Both speakers have worked for the European Central
Bank and the Bank of Spain. Furthermore, Vifals has worked with the National Bureau of
Economic Research (NBER).

Alumni Magazine IESE



Inma Shara

ACTIVE INETWORKING

@®_ The Global Alumni Reunion is an oppor-
@ tunity to learn, but also to meet up with
other alumni and have a good time, thanks to
an extensive program of cultural activities.
This begins on Thursday, November 7 with a
concert at the Palau de la Musica in Barcelona
conducted by Inma Shara, one of the world’s
most prestigious orchestral conductors, with
an extensive career conducting orchestras of
the caliber of the Royal Philharmonic Orchestra
and the Taiwan National Symphony Orchestra,
among others.

The other activites take place on Saturday,
November 9. These include a golf tournament
at the Lumine Golf Club, close to PortAventura.
Participants canalsovisit Barcelona’s emblema-
tic buildings, such as the Gran Teatre del Liceu,
the Sagrada Familia and the City Hall, with gui-
dedvisits organized specificallyfor the occasion.

The cultural activities conclude with the
game “Kitchen Aromas,” organized by El Cel-
lerde Can Roca, recently voted the best restau-
rantin the world by the prestigious Restaurant
Magazine.

o~
e

GROWTH IN A GLOBAL ENVIRONMENT

In a changeable and increasingly competitive environment, it is not easy to achieve
growth, although it is possible, as is demonstrated by the experience of Francisco Reynés
(MBA ‘89), CEO of Abertis, and Bruno di Leo, senior vice president of global sales and
distributon at IBM.

After overseeing the stock market launch of Criteria and extending the frontiers of the
cement firm Uniland, Reynés joined Abertis to lead the internal restructuring of the
group and to increase international growth. Di Leo was head of IBM Growth Markets
in Shanghai before taking up his current post. The session will be moderated by Prof.
Pedro Nueno.

AN INDUSTRIAL FABRIC IS
ESSENTIAL TO STAYING COMPETITIVE

Industry is gaining importance in all economies at the same time as production is being
delocalized and transferred to emerging countries. However, the industrial fabric plays a
vital part in guaranteeing competitiveness and innovation.

Siemens AG uses digital systems in the design and production phases while creating pro-
totypes. This saves costs and makes the innovation process more flexible, as Siegfried
Russwurm, a Siemens AG board member and CEO of the industrial division, explains.
Shell Marine Products also nails its colors to research and development. Its director-gen-
eral, Surinderdeep Singh, who has held executive posts in Shell’s operations division in
Malaysia, the Philippines, Indonesia and India, shares his international experiences in a
session moderated by Prof. Marc Sachon.
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RETHINKING
HEALTHCARE

New technologies can contribute a
great deal to making healthcare sys-
tems more efficient and economi-
cal. To achieve this, it is necessary
to align the interests of all the stake-
holders: the industry, suppliers and
patients. Dr Keith J. Dreyer, associate
professor at Harvard Medical School,
is a leading exponent of e-health in
the United States. As vice president
and associate professor of radiology
at Massachusetts General Hospital,
Dreyer discusses the challenges the
sector faces in a session moderated
by Prof. NUria Mas.

2013 programon the
website

Your GAR experience begins on the Internet
@ Grupo IESEGlobalAlumni (Linkedin)

=5 @IESEAlumni (Twitter)

€3 IESE Alumni Association (Facebook)
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IESE PRIVATE INVESTORS AND FAMILY OFFICES NETWORK

WHERE IDEAS AND

CAPITAL MEET

Entrepreneurs and investors discuss the principal
challenges they face as the investment network

celebrates its 10th anniversary.

uring its 10 years of existence,
IESE’s Private Investors and Fam-
ily Offices Network has, with 130
members, become Spain’s most
active platform for bringing to-
gether private investors and en-
trepreneurs, the meeting held on
the Madrid campus to celebrate
the network’s 10th anniversary was told.
“Entrepreneurshipisattheroot of what IESEis about,”
Prof. Juan Roure, the network’s founder and director
said, pointing out that during these 10 years the climate
has changed considerably, given the economic crisis. The
professor advised investors to bear a number of things in
mind: look at a lot of projects before making a decision;
analyze the quality of the team you are investing in; only
invest if you are certain about having a sound and scal-
able business model; have a portfolio of various projects;
co-invest with more experienced investors, and if there is
potential to disinvest in four to five years.

THE ART OF UNDERTAKING A PROJECT

®_ How can you become a perfect business angel? Vari-
@ ousentrepreneurs who took part in the event agreed
that investors shouldn’t take up too much of the entrepre-
neur’s time, should act as a collaborator and bring experi-

ence. “The entrepreneur has to be aligned with the inves-
torandhastobe certain that the investor wants to get their
money back. You have to be honest and look for an exit if
necessary,” said Josep Arroyo, vice president of Actuate.
In his view, the mutual respect between the entrepreneur
and investor is essential. “If you think about the client,
things turn out well. If you only think about yourself, it
goes badly,” said Hugo Palomar, co-founder of Byhours.
Jacinto Roca, creator of Wuaki TV, delivered a clear mes-
sage. “Youhavetotakeriskstobe successful. Ifyoudon’t,even
ifyourideaisbrilliant, younever win,” he said. “This country
lacks people willing to take risks, whether as entrepreneurs
orinvestors.” And heregretted thatin Spain there arenorisk
capital funds of the kind that exist in the United States. He
alsoemphasized “the social aspect” of entrepreneurship. “It’s
essential to be able to share the spirit of entrepreneurship if
societyistomove onfromwhereitis,” he concluded.
Francois Derbaix, founder of Top Rural, a company
that he sold for €14 million, confirmed that many en-
trepreneurs and investors have to take on risks. “What
is missing is the acceptance of failure.” And he made it
clear that very often “being an investor is the opposite of
being an entrepreneur.” “The investors should leave the
project when they see that their interests are not aligned
with those of the entrepreneur. There are often conflicts
of interest, this is only natural,” said Luis Martin Cabie-

THE NETWORK:
A DECADE IN FIGURES

600 PROJECTS 7 5 FORUMS
o presented in Barcelona
and Madrid
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From left to right: Jacinto Roca, Javier Cebrian, Francois Derbaix, Luis Martin Cabiedes and Lucas Carné

des, investor and partner in Cabiedes & Partners. Lucas
Carné, cofounder of Privalia, said that experience was
key, especially in risky projects.

Much was said during the meeting about the role of
the public sector in entrepreneurship. “The public sector
should light the fuse, stand back and let the private sec-
tor get involved in the project as these are the people who
will take the reins of the business,” said Joan Tarradel-
las of ACC10. He said public administration should take
the fewest risks possible and should focus on regularizing
the market, in which he said there was a “certain amount
of chaos,” and “an inflation in the networks of business
angels and projects.” In spite of everything, support for
entrepreneurship is “more necessary than ever,” he con-
cluded. “There is no inflation of networks in Spain,” said
Manuel Valle, president of Enisa. “On the contrary, there
ismuchtodo.”

THE INVESTORS

@_ Sergio Arzeni of the OECD commented that “we
@ need as many investment initiatives as possible for
the future development of Europe. It’s important to en-
courage business angels through tax incentives.” Roy
Sardifia, a partner in Highbar Ventures, also commented
that “investors have to understand that they are going to
lose money on some projects, but on the whole they could

educational

getagood return.” For this reason Paco Gimena, CEO of
mola.com, advised investors to “spend alot of time sifting
through proposals before deciding to back a project.”

In order to minimize risks, Marco Villa, vice president
and managing director of Italian Angels for Growth, said
“itis easier and more fun to invest as a group rather than
as an individual and, furthermore, it’s more gratifying.”
Maurice Gopikian, president of Harvard Angels France,
said that “investing across frontiers presents a lot of op-
portunities butisalso difficult. It’s important to work with
different investor networks.”

“Youmust have arange of well distributed investments,
you can’t put all your eggs in one basket. This hasbeen a
common error in recent years,” said Xavier Arquerons,
anangel investor.

Pep Casas, founder of Neoko Capital, highlighted some
of the characteristics aninvestor needs to have. “Without
calm and patience, it’s most unlikely that the investment
will be successful. Humility and the willingness to listen
and learn are fundamental for any investor.”

Aquerons insisted that “it’s up to the entrepreneur
to develop the project. We help them, we finance them,
but the development of the project is the job of the en-
trepreneur. He or she must be accountable for how well
the project is going in the context of the business plan,”
he concluded.

DEALS

closed

THEMED FORUMS PROGRAMS

for investors

Sustainable chemistry; Life sciences;
Biodiversity and luxury goods

millon euros
o o of total direct
® investment
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PROFESSOR JUAN'R

“Our.Investor: Mﬁ
Are Also Entrepreneurs”

s founder of IESE’s Private Investors and
Family Offices Network, Prof. Juan Roure
has witnessed at first hand the develop-
ment and priorities of investment in the
economy.

Do you think the network has achieved the goals it set
out 10 years ago?

Not only has it achieved them, it has exceeded them by
some distance. Out of 1,000 projects that we have looked
at, 700 have been presented to investment forums, the
occasional meetings that the network organizes to bring
together the best business projects and the most pro-
fessional investors. We have carried out investments in
70 companies, most of them in the last five or six years,
and among them five or six have already achieved sig-
nificant returns. It’s also important to add that these
projects have created more than 2,000 jobs. These are
pretty good numbers.

What added value does the network offer?

The network has created a qualitative value in an activ-
ity that is essential if the entrepreneurial ecosystem is
to function. Furthermore, the network has provided the
opportunity for our professors to carry out research in
private investment. For example, we just published the
results of some pioneering research at a global level on
the creation and development of the Family Office. For
students it offers a complement to their professional
life and for developing personal projects. It’s no acci-
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dent that the network is a byword for professionalism
in Europe.

What sort of investor is interested in the network?

On the whole they are professionals, with a very dynamic
profile, for whom the network provides a platform through
which they gain access to numerous high-quality projects,
an opportunity to learn how to be a good investor and how
toco-investand diversify risk. Our investors are themselves
entrepreneurial in that theyinvest in other entrepreneurs.

How have investors evolved over the past decade?
Investorsare increasingly professional. Itisalso the case
that the projects are more developed and the teams that
present them are of higher quality. But without doubt,
investors are better informed and have matured over the
past 1oyears. This is increasingly the trend.

In the current climate, are business angels more neces-
sary than ever? Might they change the economic future
of the country?

The crisis has certainly increased the need for this type
ofinvestment and though Iwouldn’t dare to say that they
can change the country’s economic future, ’'m convinced
they can contribute toit. Unfortunately, the work of busi-
ness angelsisnotrecognized at all by the tax system. The
regulations currently in force only seek to encourage
impromptu investors and not professional investment.
In legislative terms, we have a lot of catching up to do. A
remedy is urgently needed.

Alumni Magazine IESE
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lidefonso Garcia-Serena, Jordi Canals, Horacio Gonza_em%l‘edro Astals, Jaume Llopis, Maria Puig, Miquel LIadé and Doménec Vila

17+ FOOD AND BEVERAGE INDUSTRY MEETING

Around the World with
Food and Drink

®_On June 4 IESE’s Barcelona
@ campus took a trip around the
world to explore business oppor-
tunities, challenges, travelers’ tales
and novelties in the food and drink
sector. For decades, and especially
today, exports and moving into new
markets have been fundamental to
the industry. That was the focus of
the17th Food and Beverage Industry
Meeting, held under the title “Sell-
ing Across Continents.” Itwasled by
Prof. Jaume Llopis and organized
with the collaboration of Deloitte,
Idom, IPMark, “la Caixa”, Tetra Pak
and La Vanguardia.

For many, Europeis the easiestand
at the same time the most competi-
tive market. The executive vice pres-
ident and branch manager of Nestlé
in Europe, Laurent Freixe, said “itis
still possible to growin Europe... [by]
focusing on the local characteristics
of each region, fighting to gain mar-
ket share and innovation.” On the
distribution side, Ricardo Curras,
CEO of Dia, said that, despite therise
of Internet sales, “clients still prefer
establishments thatarelocal or pres-
entbetter value.”

Ignasi Ricou, CEO of Gallina
Blanca Star, said that his company
had been selling successfully in Af-

rica for 40 years. “The key is to have
an intimate knowledge of the mar-
ket, understand how Africans con-
sume, get close to open markets, see
what shops are like and, above all,
bear in mind that Africa is made up
of 54 countries with their own pecu-
liarities.” Malik Bakayoko, General
Manager SBFA of Durabilis, asserted
that “Africaisamarketinthe making,
with a limited number of competi-
tors and there’s room for everyone,
but youhave to go now.”

Growth is the main attraction of
the Americas, although “it’s difficult
to predict if it will last over time,”
said Ildefonso Garcia-Serena,
president of Compact Response
Group. Alejandro Martinez Cam-
po (MBA ‘90), managing director
of IAN-Carretilla, talked about his
export experiences in Chile which
he said were “very positive,” and
Brazil where, in spite of his success,
he lamented the fact that it is “the
country with the most bureaucratic
problems that we’ve ever encoun-
tered.” Roberto Servitje, president
of Grupo Altex, talked about his ex-
periences in Mexico with hydropon-
ic cultivation.

Asia is essential to any company.
“You may have different strategies
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but you've got tobe there,” said Xavi-
er Pages (MBA ‘84), CEO of Grupo
Codorniu. Xavier Ybargiiengoitia,
CEO Estates & Wines of the LVMH
Group, delineated keys to success in
China. “You have to be prepared to
respond quickly, to be seen as a Chi-
nese company, anticipate consumer
trends, adapt marketing to the lo-
cal culture, be able to rely on a local
team, avoid creating any additional
bureaucracyand use pressure groups
whenever possible.”

GUIDE TO CHOOSING A MARKET

@ _ The decision to export to a spe-
@ cific market depends on many
factors. It’s vital to have sufficient
information to determine if these
have the right conditions in order to
succeed. Professor Llopis, Julia Gi-
fra and Maria Puig have launched
a handbook that lists details of 28
countries and provides a good start-
ing point when deciding in which
markets to launch. The guide was
presented as part of the meeting,and
sponsored by Deloitte, “la Caixa” and
the Spanish Federation of Food and
Beverage Industries.

MORE INFORMATION:
www.iese.edu/industrymeetings
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191 TELECOMS, DIGITAL MEDIA AND INFORMATION SOCIETY INDUSTRY MEETING

The Big Data Revolution
in a Connected World

®_ Whateffect will bigdatahave on
@ the new order of communica-
tion technologies and on the media?
What direction are new telecom-
munications taking? How useful can
thisnew databe for developing smart
cities? These were some of the ques-
tions discussed at the 19th Telecoms,
Digital Media and Information Soci-
ety Industry Meeting held on June 11
on IESE’s Madrid campus and spon-
sored by Abertis Telecom, Fundacién
Mobile World Capital Barcelona,
Telefénica, Vodafone and Yoigo.
“Everything we do leaves a digital
trace but we are making little use of
this data,” said Elena Alfaro, who
works in innovation at BBVA. She
said that, thanksto this data, “we can
now see what was invisible,” and this
can be very useful for companies.

MORE COMPETITIVE CITIES

@_ ForEnrique SanchezNuevo,an
@ cxecutive at Ferrovial, big data
has a series of potential uses in cities,
such as transparency, personalized
services, efficiency and the develop-
ment of new business models. “All of
this will make the city more competi-
tive, bothin terms of productivityand
savings on providing some services,”
hesaid. He believes that theidea ofin-
telligent cities implies a change in the
way they are managed.

Maria Serrano of Schneider Elec-
tric agreed. “There is strong com-
petition between cities to improve
services, but to compete they need to
collaborate,” she said. Citizens them-
selves are the main agentsin the urban
ecosystem and should be more in-
volved in the management of services.

INTERACTIVE MEDIA
@ _ Eli Noam, director of the Colum-
@ Dbialnstitute for Tele-Information,
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'Sa Miralles, Josep Valor,Joan E- Ricart and Victor Calvo-Sotelo

discussed how big datais changing the
media. “We still think of television in
linear terms, butnowadays everything
is interactive,” he said. He predicted
the media would be more visual and
would have a greater impact as tech-
nologybecomes cheaper.

Another characteristic of new
media will be the degree of content
specialization, with greater audience
participation and segmentation. “The
fourth television generation will be
more dynamic and not just from a
technological point of view. It will
also offer the viewer a series of pos-
sibilities that were barely imaginable
evenafewyearsago,” he said.

Maria Ferreras of YouTube high-
lighted the connectivity, interactivity
and quality of some of the elements
that characterize the so-called “Gen-
eration C,” anew generation of users
who are permanently connected to
new technologies and new devices.

Ricardo Sevilla, head of Digital Me-
diaatthe Spanishnational broadcaster
RTVE, sees hybrid television as one of
thegreatchallenges of the future. “The
work of public media is essential in or-
der to guarantee certain content,” he

said. “So far, second screens have not
pushed out traditional television,” said
Xavier Redon of Abertis.

THEIMPORTANCE OF CONNECTIVITY
@®_ Somekeyoperators fromthe sec-
@ toralsotook partin the meeting.
“The process of change opens up the
opportunity to develop new business
modelsbutitisessential to have high-
speed connections for this to hap-
pen,” said Rafael Miranda, director
of strategy at Vodafone Spain.

Francisco Salcedo, head of new
business at Telefénica, said telecom-
munications companies need to re-
invent themselves, evolve and attract
newclients. “The digitaluser hasaban-
doned traditional devices and we ei-
therfollowthem orlose them,”he said.

Spain’s secretary of state for tele-
communications and the information
society, Victor Calvo-Sotelo, made
the closing remarks at the meeting,
which was led by IESE professors
Joan E. Ricart and Josep Valor, and
by Santiago Miralles.

FOR MORE INFORMATION:
www.iese.edu/industrymeetings
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CUSTOM PROGRAMS: UNIVERSITA CAMPUS B10-MEDICO DI ROMA

@ _ How can we offer quality health-
@ care toagrowing population at a
price that we can afford? The answer
is to transform the healthcare sector
through management training and
improving management models. It
is with this goal that IESE developed
programs focused on healthcare. The
Health Management Program (HMP),
nowinits second year, and the custom
programs for companies working in
the sector, such as the Universitd Cam-
pus Bio-Medico di Roma (UCBM).

In any organization human capi-
tal is the most important and this is
even more true in universities such as
UCBM that operate in the healthcare
and biotechnology sectors, said Prof.
Gianluca Oricchio (AMP’12), manag-
ingdirector of the Polyclinic University
Hospital and member of UCBM’s Ex-
ecutive Committee.

“This is one of the reasons why, at
this point of transition in the health-
care sector, the executive committee
decided toinvestin talent. We believe
that solutions to the business model’s
financial and sustainability problems
will be found through the interaction
of people from different disciplines
working togetherinateam.”

This program is focused on three
main areas designed to ensure the
present and future well-being of the
sector: operations, leadership and

management control, “...because you
have to give an effective service in the
most efficient way possible,” said Ro-
berto Maccio, executive director of
custom programs in Madrid.

“Operations are a key factor in
healthcare (because of the high cost
and theneed to optimize processesand
resources) butleadershipisalsofunda-
mental becauseit’s crucial toworkina
team made up of doctors, nurses, IT
andlaboratorytechniciansand admin-
istratorsworkingtogether towardsthe
same objective: to do things well at op-
timal cost. And to do that you need to
understand where costsare generated,
and theimpact of differentactivitieson
the P&L.”

CLEAR OBJECTIVES

®_ Divided into four modules, the
Q. UCBM custom program aims
to improve participants’ decision-
making abilities, sharing practices
and management tools and imple-
menting processes to improve and
innovate while developing organiza-
tional models with an emphasis on
the spirit of service.

“Nowadays, the dailylife of a medi-
cal specialistismore and morefrenetic
andyouhave tobeinvolvedin different
areas related to health and manage-
ment. The program allows us to ‘stop
and think’ about what we’re doingand
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how we can improve the organization
and execution of ourwork,” says Adrea
D’Ambrosio, cardiologist at UCBM.
He enjoyed the case study method
“because it allowed me to meet and
talk with colleagues from other de-
partments about concrete issues and
transfer what I learned in class to my
dailywork.”

IESE HEALTHCARE
INITIATIVE

With targeted programs, sector
meetings and a research center,
IESE is heavily involved in a
sector that is in a process of
transformation:

« Health Management Program
www.iese.edu/hmp

« Program for Senior
Management in Healthcare
Institutions
www.iese.edu/seniormanagement
programinhealthinstitutions

« Custom Programs
Wwww.iese.edu/custom

« Healthcare Meeting
www.iese.edu/healthcare2013

« Center for Research into
Managing Innovation in the
Healthcare Sector (CRHIM)
www.iese.edu/healthcare
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CROSSROADS

A CRITICAL DOSE OF LEADERSHIP KNOWLEDGE AND EXPERTISE

Fast Forward: Taking the
Reins in a Global Worild

®_ “Leadershipisnotaposition—it’s
@ anapproach, it’s a way of think-
ing,” best-selling author Robin Shar-
ma told participants in IESE Business
School’s Fast Forward Program, which
was held from May 27 to 31. Sharma
and IESE Prof. Pankaj Ghemawat
tookthe stage askeynote speakers dur-
ingthe first two days of the program.

One of IESE’s newest programs
for executives, Fast Forward is de-
signed to give participants a dose of
leadership knowledge and expertise,
while focusing on future trends. It
features amix of tracks and sessions,
which participants can personalize
to fit their own needs, along with in-
sights from key leadership experts,
along with plenary sessions led—in
this case—by professors Miguel
Angel Arifio, Paddy Miller, Sandra
Sieber and Pedro Videla.

In his presentation, Prof. Ghe-
mawat, author of the much-praised
World 3.0: Global Prosperity and How
to Achieve It, told participants that
global connectednesshasnotreached
pre-crisis levels. “We have witnessed
alull in the increasing integration of
the world economy,” he said. How-
ever, no industry can afford to ignore
the growth of emerging markets, he
said, and advised company leaders to
gobeyond thinkingabout market size,
recognize differences in markets and
expand their competitive advantage.

Robin Sharma showered partici-
pantswith diverseideas about whatit
means to be a great leader aswellasa
great human being duringhis presen-
tation. Too many people spend their
lives “busy being busy,” said Sharma,
author of The Monk Who Sold His Fer-
rariand Leading Without a Title. On av-
erage, people now spend 2.1 hours per
day distracted by new technologies.

Hhlla Tomasdottir

These distractions pose a danger for
executives and their organizations,
he said. “Addiction by distraction is
the death of creative production.” He
saidleadership should be viewed asan
actof service witha sharp focus on ex-
cellence that can be performed inany
job,atanylevel of society.

“How often are you exposed tomas-
tery? Masteryis sorare,” he said. “Be so
good at what you do that the market-
place cannot ignore you. The market-
place always rewards mastery. Clarity
precedes mastery. Clarityis power.”

OnMay 29, participants heard from
Ermenegildo Zegna, CEO of the Er-
menegildo Zegna Group, who gave a
talk titled “Challenges and Opportu-
nities of a Global Family Business.”

“Irun the company as if I were the
CEO of a public company,” said Ze-
gna, who heads the fourth generation
family-owned firm based in Milan,
Italy. Four of the company’s board
members are independent, while
four are family members, he said. In-
dependent board members reflect di-
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verse sectors and nationalities. The
company is keeping its eye firmly on
Asia, he said. “We were the first luxury
brand to move into China and China
today is our number one market.”

On May 30, Halla Témasdottir
of the Iceland-based Sisters Capital
investment group discussed trends
poised to have a dramatic impact on
companies, such as agequake, which
Tomasdottir described as a seismic
shift in consumer markets as older
people begin to form a larger part of
the general population.

For the rest of this century, the
fastest growing consumer market
will be people older than 60, but
few businesses are marketing to this
group, she said. In addition, seniors
willworklonger because there aren’t
enough young people to replace ag-
ing baby boomers.

Témasdottir concluded that
companies who want to succeed in
the future should build inclusive cul-
tures, so they can tap into all human
resources available.
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IESE HOSTS 21st INTERNATIONAL FACULTY PROGRAM

Adding Value
for Management

®_For more than two decades,
.. IESE has been sharing knowl-
edge and its educational vision with
future managers and entrepreneurs
around the world. But the school
has also sought to go further. How?
By preparing professors from other
business schools so they can add
value to their institutions through
stronger teaching and leadership
capabilities.

Thisaimis carried out through the
International Faculty Program (IFP).
The 2013 program concludes onJune
21onthe school’s Barcelona campus.
The director of the program is IESE
Prof. Javier Santoma.

IPADE Prof. Alberto Ibarra de-
scribed the experience as: “Fifty
years of IESE experience condensed
into three weeks, as well as a great
opportunity to learn and meet col-
leagues from all over the world.”

Thirty-one participants from 16
countries took part in the intensive
program, which includes case stud-
ies, academic sessions, exercises,
coaching and interactive networking
activities. The IFP seeks to improve
the overall quality of management
education worldwide by giving par-
ticipants a general management
perspective applied to teaching and
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allowing them to identify their own
strengthsand areas forimprovement.

Among the highlights this year
was a session led by Visiting Pro-
fessor Kirstie McAllum of the De-
partment of Managing People in
Organizations. During the session
“Collaborative Classroom Commu-
nication,” Prof. McAllum removed
the chairs in the classroom to cre-
ate an atmosphere that improved
participant interaction, eliminated
barriers and helped boost commu-
nication skills.

“The IFPisafocal point for experi-
ences from all over the world. It also
has a strong and rigorous academic
structure, with highly experienced
professors who share knowledge that
is going to be critical for our future
personal and professional develop-
ment,” Ibarra said.

Syed Imran Saqib, professor of
the Institute of Business Admin-
istration in Karachi, Pakistan, said
that “given that the IBA is undergo-
ing a period of strong growth, the
program has given me newideas and
skills that I can apply immediately
when Ireturn to Pakistan.”

MORE INFORMATION:
www.iese.edu/en/international-faculty-program/

Mapping Out
East-West

Business
Opportunities

@_ A solid business plan and clear
@ vision is the key to launching
your business in China—this was
the message that came out of a talk
titled “A Roadmap for Spain-China
Investments.”

The event presented some find-
ings and recommendations of the
just-published report New China-
Spain Horizon. It was led by Dr. Xi
Feng, senior vice president of the
Horizon Research & Consultancy
Group; Xiaobo Wu, dean of SOM
at Zhejiang University; and IESE
Prof. Pedro Nueno, president of
CEIBS. During the event, held at
the IESE Barcelona campus on June
5, they discussed obstacles relating
to Spain-China trade relations and
ways to go forward.

Each speaker agreed that a lack
of cultural awareness between the
two countries is the thing that has
historically hindered business op-
portunities. “Why are we here so
late?” asked Feng. “Because of alack
of understanding. So let’s promote
understanding.”

Both Feng and Wu emphasized
that tourism would be the key to
“opening up” China, adding that the
Chinese travel for a multitude of rea-
sons, including seeking out education
options for their families and real es-
tate investment opportunities. Nue-
noalsoemphasized the human factor.
“You can’t maintain enthusiasm on
the Internet,” he stressed. “Business
today is still a human phenomenon.”

Ling Chen, Xiaobgiv,
PrgnPedro Nueno and Xi Feng
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EXECUTIVES FROM 70 COMPANIES DISCUSS GLOBAL CHALLENGES

HR Think Tank: Idea-

Sharing for the Future

Held within the framework
of the Fast Forward Program,
the event highlighted the
role that HR professionals
play in bringing relevant
topics to the table within
their own organizations.

®_ More than 70 HR heads at ma-
@ jor global companies came to-
gether at IESE for the Global HR
Think Tank, held on the Barcelona
campus. The two-day event inclu-
dedinteractive sessionsled by IESE
faculty members, who helped exe-
cutives explore critical issues such
as global leadership, talent develo-
pment and cultural fit.

For participant Judy Goldberg, in-
ternationallearningand development
director at Discovery Networks, the
experience shed light on new trends
and developments in the HR field.
“Hearing from different professors
and a global group of colleagues is al-
ways agreat way to do that,” she said.

Among the firms participating
in the event were representatives
from Bloomberg, Ricoh, Danone,
Basf, TESCO, Discovery Networks,
L’Oréal and the Hartmann Group.

Duringthe event, Prof. Sebastian
Reiche led a discussion on the core
competencies of global leaders. He
broke these down into three cate-
gories: business and organizational
acumen, relational and managing
self and self-awareness.

Prof. Reiche outlined three key
competencies of what he calls a
“graceful global leader”: cultural
awareness of one’s own and the
other culture; cultural empathy that

entails the ability to put oneself in
another person’s shoes while also
being conscious about one’s own
position; and cultural humility—
that is, accepting the relativity of
one’s own knowledge and how one
is perceived by others.

Inasessionfocusing ondeveloping
organizational fit between firms and
people, Prof. Yih-Teen Lee guided a
discussion on the new challenges in
placing the right number of people in
theright place, with the right skill sets
and levels of management.

The key is ensuring consistency of
fit in the company’s long-term strat-
egy. He discussed the case of Foxconn,
the supplier ofiPads and iPhones with
one of the largest workforces in the
world. A spate of suicides among em-
ployees in 2010 in Chinahasled toa
new focus on needs and preferences
of employees in large organizations.
The situation underscores the com-
plexity of company-employee fit and
the ethical dilemmas that come along
with these, he said.

In a discussion on teamwork and
conflict, Prof. Annoloes Raes pre-
sented her research on 75 top man-
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agement teams at global organiza-
tions. How a leader sets objectives
can influence how teams work to-
gether, she said. For example, com-
pensation issues can either bring
people together or fragment a team:
when compensation is for the entire
team, it is a catalyst for the former;
when anindividual reward system is
in place, it triggers the latter.

In the closing session, Prof. Pad-
dy Miller discussed the vital role of
HR and the unique challenges pro-
fessionals face in different parts of
the world. He cited the case of one
HR director in Egypt who, during
the revolution, called all employees
regularlyto seeif they and their fam-
ilieswere all right. Keepingithuman
is the focus, he said, and has a posi-
tive impact on the organization.

Participants said they left the HR
Think Tank inspired and motivated
in their roles, with anew roadmap for
movingahead. Held within the frame-
work of IESE’s Fast Forward Program,
the eventalso served as areminder of
the role that HR professionals play in
bringing relevant topics to the table
within their own organizations.
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GLOBAL CEO PROGRAM FOR CHINA MODULE HELD IN BARCELONA

Get Away

and Get Inspired

®_ “T’ve learned a lot from these
@ case studies. Not necessarily
what they wanted me to learn, but
they’ve made me think. It’s great to
get away and get inspiration,” says
Yunli Lou, managing director of the
private equity firm Milestone Capi-
talin Shanghai.

Yunli Lou was one of 521eaders of
companies based in China who were
on IESE’s campus last week for the
Barcelonamodule of the Global CEO
Program for China. The program is
in its eighth year and is a joint IESE,
Harvard Business School and the
ChinaEurope International Business
School (CEIBS) initiative, featuring
three residential modules. The first
module was held in Shanghai, with
the Harvard module still to come.

Yunli Lou established Milestone
Capital 11 years ago. Before that,
she worked for Goldman Sachs
and Merrill Lynch in New York and
HongKong. Her firm has three funds

with $1bn to invest in high-growth,
expansion-stage Chinese entrepre-
neurial companies - not start-ups.
“We help companies with capital
management, strategy and access
to capital markets,” she says, adding
that she is one of few women at her
level in the private equity business.
She found out about the program
because she is a Harvard graduate
and has enjoyed
a long friendship
with one of the
Harvard profes-
sorsinvolvedinit,
Krishna Palepu.
Norman Lui,
CEO Lumi Hold-
ings Inc., whose
company makes
medical and cosmetics products,
says he heard about the program
from a friend he met playing poker.
“The program is very international
while being oriented to Chinese en-

“There are lots of
opportunities to

network and to learn
from each other.”

trepreneurs,” says Lui, whose firm’s
top product is a collagen drink, a
fruitjuice drink containing collagen
peptide extracted from fish skin.

“The professors are top-notch
and it’sinteresting to have the class-
es taught in three locations. There
are lots of opportunities to network
and to learn from each other. It’s a
unique and well-designed program,”
he said. “In this
module, the case
studies are more
European. I was
educated in the
U.S. and many of
their values and
business values
are very U.S.-cen-
tric. Ibelieve that,
because of its long history, Europe
is closer to the model that China
should learn from in terms of lead-
ership and how companies should
be governed.”

Alumni Magazine IESE
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PMD MODULE HELD ON IESE’'S BARCELONA CAMPUS

Helping Ivory Coast Managers

IESE and MDE join forces to
offer executive program to
help propel change in the
Ivory Coast.

®_ In the Ivory Coast, managers
® who gain new management
skills and knowledge can help make
a decisive impact on the country’s
economic future, and executive edu-
cation programs such as the Program
for Management Development can
accelerate the process, says Gabriel
Varango, HR director for the ship-
ping company Maersk.

IESE Business School held a mod-
ule of the PMD, an initiative of MDE,
IESE’s Associated Business School
in the Ivory Coast, on the Barcelona
campus in July.

Varango, a participant in the pro-
gram, said Ivory Coast is experiencing
“akind of rebirth” in the wake of the
crisis that shook the countryin 2011.
Competition in the country’s ship-
pingindustryisbecomingincreasing-
ly fierce, he said. Having people with
the right skills and knowledge has be-
come critical for gaining competitive
advantage. “'marecruiterand Ineed
very good people.”

From the company’s strategic per-
spective, “you have to reduce costs

and you have to offer something dif-
ferent to customers,” he said. The
PMD provides participants with a
comprehensive set of techniques
and tools for leading change within
companies.

Participant Gérard Attoungbre,
finance director for ADM Cocoa in
West Africa, said the program has
helped him improve his decision-
making skills and identify the critical
elements of business problems.

“I’m finance-oriented, so I’'m
gaining a lot of new knowledge in
other areas, such as HR strategies,”
said Attoungbre, who leads a team
of 20 people. At the same time, the

program has helped him build confi-
dence and learn to work more effec-
tively with people who come from
very different cultural backgrounds
and mindsets, he said.

The PMD has also ignited a desire
to continue learning throughout his
professional career, he said. “I want
to keep improving myself, in both
knowledge and behavior.”

The PMD module follows last
week’s module of the MDE Ad-
vanced Management Program, also
held on IESE’s campus. Roughly 40
high-level managers participated
in the program, which is now in its
6thyear.

The second
program is
under way

EMBA
Brazil 2015

@ _ Thesecond EMBA Brazil program
® beganinearly August with 25 per-
centmore participants thaninthe pre-
vious year. The program is part-time
andistakenoveraperiod of2omonths.
IESE is focusing a lot of attention on
Brazil, where for some years it has of-
fered the AMP and PMD programs.

This time round it has an average
age of 32, and 30 percent of them are
from abroad—predominantly Por-
tuguese, Germans, Spaniards, Mexi-
cans and Mozambicans.
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The program is trilingual and
is taught in English, Portuguese
and Spanish, with a markedly in-
ternational focus, given the cul-
tural diversity of the faculty and
the modules that are held on other
continents.

On the other hand, the program
offers foreign nationals working in
Brazil the opportunity to take ad-
vantage of an excellent executive
education while learning about the
country and its business culture.
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A I ESE Advanced
ql/ il Management
Business School Program

University of Navarra

DEVELOPING LEADERS YOU CAN TRUST

LEAD PROGRESS,
BE A STEP AHEAD

JOIN IESE’S AMP
AND RESHAPE
YOUR BUSINESS.

www.iese.edwamp
infoamp@iese.edu

IESE’s Advanced Management Program (AMP) focuses on the latest
business trends and facilitates the sharing of insights between
high-caliber General Managers and CEOs. The program is designed to
inspire reflection on your leadership style and help drive the best strategic
decision making.

A combination of case studies, peer discussion and individual coaching
guarantees a flow of practical and innovative ideas. By collaborating with
peers on a personal Executive Challenge, you benefit from a wealth of
collective leadership experiences.

The AMP consists of four 1-week residential modules in Barcelona over a
six-month period minimizing interference to your personal and professional
life. Participants are able to choose from a Fall or Spring edition.

BUSINESS SCHOOL IN THE WORLD FOR EXECUTIVE EDUCATION
# Financial Times, May 2013
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TWO PROGRAM PARTICIPANTS DESCRIBE THEIR EXPERIENCES

YTP: A greenhouse for talent

The Young Talent Program
offers the most talented
graduates a chance to be
pre-admitted to the MBA
course. Two participants talk
about their expectations.

@ _ Aiyang Zou of China and Josep
@ Fabra of Spain have much in
common: both have thekind of talent
that opens the doors to IESE’s Young
Talent Program. Thanks to this pro-
gram, future students are pre-admit-
ted tothe MBA. Once theybegin, IESE
offersthem personalized support that
includes special educational sessions
duringthe summer as part of the Next
Step Seminar (NSS). Duringthis sem-
inar,which thisyeartook place on 8-12
July,the YTPstudents get toknowthe
school and the MBA experience be-
fore they start, and are equipped with
the tools to enter the business world.

Zou took part in the NSS for the
first time this summer. With a degree
in English and Spanish from the Uni-
versity of Nanjing, she received vari-
ous academic honors. Her area of in-
terestismarketing,and shehasgained
experience in the field through work
at the Independent Film Festival of
Chinaand the chemical group Caldic.

“I think that, with all the general
management knowledge that the
school is giving me, I'll have the ex-
perience that willhelp me alotin my
future profession. In the marketing
department, you have constant con-
tact with all the people and depart-
ments inthe company, so I think that
ageneral management focusisuseful
for this kind of work,” she said.

Currently, she is doing an intern-
ship in the sales department of The
Four Seasons Hotel in Shanghai,
while working in the marketing de-
partment of the recruiting agency
Robert Walters.

e cp——

1
Josep Fabra and Aiyang Zou \

Josep Fabra, who is enjoying his
second year in the NSS, studied civil
engineeringat the Universitat Politec-
nica de Catalunya and has enhanced
his university education with courses
abroad such as at University College
Londonand the Swiss Federal Institute
of Technology.

“I want to complement my career
with business management educa-
tion. I chose IESE because it is one of
the best schools in
theworld, with stu-
dents fromall over
theplanet,learning
different cultures,
and seeing differ-
ent ways of doing
things,” he said.

At the end of
2012, he joined
the sales department as a project
manager at Mageba, a company that
provides high-end engineering com-
ponents for infrastructure and build-
ings. Heis based in Switzerland.

The case method “puts youinasit-
uation, you have to make a decision
and perfectly simulate what you will
be doingin the professional world. It
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“If you know
how to manage people

well, you can make
the company
work well”

is like what I have experienced now
that I work in a multinational,” said
Zou. “It is a much more interactive,
easy and entertaining way to learn;
you are more involved and commit-
ted than when you are in a theory-
based class,” adds Fabra.

They agree that there is a strong
human element in IESE’s MBA,
which they expect will bring them
“a more holistic view of the com-
pany and society.”
Above all, they
want “to learn to
be leaders, but
from a global and
ethical perspec-
tive, to be better
for society.”

“I have heard
many people say
that IESE’s MBA places much more
importance on the human factor in
companies, thatithasamore human-
istic orientation. I agree and I think
that the human part is the most im-
portantaspect of any company;ifyou
know how to manage people well,
you can make the company work
well,” said Zou.
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90% OF 2013 MBA STUDENTS EMPLOYED

Demand for IESE’s

MBA graduates as

high as ever

@_ The students of the MBA Class of
@ 2013, who graduated in May, have
hadgreatsuccessfindingworkalready,
and by this September 9o percent had
alreadyfoundjobs.Ofthese, 8o percent
have been contracted internationally,
in a total of 36 countries, a further in-
dication of IESE’s global orientation.

Among the geographical regions
with thehighestlevels of recruitment,
Asia now has 19 percent of place-
ments, while Europe continues to be
the most significant continent, taking
some 34 percent of graduates.

As for the companies themselves,
McKinsey & Company has recruited
the most MBA graduates, followed
by American Express and Teleféni-
ca, among others. By sector, the most
popular are consultancy, healthcare,
banking, energy and consumer goods.

For their part, 100 percent of
first-year students (Class of 2014)
have already found positions for this
summer in various companies in 40
countries and in a range of sectors

from finance to distribution, as well
as IT, tourism, banking, consultancy
and foundations. The new MBA cour-
se began in September and with it, a
new season for the busy MBA Career
Services department.

MBA 2015
Class made

up of 60
nationalities

@ _ IESE this year welcomes 274 par-
@ ticipants to the MBA program.
The studentswill graduatein 2015and
come from a wide range of countries
and backgrounds, which is one of the
characteristics of the IESE MBA.

The group is made up of a total of
60 nationalities, among whom Ger-
mans and Americans predominate,
alongwithagreater diversity of Asian
nationalities than in previous years.

Theyhave an average of five years’
professional experience under their
belts and a background in science,
in particular in engineering, is the
mMost COmmon.

KATLIYUIK]

International
Conference
of Work &
Family
Experts call for

analysis of work-
life policies.
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@_ During IESE’s 5th International
® Conference of Work & Family,
held July1-3, academics from around
the world gathered to analyze topics
such as corporate family responsibil-
ity; the benefits of flexible work ar-
rangements and developingevidence-
based work-life research assessments
and organizational interventions.

Manywork-familybalance policies
continue to be unevenly implemen-
ted across large organizations, said
Prof. Ellen Ernst Kossek, the Basil
S. Turner Professor of Management
at Purdue University.

Prof. Tammy Allen, professor of
psychologyat the University of South
Florida, focused her presentation on
telecommuting, which canlead toa
decrease in family-work conflict and
greater worker autonomy and satis-
faction, but also has drawbacks such
as feelings of isolation and longer
working hours. Prominent compa-
nies suchas Apple and Google, which
provide the technologies that make
telecommuting possible, still main-
tain strong campus-focused cultures
which are designed to keep workers
onsite, she pointed out.
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Global Alumni Reunion

NOVEMBER 7,8 &9

The annual alumni meetingwill take place this autumn
in Barcelona, with some top names taking partinafull
program of academic activities: Pedro Alonso, Ibukun
Awosika, Valeria Budinich, Bruno Di Leo, Keith Dreyer,
Angel Gurria, Jan Muehlfeit, Francisco Reynés, Siegfried
Russwurm, Surinderdeep Singh or Jos¢ Vifials. As part of
the social agenda, prestigious conductor Inma Sharawill
giveaprivate concertin the Palau delaMusica, and there
will be guided tours of the Liceu operahouse and the
Sagrada Familia. The program will alsoinclude “Aromas
oftheKitchen,” an event put on by the Celler de Can
Roca, recently named the best restaurant in the world.

www.iese.edu/globalalumnireunion

TAKING | ON  TOMORROW'’S
OPPORTUNITIES | TODAY

IESE | GLOBAL ALUMNI REUNION

BARCELONA § NOVEMBER 7-9

One step
ahead

FAST FORWARD
PROGRAM

Fast Forwardisaprogram
that focuses on future
trends and thelatest so-
cioeconomicrealities. Its

Sector Meetings

aimistoprovide managers

. . . . withinspirationand new
During the last trimester of 2013 numerous executives, business . I
. . ideas for opportunities
leaders and representatives of the healthcare, automotive and : .
. . ; inthe currentbusiness
banking sectors met in Barcelona and Madrid.
landscape.
20 HEALTHCARE SECTOR 9h BANKING SECTOR MEETING
MEETING: “MAKING PATIENT- Madrid, December 12
CENTRIC CARE HAPPEN"
Barcelona, October 23 117 ENERGY INDUSTRY
MEETING
28 AUTOMOTIVE Madrid, February 13, 2014
SECTOR MEETING:
“TWO WORLDS, TWO 1st E-=COMMERCE INDUSTRY
SPEEDS?” MEETING
Barcelona, November 6 & 7 Barcelona, May 14,2014
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www.facebook.com/alumni.IESE
www.twitter.com/IESE.alumni

MBA Career @it S
SIS g 4|  SHORTFOCUSED
recruiment [/ %" g Bl

Developing Leadership
eve IltS \ 5] - - Competencies
s ! Barcelona, November 5, 6,7 & 8
I'OW' ; Advanced Digital Media Strategies:
g . ! Profiting From the Digital Value
Chain

New York, November 12,13 & 14

Global Business: Leading in a Matrix
Organization
New York, December 5,6 & 7

Create and Lead Outstanding Teams yeW
Barcelona, March 4-6

Driving Change Successfully

THE LATIN AMERICA MBA CAREER  n61a CAREER SUMMIT Barcelona, March 18-21

FAIR INBARCELONA IN SINGAPORE Develop Your Communication Skills
Barcelona, April 8-10

Make Innovation Happen yeW
Barcelona, April 28-30

3 EDITIONS OF CAREER FORUM ASIA CAREERS FAIR INLONDON
INBARCELONA

NY CAREER FAIR
AT IESENY CAMPUS

- MANAGEMENT
Inspiring new leaders Beoca

GLOBAL ENTREPRENEURSHIP WEEK
AMP Warsaw
BARCELONA, NOVEMBER 12-18 First module begins October 21

. .. . s in Barcelona
IESE is organizing the Spanish contribution to Global Entrepre- _—
SEP New York - Miami

neu.rs_}np Week Wl_th the aim of inspiring young people to make First module begins October 21
their ideas a reality and to help entrepreneurs to grow their | inNew York

businesses through best practices. The various events held du- | amp monich-Barcelona
ring GEW will help to demystify the figure of the entrepreneur | The program begins on November 4
and encourage entrepreneurial initiatives. in Barcelona

Global CEO Program
First module begins November 10
in Sao Paulo

Continuous Education
Program returns

The number of sessions also host some sessions and
continues toincrease, Europe will be as active as
especiallyin the United ever, so that alumni around
States, Latin America and the world can continue to
Southeast Asia. Africawill ~ learnthrough IESE.

Graduations

Thelast module finishes on
December 10in Sdo Paulo.

Alumni Magazine IESE OCTOBER-DECEMBER 2013 /No. 131 45



P EO P L E [N

HanNs van der Noordaa,
(GCP 12)

“It’s Principles,
Not Rules,
That Matter”

STEPHEN
BURGEN

Hans van der Noordaa, CEO banking
Benelux, ING Banking, Executive Board
member ING Bank, talks about the negative
side effects of growth and why Europe
needs a more flexible labor market.

46 OCTOBER-DECEMBER 2013/ No. 131

espite a solid career in the banking
sector and insurance, Hans van der
Noordaa admits that he never really
intended to work in banking, but in
fact fell into it after he wrote a univer-
sity thesis aboutabank and they subse-
quently offered him a job asaresult.

To what extent has chance played arole in your career?
I’'ve been in banking and insurance throughout my career,
mostly with ING and AMRO, but I didn’t plan to work for
abank. When I finished university I had the opportunity to
write my thesis about a bank and they offered me a job. I
started towork with the project team and gradually got new
opportunities. There was a lot of growth through mergers
and acquisitions so there was never a dull moment. What I

Alumni Magazine IESE



regret mostis that I didn’t spend enough time in most jobs.
I like the challenges of new jobs but sometimes you move
too quickly from one to another and that isn’t always the
best thing for your development. There was one unwanted
change when I had to take a job supporting the executive
board. It didn’t suit me but with hindsight Ilearned a lot
about the complexity of running a big global firm.

You have worked in Europe and Asia. In what ways do
you modify your leadership style when in one or the
other cultural sphere?

Even within Europe and Asia there are big differences. I
don’t think there is one European culture. Coming from
the Netherlands, which is a very open and direct culture,
in Asia you have to accept that things are less direct, they
like to go step by step and there they don’t want the boss

Alumni Magazine IESE

tolose face. Ilearned a lot there about the different ways
you can achieve your goals. But there are big differences
within Asia, between China, India, Malaysia and Austra-
lia, for example. Ilearned alot from my colleagues. I often
asked young trainees to help me. To begin with they were
abit shybut it was a very effective way to learn.

Should most of the blame for the present crisis be placed
on poor or failed leadership or are we all to blame?

We’ve experienced enormous growth over the past 30-40
years and growth always has side effects, suchas greed. So-
cietyhasbeenveryfocused on producing wealth faster and
faster withalot of leverage and once in awhile societyand
the economy goes through a period of correction. We’re
in the middle of a reset because we thought there were
unlimited opportunities and that’s not true. Yes, leader-
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BANKS HAD TOO MUCH LEVERAGE

AND NOT ENOUGH CAPITAL.WE ALWAYS
RESPOND TO PROBLEMS BY MAKING NEW
RULES BUT IT’S NOT ALWAYS THE SOLUTION.
IT’S ALSO A QUESTION OF BUSINESS ETHICS

ship is to blame, but it’s complex; banks loaned too much
but governments were also ambiguous and spent a lot of
money, so we all share responsibility. It’s been a wake-up
call that economies have to grow in a sustainable way and
that growth at any price is dangerous for the future.

Has there really been a sea change in business ethics or
are we as vulnerable as ever to the problems caused by
unscrupulous and irresponsible business practices?
People are more aware of the side effects of growth, but on
the other hand you see that some sectors that said “never
again” are pretty much back to normal. There really has
been a transformation of the financial sector because the
caps on capital and liquidity requirement will clearly have
animpact on the stability of the sector, so I see this asirre-
versible change. But never say never; we will probably have
another crisisbut of a different nature. What has happened
is that the world is so connected now that if a small thing
happens far away that 10 or 15 years ago would have passed
unnoticed in other parts of the world, now it gets amplified
through the media, Internet and social media.

In spite of what has occurred, an unregulated or lightly
regulated free market is still viewed as a sacred cow.
What are your views on regulation, in particular in the
banking and financial services sector?

I think we have enough regulation but implementation
and compliance has been a weaker point. Banks had too
much leverage and not enough capital. We always respond
to problems by making newrules butit’s not always the so-
lution. It’s also a question of business ethics. People need
to be driven not just by the rules but by their principles.
Nowadays, if you’re not aware of all your stakeholders,
with social media, if you make mistakes youwill get grilled.

Are you in favor of / opposed to greater fiscal / political
integration in the EU and, in either case, why?

I’'m in favor of further integration but before we get there
we have to get our house in order. The ECB is supposed

48 OCTOBER-DECEMBER 2013/ No. 131

to be overseeing the banking network but it’s going very
slowly. The European parliament is pretty ineffective,
both through the way it’s organized and the lack of qual-
ity of its members. Local politicians are not doing a great
job of promoting the benefits of Europe. We’re a bit stuck
because we’ve created a monetary union but without fis-
cal integration. The difficulty is that politicians get their
power through controlling taxation and spending. So it’s
going to go slowly and may well diverge more before it
converges. The ECB needs to become the equivalent of
the U.S. Federal Reserve.

For all its faults, the European Union has brought us an
unprecedented 60 years of peace in Europe. Is that a
good enough reason to keep the Union intact, whatever
the price?

Yes, and Europe has developed fast in this period. But there
has been little fiscal discipline on the part of the member
states. This is very dangerous because you are protected by
Europe and by the single currency. It would be a nightmare
to go back to closed borders. That would make Europe less
competitive. Thelabor marketisnotveryflexible and finally
we are beginning to see people moving from Spain and Por-
tugal tonorthern Europe tofind jobs. This has always beena
weak point in comparison with the U.S.’m veryworried by
youthunemployment. It’sallverywell introducingausterity
but we also have to find new sources of income.

Please tell us about your experience of IESE’s Global CEO
program and how you feel that you benefited fromiit.

I hadn’t done any executive training for some years and I
was looking for an opportunity and for inspiration. I met
alot of inspiring people and the fact thatitisheld in three
different places gives you a different perspective. One of
the key things I learned was that consumer behavior is
increasingly converging. There used to be big differences
between countries. I saw this when we were in China and
then in the U.S. and Brazil. The global consumer is really
taking off.
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SEVERAL MBA STUDENTS A YEAR RECEIVE A SCHOLARSHIP TO COMPLETE THE COURSE

THE ALUMNI

MAKEIT
POSSIBLE

Di Xu and Francisco Liquido are two of the MBA
students to have received a scholarship thanks to the

IESE Alumni Association.

xcellence and opportunity are two of the

terms intrinsic to the essence of IESE.

The school feels that all talented people

should be able to train at IESE, and with

thatin mind gives out various scholarships

and other grants every year. This year the
school hasincreased the funds available for financial help
by 10 percent. Two of the students to receive them talk
about their experiences.

LOOKING FOR SOLID COMMERCIAL KNOWLEDGE

@®_ Di Xu, 28, is from Shanghai and has a science de-
@ gree and a master’s in agriculture from Shanghai
Jiao Tong University. Since 2009 she has worked for the
sustainable agri-business Syngenta, focusing on strat-
egy planning and project management. She analyses
market and competitor dynamics and builds different
scenarios for the Chinese market to help the leadership
team make decisions. In 2010 she won the Syngenta
China Mission Award.

Xubegan her MBA course this year: “Mylong-term am-
bition is to become a general manager or to start my own
business,” she says. “When I looked at cases from other
industries, such as consumer products and pharmaceuti-
cals, I found that some of the questions I’d been mulling
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over are common challenges across a range of industries
and provide valuable lessons, so I decided to gointo other
industries to broaden my experience and also get to know
the world beyond China. I need to step out of my comfort
zone toreceive fresh views. That’s why I want to go for the
MBAnow.”

Having graduated with honors in a year fewer than
it takes most other people, Xu is confident that she can
cope with the rigorous MBA program. “IESE is famous for
outstanding academic quality and has a high reputation
in Europe,” Xu says. “I believe I can get what I want from
IESE, whichis solid commercial knowledge. And the case
study method will polish my business acumen.”

However, she has a mortgage and a one-year-old son.
Furthermore, she provides financial support to an unwell
family member. Thanks to the IESE scholarship, these
economic constraints will not prevent her from making
the most of her talent.

A MORE ROUNDED VISION OF THE WORLD OF BUSINESS
@®_ Francisco Liquido comes from Hawaii, and has a
@ background ininvestment banking and alternative
investments. He was educated in Hawaii, India, China,
the United States and Spain. He began his career as a
member of Lehman Brothers’ Global Real Estate Pri-
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vate Equity Group and was also amember of the Global
Private Equity investment team at Bessemer Trust, a
premier US asset manager with more than $50 billion
in assets under supervision.

Inaddition to his professional work experience, Liquido
isanactive member of the community. Heacted asthe men-
tor lead for Essay Busters, a headstart program for at-risk
students at Williamsburg Charter High School in Brooklyn,
New York. “During my tenure, over 9o percent of student
participants advanced to college with nearly $800,000 in
scholarships received by Class of 2012,” he says proudly.

He is establishing a search fund, which is an invest-
ment vehicle that financially supports an entrepreneur
while he finds a company to acquire and eventually man-
age. This is his second year of the MBA. “I hope that at
IESE I'will gain a more holistic view of business and use
that framework to lead a company,” he says. “IESE is fo-
cused on the person. My contribution to society will meet
with success if I can bring that view of the workplace to
the people that I manage.”

“I applied for the scholarship because I was about to
get married and my wife and I wanted to have children.
Going to business school is a serious investment and a
scholarship helped immensely in thinking about both
school and family in a prudent manner.”

Alumni Magazine IESE

THIS YEAR THE SCHOOL
HAS INCREASED THE
FUNDS AVAILABLE

FOR FINANCIAL HELP
BY 10 PERCENT”

OTHER HELP FOR
IESE’S PROGRAMS

As well as the scholarships given out by IESE’s
Alumni Association, there are others for specific
purposes, such as those directed at women, students
with children, applicants from developing countries,
and for entrepreneurs.

IESE also offers financial assistance to students on
the MBA and Executive MBA programs. The scholar-
ship fund gives out between 20 and 30 grants to
students with exceptional academic records, and
who have been shown to excel both professionally
and in their personal lives.

MORE INFORMATION: o
www.iese.edu/en/resources/financial-aid
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“IESE was bofh to contribute
tothei inte egral education
of busin ss people”

Alvaro del Port|llo
Chancellor of the University
of Navarra (1975-1994)

CARLOS CAVALLE
Professor Emeritus and Dean of IESE (1984-2001)
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any alumni will remember Bishop
Alvaro del Portillo, who was chan-
cellor of the University of Navarra
from 1975 to 1994, the year he died.
He had a reputation for holiness,
and alumni will also recall that on
the days following his death in Rome on March 23 of that
year, numerous articles by religious and other public fig-
ures were published, in which they referred to him as “a
man of God.”

Recently, his virtues have been publicly recognized
by the ecclesiastical authorities and Pope Francis has
announced that Alvaro del Portillo’s beatification cer-
emony will take place in Rome in 2014, on a date that will
soon be announced.

Thisannouncement is of special significance for IESE.
Those of us who have shared the various projects carried
out by IESE with Mgr. Alvaro in his role as university
chancellor, have a rich store of memories whose value
grows and shines with its own light.

Alvaro del Portillo was the successor to Saint Jose-
maria Escrivé, founder of Opus Dei and the University
of Navarra. The newspaper articles highlighted “his ex-
tensive work as a priest; his willingness to do anything for
the church and for the Pope; his innumerable missions
around the world, where he met hundreds of thousands
of people from every continent, and his generous Chris-
tian aid to anyone who sought advice or spiritual help, all
of this backed by an exceptional human and professional
personality.” (Cfr. Javier Medina Bayo; Alvaro del Portillo,
Un Hombre Fiel. Rialp, 2013).

WITH ITS OWN LIGHT

@_ InJanuary 21,1989, the University of Navarraaward-
@ cd an honorary doctorate to six distinguished pro-
fessors from universities in a range of countries. One of
them was John McArthur, who was then dean of Har-
vard Business School. While we prepared for the parade
before the academic ceremony I had the opportunity to
speak personally to Alvaro del Portillo, who gave me a
clear, simple and profound message which had ahuge im-
pactonthework and teachingand research at IESE. What
he said was “what you have to do at IESE is to act with a
Christian sense of life in every task.”

Icould have heard these same words many years earlier
from the founder, Saint Josemaria, and they were IESE’s
raison d’étre,aswell of alarge part of society, as was shown
some years later by Benedict XVI. In fact, in the Encycli-
cal published in 2010 “Caritas in Veritate,” in Point 4 the
pontiff affirms “adhering to the values of Christianity is
notmerely useful but essential for building a good society
and for true integral human development.”

Along with this memory, it is fitting that I should re-
fer to away of putting into practice “the Christian sense
of life” that Alvaro del Portillo often employed, citing
Saint Josemaria: “a Christian should do all honest hu-
man work, be it intellectual or manual, with the great-
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WHAT YOU HAVE

TO DO AT IESE
I[STO ACT WITH A
CHRISTIAN SENSE OF
LIFE IN EVERY TASK”

Alvaro del Portillo

est perfection possible: with human perfection (profes-
sional competence) and with Christian perfection (for
love of God’s Will and as a service to mankind).” (Cfr.
Conversations with Monsignor Escrivd de Balaguer, Rialp,
1968). With a great respect for the freedom of ideas of
its students, teachers and those who take part in its pro-
grams, thisis something that IESE has worked to putinto
practice since it was founded in 1958.

Alvaro del Portillo did not limit himself to making rec-
ommendations to IESE, since it would be true to say that
the school was close to his heart. On February 23,1992, in
a dedication in the visitor’s book on IESE’s Madrid cam-
pus, he wrote, “IESE was born with a great deal of grace to
contribute to the all-round education of business people
... withmuch affection I give thanks to God for everything
that I see here: the reality of a task that was beloved and
blessed by the founder of Opus Dei and the University of
Navarra, of which IESE is one of its schools.”

The following year, during a meeting with Alvaro del
Portillo in Rome, he wanted to tell me about a comment
Pope John Paul II made about the School’s work so that
Icould passitontoall the staff. 'm afraid [ don’t have the
exactwords to hand. John Paul Il was aware of IESE’s ed-
ucational work around the world, and he was particularly
interested that at the time it had initiated academic edu-
cation for the countries of Eastern and Central Europe,
as well as the establishment and development of similar
schools in other parts of the world. Alvaro del Portillo
told me that John Paul IT had said: “Social justice in the
world requires the kind of work that IESE is doing di-
rectly or by developing and supporting other Business
Schoolsin Eastern Europe and other parts of the world.”

Formeitisadutyandanhonor to put these memories
at the disposal of everyone associated with IESE, with
thanks and great admiration for our former chancellor.
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JAUME BETRIAN, ORIOL CARRERAS AND THOMAS ROGGENDORF (MBA '12)

FINDING A NEEDLE

IN A HAYSTACK

Ofertia, the digitalization of brochures

@_ It’shard to find an online system
.. capable of finding any productin
a matter of minutes, but that’s what
Ofertia can offer. It has placed over
500 current catalogs— from major
companies including Eroski, Hip-
ercor and Vodafone—online, and
makes their products searchable. It
canlocate the shop closest to the user
and provides opening hours and any
special offers available.

Thomas Roggendorf, Oriol Car-
rerasand Jaume Betrian created Ofer-
tia in August 2011 during the first year
of the MBA program at IESE, and ina
short period of time have managed to
signagreementswithmorethan4oma-
jorretailers. The Ofertiamobileapphas
become one of themostdownloadedin
Spain. All this with a team of 20 people.

“We started talkingto Betrianabout
Ofertia during the first few weeks of
the MBA,” says Roggendorf. “I knew
some people who had created a simi-
lar platform in Germany where I was
studying. We drew up a business plan
and got in touch with them.” The next
stepwastofindaninvestor. “Yougetto
apoint where you have to make a deci-
sion and commit yourself to what you
believe in. We ‘signed’ Carreras, who
was also on the program, and he took
responsibility for the technical side of
the project. We decided to start Ofertia
with an initial funding of €40,000 out
of our personal savings.”

At almost the same time the Bo-
nial International Group, a company
operating in Germany with the same
business model as Ofertia, signalled
itsinterest in expanding internation-
ally, and signalled that it was open
to investment in Ofertia. In 2012 an
investment agreement was signed.

Ol
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From left to right, Jaume Betrian, Oriol Carreras and Thomas Roggendorf, all MBA ‘12

A year later, Ofertia closed an addi-
tional investment round, in which
FINAVES—now a member of Ofer-
tia’s board—became involved, as
did an investor in IESE’s investment
network, Inderhab Investments, the
family office of the Botet family, who
are former owners of the Caprabo su-
permarket chain. “These investments
allowed us to enter the market more
aggressively,” said Roggendorf.
Ofertia launched its platform in
April 2012, a few weeks before its
founders completed their MBAs. One
year on, the platform offers digital cata-
logs covering 12 sectors, from food to
DIY, real estate and electronics, with
the aim of facilitating its subscribers’
day-to-day shopping while guarantee-
ing to retailers that their offers will be
updated and available via any mobile
device, which is much more effective
thanaprinted catalogue.
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PLANS FOR THE FUTURE

@®_ FINAVES’ participation in the
® development of Ofertia “has
been essential,” says Roggendorf,
“because it gives us constant sup-
port. Their suggestions and recom-
mendations add value and, further-
more, they bring us contacts within
the industry, which is fundamental
when you’re setting up a business.”
The goal is “to further grow the user
basein Spain and expand the business
internationally, maybe to Latin Amer-
ica, towards the end of this year,”
Roggendorf says. That will be the
momenttoinitiate anew investment
round. So far Ofertia’s website has 1.5
million usersamonth, and there have
been more than half a million down-
loads of its mobile apps.

MORE INFORMATION:
www.ofertia.com
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ACH'EVE PROF'TABLE The Global CEO Program: A Transformational Journey (GCP) is the joint

GROWTH |N AN initiative of three top-ranked business schools with an overarching
theme of identifying opportunities and challenging current business

UNCERTAIN AND models in today’s fast-changing business world.
COMPLEX WORI_D A key feature of the success of this program is the Cross-Program

JO'N THE GLOBAL CEO Project. Throughout the course, executives will analyze a business

challenge that is currently affecting their company and develop an

PROGRAM AND LEAD action plan with valuable input from peers and faculty experts.

THE WAY TO NEW The GCP consists of three non-consecutive 1-week residential modules

OPPORTUN"'lES in Sao Paulo, Philadelphia and Shanghai. It now features a unique
1-week module in South Africa and Ghana that offers participants an
invaluable opportunity to expand their professional networks, exchange
valuable insights with senior executives from around the world and gain
firsthand experience in emerging economies.

: BUSINESS SCHOOL IN THE WORLD FOR EXECUTIVE EDUCATION
WWW.Iese.edlllng # Financial Times, May 2013
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CNN WORLDWIDE CHIEF JEFF ZUCKER SPEAKS AT IESE IN NEW YORK

AS JOURNALISMWORLD
CHANGES, ACCURACY STILL
OUTWEIGHS SPEED

Ta I ki ng at IESE’S Global eff Zucker doesn’t want a fancy office. He’ll
opt for a seat in the newsroom any day.

i “As much fun as I’ve had in being an execu-

LeaderShlp Forum’ CN N tive, there’s nothing like being around live

W0r|dW i d e presid ent J eff televisionandlive news,” the newlyappointed,

editorial-oriented president of CNN World-

ZUCker explains his ViSiOﬂ Of wide told a group of executives at IESE Business

School’s New York Center on July 12.

H . “I grew up in journalism. I grew up in newspapers. I
the fUtU re Of JOU rnal Ism. grew up in a television studio and control room. I love
producing, and I’d like to think I have some ability at

it. It’s the best way for me to impart how we should be
doingthings,” said Zucker, the featured guest at IESE’s
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EVERYONE WHO

HAS A CAMERA
AND A TWITTER FEED
THINKS THEY'RE A
JOURNALIST NOW.
[DON’T THINK IT’S

THE ROLE OF CNN TO
NECESSARILY HAVE TO
BE FIRST, BECAUSE IT’S
NOT POSSIBLE.”

Global Leadership Forum. During the event, IESE’s Bill
Baker probed him with questions about the future of
CNN, the business of news and news in general.

Hired fresh out of Harvard as an Olympic researcher
for NBC in 1986, Zucker began a remarkable ascent
through the ranks that landed him as president and
CEO of NBC Universal in 2007. His tenure as president
of CNN Worldwide officially began on January 1, 2013.

Baker pressed Zucker about the industry hurdles he
faces at the forefront of CNN at a time of fast-changing
technology and business models.

Addressing how CNN’s content maintains a balance
of audience wants versus needs, Zucker referenced his
network’s concurrent coverage of the coup in Egypt
and the George Zimmerman trial, a case thathasbeen
highly politicized and racially divisive.

“Ithink you can absolutely cover both,” said Zucker.
“The history of CNN was formed in large part by the
coverage of four significant events: Gulf War I and II,
and the wall-to-wall coverage of O.J. and the human
drama of a girl in a well, the rescue of baby Jessica. I'm
not trying to equate a war and a girl in a well, but it’s
about the history of CNN. Covering the important and
the human drama.”

Expressinghis concern about the declining business
of American journalism, especially in the form of news-
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papers, Baker shared his fears for the survival of less-
funded forms of journalism, and how democracy might
be affected by its ongoing decline.

REINVENT ORDIE

@_ “We’ve romanticized the piece of paper,” Zucker
@ argued. “There’s been more change in media in the
past five years than there’s been in the previous 50. You
cannot be above how people want to consume their
news and information. Because at the end of the day,
the consumer decides.”

Still, Zucker expressed his belief in the commod-
itized value of good journalism, regardless of how it is
consumed. “Great brands will survive.”

And he held firm to thisargument in regards to Face-
book and Twitter and the exponential rise of crowd-
sourced news and commentary.

“Everyone who has a camera and a Twitter feed
thinks they’re ajournalist now. I don’t think it’s the role
of CNN to necessarily have to be first, because it’s not
possible,” he said.

Validity, then, will always outweigh a race to the
breaking-news finish line for Zucker’s network. “Peo-
ple come to CNN to see if it’s true,” says Zucker. “I
don’t care if we’re last on reporting something. I want
ittoberight.”

OCTOBER-DECEMBER 2013/ No. 131 57
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CEO OF HEINEKEN ADDRESSES ALUMNI AT CONTINUOUS EDUCATION SESSION IN THE HAGUE

“KNOWLEDGE IS KEY WHETHER
YOU ARE ININDIA OR KENYA”

@_ Jean Francois van Boxmeer,
® CEO of Heineken Holding,
which markets some 250 beer
brands around the world, insisted
that knowledge “is what can make
our company the best and the man-
agement at Heineken works to de-
velop the necessary talent to man-
age the brands efficientlyand tolead
with courage.”

Most of the brands are local but
one, which gives its name to the
company, is one of the world’s lead-
ing beer brands. During the session
titled “Heineken. How to Build a
Global Brand” and held on June 25
in The Hague, Van Boxmeer talked
about the history of the organiza-

tion, highlighting some of the key as-
pects of its success, such as havinga
presence in countries where others
were not operating, such as the for-
mer Soviet Union, Japan, Africaand
Latin America, during times of war
as well as peace. “We Dutch are like
that,” he said.

He added that Heineken is the
only one of his beer brands whose
strategy and policies are decided by
headquarters. He explained that the
rest of the brands are led and man-
aged atalocallevel. One of the roles
of the headquarters is to help and
share knowledge with the differ-
ent brands and their management
teams in order to make them more

competitive and better informed.
That is why they created their own
corporate university, as well as a
highlyadvanced and developed sys-
tem of information sharing.

Herepeated on several occasions
that, while it is great to be big, at
the same time, it’s preferable to be
“the best.” This, he said, goes be-
yond just the product quality and
includes design, communications
and luck, as well as the company’s
values, which are all about “people,
people, people.”

The session was moderated by
Prof. Xavier Oliver and was opened
by Javier Vallaure, the Spanish am-
bassador to The Netherlands.

LAURENT FREIXE, EXECUTIVE VICE PRESIDENT, NESTLE

NESTLE'S STRATEGY OF

THE VIRTUOUS CIRCLE

@_ Achieving efficiency, focusing
@ investment on brands and in-
novation, managing the benefits
of market share and achieving
profitable growth—these are the
elements that Laurent Freixe,
executive vice president of Nestlé
and director of the company’s
European operations, calls the
firm’s “strategic virtuous circle,”
designed to maintain sustainable
growth. One fascinating illustra-
tion of this model is the way in
which the company revolutionized
an apparently stagnant coffee mar-
ket with the launch of Nespresso.

Laurent Freixe
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Freixe led the session titled
“Europe: Delivering in a Tough Cli-
mate,” which was held at Nestlé’s
headquarters in Vevey, Switzerland
on May 30. The session was moder-
ated by Prof. Mike Rosenberg.

The large number of alumni in at-
tendance had the opportunityto take
a tour of the company’s emblematic
facilities. During the visit, the group
was introduced to the Digital Accel-
eration Team—a center for moni-
toring social networks and following
online activity related to Nestlé and
its other brands, another example of
growth thatis focused on the client.
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CHANGE TO
MAKE AN IMPACT

]0|N |ESE’S FULL_T'ME The IESE Full-Time MBA will help you change through a people-centered,
cross-cultural global learning experience with modules in New York City,
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AWARDS

e d
PROF. XAVIER VIVES

Economy Prize
for Prof. Vives

Prof. Xavier Vives of IESE’s De-
partment of Economics has been
awarded the “Rey Jaime | de
Economia” prize, which recog-
nizes outstanding achievement in
teaching, research and advisingin
the area of economics and finance.

Vives was chosen for his work
inthe field of industrial organiza-
tion theory, finance and regula-
tion, particularly in the area of
banking integration. The prize,
sponsored by the Rey Jaime |
Awards Foundation, was pre-
sented after the consideration
of a jury that included 20 Nobel
laureates.

ﬂ‘i

PROF. SEBASTIAN REICHE

International
HR Scholarly
Research
Award

Prof. Sebastian Reiche has been
awarded the 2013 International
HR Scholarly Research Award
from the Human Resources Divi-
sion of the Academy of Manage-
ment, for his article “Knowledge
Benefits of Social Capital Upon Re-
patriation: A Longitudinal Study
of International Assignees.”

LUIS DE GUINDOS, FINANCE
AND COMPETITION MINISTER

Spanish
economy is
recovering

@®_ “A year ago many doubts re-
@ mainedastowhether Spain could
extricateitselffrom this situationand
compete, but this year I believe these
doubts have disappeared,” Luis de
Guindos, the Spanish finance and
competition minister, told a Contin-
uous Education session in Barcelona
inJuly. The session was moderated by
IESE Dean Jordi Canals.

The minister said he was “cautious-
ly optimistic” that there were “posi-
tive signs” in the Spanish economy in
the second half of the year. “It’s com-
petitive and has the capacity to grow.
Theroad willbelongand hard but the
worstisbehind us,” he said.

Hesaid that Spainwasbeingviewed
in a more positive light thanks to re-
cedingfearsthat the eurowould break

up, the Greek rescue plan and moves
towards banking union.

The Spanish labor market has
stopped destroying jobs, he said and
thebanking system is much more sol-
vent. “Noother EU countryis growing
atthe same speed thisyear,” he said.

He listed several indicators that
the recovery has begun. Firstly there
hasbeenarecoveryin exports,and he
added that domestic demand has sta-
bilized and that employment figures
are “corrective.”

“Compared to 2010, the chance of
recovery is better because we have
adjusted the imbalances: we are more
competitive, the banking system is
stronger and the Spanish economy is
moreflexible,”he said,adding“wehave
tomake the most of our strengths.”

CRISTOBAL MONTORO, INLAND REVENUE AND PUBLIC

ADMINISTRATION MINISTER

First Public Sector
Conference in Madrid

@_ The first Public Sector Confer-
@® ence was held on June 24 on
IESE’s Madrid campus. It was or-
ganized by IESE’s Center for Public
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Leadership and Government and
sponsored by Altadis with the colla-
boration of KPMG.

The inland revenue and public
administration minister, Cristobal
Montoro, said that the reform of
public administration was “ambi-
tious, overdue and much wanted,”
but that he was against carrying
out major reforms of the state, and
reiterated his conviction that these
changes can be achieved through
political agreements.
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jO'N |ESE’S PLD IESE’s Program for Leadership Development (PLD) is an interactive learning

experience designed to provide a solid foundation in business.

MOVE FORWARD IN

YOUR CAREER. Its unique holistic approach to enhancing business knowledge and
leadership capabilities will improve your performance and shape you into a

well-rounded executive ready to move forward in your career.

You will collaborate with a pool of high-caliber participants and faculty
members to develop a personalized Executive Challenge and a take-home
agenda to ensure continued development.

The PLD consists of three 1-week modules on IESE’s Barcelona campus
followed by a Short Focused Program (Barcelona-New York) or the Fast
Forward Program (Barcelona).

www.iese.edw/pld BUSINESS SCHOOL IN THE WORLD FOR EXECUTIVE EDUCATION
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THE ART OF DECISION-MAKING:

Effects on

other people

JOSEP MARIA
ROSANAS

Decision-
Makinginan
Organizational
Context: Beyond
Economic Criteria

PALGRAVE MACMILLAN,
2013

Decision-making is a risky
business and the decisions
we make have an impact
on our lives and careers,
but we also need to focus
on the consequences of
organizational decision-
making on other people.

@_ Lifeisaseriesof decisions. Some
@ aretrivial—whatto choosefrom
the menu, which dress to wear—and
others, such as the careers and life
partners we choose, are fundamen-
tal in shaping our lives. Sometimes
these decisions are linked: we may
not have met our life partner if we
hadn’t decided to go to that party or
take that job.

While decisions are conditioned
by circumstances, when we say that
we have no alternative what we really
mean is we have not properly exa-
mined the alternatives, argues Prof.
Josep M. Rosanas. And sometimes
we make a problem into something
impossible because we have blocked

Prof. Josep M. Rosanas

ourselves to possible solutions or
because we have set ourselves condi-
tions thataredifficult to fulfill. On the
other hand, the “yes
we can” approach
can be helpful and,
he claims, optimism
canbring good luck.

Rosanasillustra-
tes how decision-
making in organi-
zations has to go
beyond economic
criteria and the in-
dividual level, due to the impossibi-
lity of making decisions that do not
affect other humanbeings. The book
firstreviews the conventional analy-

62 OCTOBER-DECEMBER 2013/ No. 131

Theright
decision may not
be successful,

norisan
unsuccessful one
always wrong

ses of decision-making, including
the classical analysis of uncertainty
and the multiple criteria decision-
makingwith qualitative aspects, that
do not take into account explicitly
how decisions affect other people.

Following this, the author puts
forward amodel for analyzing deci-
sions that takes into consideration
the effects on other people. The
book highlights the consequences
of organizational decision-making
and suggests the principles of effec-
tiveness, attractiveness and unity
of the organization that should
guide it. Rosanas concludes by
applying this framework of analysis
to real-world situations.

In the book Rosanas asserts that
the “right” decision is not necessa-
rily the same as a “successful” one,
any more that an unsuccessful deci-
sion is necessarily wrong. All deci-
sions arerisky and we all have to take
chances when making them, but we
have to make them in the right way,
analyzing the possible outcomes and
balancing the risks.

Sometimes decisions can seem
remote from real people. When
we launch a pro-
duct, for example,
we tend to think
of “the market”
as an abstraction
based on surveys
and statistics and
not the flesh and
blood individuals
who make up that
market. But it is
essential to think of people as real
people, and to think of their real
needs. Otherwise we will not be
solving the real problem.
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ZURICH

May 14

May 16

@ _ Prof. Pablo Foncillas explained
© to Polish alumni how to make
the most of social networks in their
companies, basing his comments on
the conclusion that one out of three
companies pays no attention to
social networks in their marketing
plans. Prof. Radoslaw Koszewski
opened the session, titled “The Four
Essential Steps in Social Media for
General Managers.”

@ Swissalumni held their traditio-
© nal Bar of the Month celebration
in May and later on June 19.

NEW YORK

May 17

@ _ The New York center hosted
© the conference “The Mobile
Industry: a Trigger in the World

64 OCTOBER-DECEMBER 2013/ No. 131

Economy,” which included con-
tributions from Xavier Trias, the
mayor of Barcelona and Agustin
Cordon, executive vice president
of Barcelona Mobile World Capital
Foundation. The speakers said that
Barcelona wants to become a show-
case forinnovation and the focus for
the growth of mobile technologies.
Juan Manuel Barrionuevo, direc-
tor of strategy for the Barcelona
Mobile World Capital Foundation;
Barbara Mallinson, CEO of Oba-
mi; and Pau Sabria, CEO of Ola-
pic, also took part in a round table
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discussion about Barcelona as the
world mobile capital. They empha-
sized Barcelona’s commitment to
the mobile sector as a key aspect
of the city’s ability to attract major
companies.

June 12

Prof. Sebastian Reiche was the

invited speaker at an alumni
breakfast held at the New York cen-
ter. He gave the talk “How to make
Global Mobility Work.” Reiche
dispelled some myths about global
mobilityand made some suggestions
about how to improve its manage-
ment.

July 16

Alumni met in New York to ce-
lebrate the summer Bar of the
Season.

GENEVA

May 22

Like their Zurich colleagues, Ge-
neva alumni celebrated the Bar
of the Month in May and June.

SAO PAULO

May 22

Prof. Fernando Bagnoli of the

Instituto Superior da Empre-
sa (ISE) in Brazil gave a talk at the
school on a paradigmatic case of
“The Internationalization of Brazi-
lian Companies,” using the example
of the 2008 acquisition by InBev of
Anheuser-Busch, owner of the Bud-
weiser brand for 132 years.

June 26

Sergio Herz, CEO of Livraria

Cultura; Matinas Suzuki, exe-
cutive director of Companhia das
Letras, and Paulo Ferreira, dean of
ISE Business School, took partin the
colloquium “The Livraria Cultura
Case Study: Growth Strategy: from
Definition to Implementation.”
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1.New York 2.Mexico City

MEXICO CITY

May 24

Alumni met for the conference

“Planning and Follow-up Mana-
gement: the Balanced Scorecard and
Typical Mistakes,” given by Prof. Al-
bert Fernandez Terricabras.

June 25

The role of the executive is

changing in these difficult and
uncertain times. We can’t develop
business strategies for the 21% cen-
tury with 20™-century organizations
and executives. Prof. Jaume Llopis
told Mexico alumni how to develop
modern executives with referen-
ce to his book Qué hacen los buenos

directivos: el veto del siglo XXI (What
makes a good executive: a 21%-century
challenge), which examines what
makes successful executives and
how they go about their daily work.
The Chapter thanks Lourdes Arana
(EMBA ’92) for the use of the facili-
ties at Sura México.

BUENOS AIRES

May 30

Atameeting organized by Argen-

tinaand Uruguayalumni and mo-
derated by Martin Agramonte (MBA
‘99),Juan José Aranguren, president
of Shell Argentina, discussed the ener-
gysituationinthe countryandlaid out
hisvision for the future. He exchanged
views with his audience on the role of
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PARIS

Create jobs, improve the
financial sector and pro-
mote growth while remai-
ning conscious of people’s
needs, putting an end to so-
cial inequality and encoura-
ging environmentally frien-
dlysolutions. These are some
of the challenges facing the
countries that make up G20,
according to the cabinet se-
cretary of the OECD general
secretariat Gabriela Ramos.
Ramos was taking part in an event on May 23 organized by French
alumni in Paris. It was also attended by IESE Dean Jordi Canals and
Prof. José M. Gonzalez-Paramo who, with Ramos, discussed the si-
tuation and the challenges in the Eurozone. The meeting was opened
by the Spanish ambassador to the OECD Ricardo Diez-Hochleitner
whom IESE thanked for his help in organizing the event.
Canalsreminded alumni of the school’s long-term objectives while
Gonzalez-Paramo closed the proceedings with a discussion of cu-
rrent state of the Eurozone and how the European Central Bank has
rescued the EU from disintegration. He emphasized the importance
of banking and fiscal union in creating stability in the zone.

The president of the France Chapter

Gloria Perrier-Chatelain invited
alumni to the June session of the Diner du
Premier Lundi en Parfs. Alumni met again
for dinner on July 1.
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business people and executives in
Argentina. Among other things he ur-
ged them “to meet your obligations,
respect the law and the rights of other
people.”

LIMA

June 6

Peru alumni, presided over by

Hugo Alegre, decided to meet
on the first Thursday of the month
to trade anecdotes and share expe-
riences.

June 12

The PAD business school in

Lima offered its facilities for a
session given by Prof. Vicente Font
based on the case study “Qualitas,”
which looked at the changes in for-
mat, formula and design carried out
by the supermarket chain.

June 25

Prof. Nuria Chinchilla gave a

talk in Lima on “The Benefits of
Reconciling Work, Family and Per-
sonal Life.” Although conciliation
isin fashion, she says it still remains
difficult to achieve and people are
often forced to choose between
work, family and personal life. Chin-
chilla explained how a balance can
be achieved.

July 12

Prof. Julian Villanueva gave

a talk based on the case study
“elBulli: the Taste of Innovation,”
an excellent case study for a discus-
sion about product innovation and
the creation of abrand through word
of mouth. The meeting was made
possible by Rafael Nieri (MBA’o1),
who made the facilities of hisrestau-
rantamaZ available for the occasion.
Participants and the professor dis-
cussed how elBulli and Ferran Adria
built their reputation, which led to
the demand by a potential one mi-
llion clients per year when the res-
taurant could only serve 8,000.
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3.Lima 4.London

SINGAPORE

June 10

Prof. Pedro Videla discussed

the world economy with alum-
ni with the emphasis on emerging
markets. The Chapter thanks DBS
Bank, strategic partner of HCLI, for
the use of its facilities.

LONDON

June 11

The latest “Entrepreneurs

Breakfast Meeting” met in Lon-
don to discuss “Impact Investing.”
Speakers included Prof. Heinrich
Liechtenstein, who talked about
how to measure the impact of an
investment, Oliver Karius, of LGT
Venture Philanthropy, who shared
his experiencesin social investment,
and Nick O’Donohue, of Big Society
Capital, whodescribed his company’s
earlydays and how to make sustaina-
blesocialinvestmentsinthe U.K. The
Chapter wishes to thank Patrick Ke-
Ily and Deutsche Bank for their help
in organizing the event.

July 11

U.K. alumni met at the offices

of BlackRock in London for a
talk by Prof. Jan Simon on “Gui-
ding Retirement Saving Principles”
in which he discussed the current
pension system and explained how
to avoid dependency and enjoy a
retirement without money worries.
Paul Bucksey of BlackRock was the
moderator and there was a contri-
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bution from the Financial Times
correspondent Norma Cohen. The
Chapter wishes to thank Teri Tsuji
(MBA ’02) and BlackRock for their
help in organizing the event.

VIENNA

June 21

Austriaalumni metin Vienna for

a talk by Prof. Joan Fontrodo-
naon “The Ethical Dimension of the
Financial Crisis” and what values -
or their absence - have contributed
to the current crisis, what structu-
res and policies caused them, how
to get out of the situation and, abo-
ve all, what lessons can be learned.
The Chapter wishes to thank Udo
Birkner and for help in organizing
the event.

LISBON

June 27

Isabel Maria Ferreira, CEO

of Banco BEST, was the invited
speaker at a session in Lisbon titled
“Current Challenges of Online Ban-
king and Asset Management.”

BOGOTA

July 5

Prof. Alberto Fernandez Terri-
cabras spoke at INALDE in Bo-
gotd about “Key Factors That Entre-
preneurs Should Bear in Mind When
Seeking Finance,” during which,

drawing on his experience in Fina-
ves, he talked about common errors
entrepreneurs make when negotia-
ting with investors. The Chapter
wishes to thank INALDE for help in
organizing the event.

MUNICH

July 11

German alumni met for a talk

titled “The Future of Banking
and Finance in Europe: A Challen-
ging Environment” given by Peter
Buschbeck, a member of the ma-
naging committee of HypoVereins-
bank UniCredit Bank, and IESE
Prof. José Manuel Gonzalez-Péra-
mo. Both talked about the difficult
situation faced by European banks
such as recovering prestige and
profitability, regulatory reform and
moves towards banking union.

MILAN

July 16

Marco Morgese (MBA ’03)

brought alumni together in Mi-
lan to celebrate the beginning of
summer and to discuss ideas for the
coming academic year.

BOSTON

July 24

Alumni met to celebrate the Bar
of the Season and be reunited
with former classmates.
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YOU’RE IN THE NEWS

We are interested in all your latest news. Send your comments to revista@iese.edu

Antonio Ibafiez hasjoined as di-
rector of Daemon Quest, specializ-

ingin strategic marketingand sales.

James Agin has been appointed

Anténio de Magalhdes

Pires de Limahasbeen
appointed Portuguese finance
minister.

LG Electronics Spain has named
Oscar Cabo asitsnew sales
director.

On August 4 two Ardusat satellites

director of Corporate Bankingat Tony Batllé (MBA using Spanish technology were
KBCGroup, where he has worked ‘94 and Global CEO launched from the Tanegashima
since 2009. Program ‘13) has Space Center (TNSC) in Japan.
joined Mango as The technology consisted of
country manager radiation measuring sensors
German for the Americas. developed by Libelium, whose
Garcia- ) He will be part of head of R+Dis David Gascén.
Calderdn has the company’s
beenre-elected distribution team with
president of the responsibility for developing The president of
board of businessin its own stores and Vodafone Spainand
EURODIF,SA, franchises. the Fundacién
the European Vodafone Espafia,
Consortium for the Enrichment Francisco Roman,
of Uranium, whose headquarters Juan Antonio Canoisthe new hasjoined the board
arein Paris. finance director at Kellogg’s ofassessmentatthe
Iberia. European University.

ENTREPRENEUR

The digital start-up Treeveo,
Founded by Jeroen Kemper-
man, was one of the projects
selectedin 2013 by Wayra to
receive development funding.
Afterbeing chosen at “Wayra
Week Barcelona 2013” on March
19 Treeveo received initial
funding of €40,000, arent-free
workspace at the Telefénica
Tower in Barcelona for sixmonths, mentoring and
access to the platform’s investors network.

Ignacio Alegre has decided to set up his ownbusi-
ness, Exportize, to help companies to profitably
export goods and maximize the business opportuni-
tiesin other countries. The companyalso has a social
purpose—the provision of opportunities for qualified
peopleunder 30 togainaccess to the job market.

Barbara de Cérdenas launched the initiative “no one
without shoes.” Barbara’s passion for fashion goes
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beyond recommending things on the Internet. Since
she began working with a soup kitchen in Madrid she
realized that she had to do something more. “Asa
volunteer worker I realized thatin general people in
Spain tend to donate clothes but not shoes, whether
because there are reluctant to part with themall
because they’re accustomed to throwing them out.
Thatwaswhen I got theidea of collecting shoes that
were going to be thrown out, cleaning them up, get
themrepaired by a shoe mender, labeling them, put-
ting them in boxes and donating them to help centers
where they could be given to people who need them.”
And this was the basis for the social project “no one
without shoes”which, because ofits simple philoso-
phy, isacquiring more supporters. “Little bylittle
there are more people who are interested in contrib-
uting or involving themselves in the initiative and we
hope it will continue to grow
inthe future. However, the
mostimportant thingisn’t
to grow but always to fol-
low the same fundamental
ideas: we never offer shoes
thatareinbad condition
eveniftheyare newbecause
we believeitis essential to
contribute toimproving
the sense of dignity of the
peoplewhoneed them.”
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P: Alison J. Choppelas
and Palmi Gudmundsson

4. AMP Barcelona 2013 - Fall Edition
P: Jacobus Johannes de Heus
VP: Allanna McAspurn

5. PLD Barcelona 2013 - Spring Edition
P: Catherine Capdeville
VP: Sigthrudur Armann

P: President
VP: Vice President
S: Secretary
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CAREER OPPORTUNITIES

SEARCHING FOR
IESE TALENT: EASIER
THAN EVER

ADVANTAGES FOR MEMBERS
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»
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ONLINE PROFILE

@ Alumni can import their details directly from their LinkedIn
profile with a single click without having to introduce the
information.

o

® They can present their profile in two languages (Spanish or
English and choose how to present themselves for each job offer).

® They can choose in which way they want to be visible, including
which documents and to what degree: complete profile or visiting
card (basic information).

» They can create a CV from this online profile, exporting the
information to a Word document or converting it into a PDF.

ONLINE LIBRARY

@ Allows storage of all relevant documents (CV, business cards,
references) to send to different job offers without needing to post
them each time.

@ Candidates can choose which of them they wish to attach, on
each occasion marking those that they consider most important.

@ This function allows members to receive alerts about offers that @
coincide with their preferences: sector, area, geographical

location, type of offer. These offers remain stored in “offers waiting

to be reviewed” in the area specified.

COMPATIBLE WITH IPADS
AND OTHER MOBILE DEVICES

Alumni Magazine IESE



Since last March members have had access to

a new, versatile and very functional tool that
allows them to view offers of work from
companies that contact IESE in search of talent.
The platform also offers companies various
options that they can use in the selection process.

ADVANTAGES
FOR BUSINESSES

CRITERIA AUTOMATIC AT A GLANCE JUST ONE CLICK
TO PRIORITIZE RANKING

@ The company ® Members who
can specify the apply for a job are
requirements of ranked in order of
the published job compliance with
offer. the relevant

requirements.

@ The recruiter @ The company has easy access
canview all of the  to the candidate’s profile, where
information about  they will find all of the relevant
the different information (CV, business card
candidates on a and additional documents).
single screen.

® |t can manage the process,
keeping the candidate informed
at each stage.

FURTHERMORE, OTHER SERVICES AND ADVANTAGES ON OFFER

The Association offers its members other services and tools, such as:

Professional help

Alumni can have a one-to-one interview with
an external consultant on IESE’s Madrid or
Barcelona campus. The “professional support
interview” offers the opportunity to share
opinions, settle doubts, improve the way in
which we usually think about our professional
career and orient it towards action, and to
discuss a strategy for seeking new professional
opportunities. This may be requested via the
web page.

Alumni Magazine IESE

The SUCCEED platform:

Members will find content and tools to help
them think about and plan their personal and
professional career. The platform is structured
in seven different phases: self knowledge,
understanding the market, focus, creating your
brand, carrying out your action plan, assessing
your opportunities and developing your future
career plan.

MORE INFORMATION é}
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Are Moral Competences

Importants

é/ 7

DOMENEC MELE

Professor of Business Ethics
and Chairman of the Chair of Business Ethics

hereisagrowinginterestin

assessing the competencies

that executives need in order

tobe successful. There are

competencies that reflect the
executive’s moral character, that is, his or her:
moral traits. Are they important?

When it comes to decision-making, it’s easy
to see the importance of being determined,
prudent, objective and responsible. Being
determined means not only avoiding
unnecessary delay but also precludes
hastiness. Prudence leads you to think about
your decisions and their consequences and
to decide which action is appropriate in each
case, and to establish priorities based on those
criteria. Objectivity seeks reliable data without
discounting intuition. A good manager assumes
responsibility for his or her actions and their
consequences, without blaming anyone else.

Let’slook at this from another point of view.
Dealing with problems is part of an executive’s
job. It requires patience and courage to overcome
obstacles as they arise. Problems sometimes
derive from oneself, through alack of professional
will or laziness. This is where diligence and
constancy come in, having the tenacity to carry out
the tasks in hand and on schedule. It’s important
to be magnanimous, too, and to set aims high, as
well as avoiding pettiness or refusing to confront
difficult situations.

Emotional self-control is also important, and
affects both oneself and others. Giving in to anger
canlead you to mistreat others and create enemies.
Becoming depressed over an error or failure affects
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how you and those around you work. Your character
also affects relationships, as does being sensitive
when it comes to making difficult decisions,
without wounding or humiliating others.

Humility is important, too. A lack of humility
blinds the executive to his or her own errors.
Arrogance creates a hostile environment
and undervaluing others erodes their willingness
to cooperate.

In the corporate world it is vital to have a spirit
of service, without putting individual interests
above the common good. The importance of
moral competencies is clear when it comes to
performance appraisal and human relations.

Here the primordial traits are: a sense of
justice; —respect for the rights of others,—and
truthfulness—, including an unwillingness to
mislead or create false expectations.

These competencies, along with a sense of
commitment and being as good as his or her word,
make for a trustworthy executive. Sensitivity to
other people, helping them with their problems
and their aspirations leads to a correspondingly
positive response. Benevolence—understood in
the literal sense of seeking good—contributes
to others’ development. This means seeking
these same moral traits in others by acting with
reciprocity: putting yourself in another’s shoes,
encouraging initiative and suggesting rather than
imposing ideas—all of this with generosity and
without asking for anything in return.

Certainly, moral competencies are important
and deserve more attention.

MORE INFORMATION: blog.iese.edu/eticaempresarial/en
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One day, RICOH R Co
imagined I H

collaborating with : :
the world’s best Imagine. Change'

business schools.

It imagined that
students from these
schools could access
to the right
information, in the
right place and at
the right time.

It imagined an
excellent service

for the future
executives.
That goal was
achieved.
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