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N MoneyBAaLL, MICHAEL LEWIS’ bestselling
book about the Oakland A’s, there is a passage
in which J.P. Ricciardi, the General Manager
of the Toronto Blue Jays, talks with an
unnamed baseball agent. That agent, it turns
out, is Owen alumnus James “Bo” McKinnis,
the President of McKinnis Sports Manage-
ment in Nashville. Unlike some in his line of
work, McKinnis does not mind going unno-
ticed. In fact, that is exactly how he likes it.

“From day one I've wanted my players to
be the stars. That’s the way it’s supposed to
be,” he explains. “When I meet folks and tell
them what I do, they’re a little surprised. That
just shows that 'm doing my business the
right way.”

While McKinnis enjoys anonymity outside
the game, his name is well-regarded within it.
Over the course of his career he has repre-
sented 89 major leaguers, including David
Price, the former Vanderbilt pitcher and No. 1
pick of the Tampa Bay Rays. That success, he
says, can be attributed to a piece of advice that
pitcher Jeff Brantley offered him when first
starting out: “Don’t contact the players. If you
do a good job, they will come to you.”

As counterintuitive as that sounds, the
strategy has worked because, as McKinnis puts
it, “The best scouts are a player’s teammates.”
He adds, “That’s why I let my players bring
clients to me. They know what I'm looking for
and who will represent me well.”

McKinnis admits he never intended to
become an agent. His very first client—a
player on the Mississippi State baseball team
that he helped manage as an undergrad—had
to talk him into the idea. Even years later
when he was at Owen, he seemed set on pur-
suing a career on Wall Street. The game, how-
ever, never loosened its grip on him. The skills
that he honed while earning an MBA—nego-
tiating, accounting and entrepreneurship,
among others—ended up laying the founda-
tion for what he does today.

“God gave me two loves—business and
baseball—and I've been able to put them
together,” he says. “It’s the best of both
worlds.” VB
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EDITOR’S MEMO

Friends and colleagues,

hat is really important in life? Most of

us would initially list our family and

friends above all else. On deeper reflec-
tion we might add our religious beliefs, freedom,
our love of nature and perhaps the values we share
with many others. As Seth suggests in his editor’s
memo, it is very easy during these difficult eco-
nomic times to overstate the crisis we currently face,
to feel this is indeed the end of our comfortable life
as we know it. We fail to recognize the sacrifices
that previous generations have made on our behalf.

Personally I think back to my own grandparents
who lost children to disease and war and whose
depression-era experience stamped their lives with
an imprint of frugality they never lost. College was
unknown to them, and the simple things of life
were a privilege, not an entitlement. They imparted
to my parents, who in turn imparted to me, the
value of a strong work ethic, perseverance, faith and
a basic belief in giving back—of philanthropy.
Chancellor Zeppos likes to remind us that uni-

versities are among the lasting and great institutions

of life and that Vanderbilt will carry on long after we are gone. It will do so in part
because of what we do, of the sacrifices we make and of the commitment we have to
leave this place better than we found it. “To whom much is given, much is expected” is a
phrase I grew up hearing. As members of the Owen community, we are among the
most economically privileged people in the world. We do have a duty to keep. I trust
and challenge us all to be good stewards of the future.

Respectfully yours,

e
James W. Bradford
Dean, Vanderbilt Owen Graduate

School of Management
Ralph Owen Professor of Management

4 FarLr 2009
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A writer’s view of the recession

B)/SETH ROBERTSON

N SEVENTH GRADE I LEARNED TO AVOID
using the word “great” whenever possible
in writing. My English teacher argued that
it was a trite adjective. Of course she was
thinking more of its popular usage (as in
“he’s great at tennis”), but even in its for-
mal sense the word has lost some luster
through the years. In a way it’s ironic: A
word, which by its very definition should
be reserved only for the rarest of occasions,
has been used so often that its meaning is
now diluted.

Why the English lesson, you may ask?
When the recession struck in 2008 and
references to our so-called “Great Reces-
sion” became commonplace, I began to
wonder about the implications of tacking
that word onto the front of our economic
problems. I'll grant that it’s a clever turn of
phrase—one that stands out in this age of
sound bites by recalling the Great Depres-
sion. Yet I can’t help but feel as though
we're being premature, as well as a bit pre-
sumptuous, in likening this downturn to
what happened 80 years ago.

As unprecedented as this recession is in
terms of its scope and complexity, the
Great Depression stands alone in severity.
No turn of phrase, regardless of how
catchy it is, should imply otherwise. Dur-
ing the Depression the Dow dropped
almost 90 percent over a three-year
period, and unemployment reached an
astonishing 25 percent. By comparison
our downturn has resulted in a 50 percent
drop in the stock market (which has since
rebounded considerably) and just under
10 percent unemployment.

Numbers tell just one part of the story,
though. To get an idea of how difficult it

Vanderbilt Business is online: www.vanderbilt.edu/magazines/vanderbilt-business/

Great Expectations

was then, I only have to look to my own
family. During the 1930s my great-grand-
parents were among the hundreds of thou-
sands who migrated to California in search
of work. For the better part of a decade
they went from one backbreaking job to
another, and their home was often a dirt-
floor tent. My grandfather’s stories about
his childhood were like something straight
out of The Grapes of Wrath.

It’s little wonder why we refer to these
individuals as the Greatest Generation.
Even if you disregard World War II, the
Depression was more than enough to earn
them that nickname. Perhaps our desire
for a similar distinction explains why
we've latched on to calling this the Great
Recession. Whether we admit to it or not,
we all have high expectations for our lives
and wish to be part of something historic,
even if it comes about through hardship.

Ralph Waldo Emerson once wrote,
“To be great is to be misunderstood.”
Those words still ring true today, but not
just in the way he intended them. Some-
how we have misinterpreted the true
meaning of greatness. Applying that label
correctly requires perspective—
something we are in short supply of these
days. We ourselves can’t say if we're liv-
ing in great times. That’s for a future
generation to decide. VB
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CONFERENCE |
Volcker and Kohn

discuss economic
CI1SIS

LEADING ECONOMIC THINKERS,
INCLUDING President Obama’s Senior
Economic Advisor Paul Volcker and
Vice Chairman of the Federal Reserve
Donald Kohn, came together this spring
at the Owen School to talk about the
current financial crisis for the 22nd
annual Financial Markets Research
Center Conference.

In his remarks, Volcker, who was
Chairman of the U.S. Federal Reserve
from 1979 to 1987, said that the United
States’” economic recovery would be a
“long slog” but that the rate of decline
should slow. He added that the country
was not in another depression, but “in a
great recession for sure.” He also talked
about the outlook for the Federal
Reserve’s role as a regulator of financial
markets and accounting standards. (You
can watch Volcker’s full speech at
www.youtube.com/Vanderbilt.)

Kohn said that the federal
government’s heavy financial bailout of
banks and other businesses would help
the stock market and was “necessary, safe
and effective.” Kohn also talked about
the impact of the central bank’s emer-
gency lending programs on taxpayers,
credit market capital allocation, the
stress tests of U.S. banks and the outlook
for the U.S. economy.

6 FaLL 2009
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Volcker (back row, center) and other economic and political heavyweights came to Owen for the 22nd

annual Financial Markets Research Center Conference.

Kohn and Volcker had a lively back-
and-forth following Kohn’s speech
when Volcker questioned statements he
made about a 2 percent inflation rate
being appropriate for the economy in
the long term. (The exchange and
Kohn’s full speech are on Vanderbilt’s
YouTube page.)

Volcker, Kohn and dozens of current
and former members of the Federal
Reserve, along with other economic and
political heavyweights, came to Owen to
honor Dewey Daane, Frank K. Houston
Professor of Finance, Emeritus, and for-
mer Governor of the Federal Reserve

Board, for his 90th birthday. Many of

the economic leaders have lectured in
Daane’s seminar on monetary and fiscal
policy. The seminar has been in continu-
ous operation since Daane joined the

Owen faculty in 1974.

TECHNOLOGY |
New Owen

r¢cruitin Web
site unveiled

IN THIS DAY AND AGE, SEARCHING FOR
THE right job entails a lot more than just
sending out resumes. And in this tight
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economy, it is not always possible for
companies to send out recruiters. In
light of this, the Owen School is taking a
new approach to promoting its students
and enticing recruiters through a new
Web site: RecruitAtOwen.com.

The site highlights some of Owen’s
best and brightest in the Student Spot-
light section. It also links to more infor-
mation about Owen’s graduate degrees,
including the MBA, MS Finance, Master
of Accountancy and Health Care MBA.

RecruitAtOwen.com allows
recruiters to post jobs and order
student resumes easily. The site
also offers a Recruiter’s Toolkit
section, featuring an on-campus
recruiting checklist, recruiting cal-
endar, guidelines for job offers,
information on hiring international
students, employment reports,
ways to connect with student orga-
nizations, contact information for
the Owen Career Management
Center team and more.

“Our goal was to create a Web site
that would answer all of the recruiter’s
questions in a well-organized format,”
says Joyce Rothenberg, Director of
Owen’s Career Management Center.
“Business recruiters I've talked to love
that everything they need is just one or
two clicks away.”

Rothenberg says the site is also help-
ing Owen to be more environmentally
responsible by dramatically cutting
the amount of paper the school prints
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RecruitAtOwen.com allows recruiters to post
jobs and order student resumes.

and mails out. Recruiters say it is much
easier to find information on-line in-
stead of having to store and file printed
materials.

L FADERSHIP |

Bradford appointed
to Gl\/IAéD Ilajoard

of directors

DeEAN JiM BRADFORD HAS BEEN
NAMED TO the board of directors of the
Graduate Management Admission Coun-
cil, the association of leading graduate
business schools worldwide. Bradford is
serving a one-year term on the board of
the nonprofit organization, which is dedi-
cated to creating access to and advancing
graduate management education. Repre-
senting academia and industry, GMAC
also owns the GMAT exam, which is
used by more than 4,600 business pro-
grams worldwide as a key part of the
admissions process.

“I am honored by this appointment
and look forward to working with my
colleagues to underscore the essential
role of business education, particularly
in periods of great economic flux as
we're experiencing now,” says Bradford,
who is also the Ralph Owen Professor
of Management. “As business school
educators, we are charged with ground-
ing tomorrow’s industry leaders with
sound management practices, judgment
and values, and fostering a sense of
responsibility to contribute to the
greater good of society.”

VANDERBILT BusiNEess 7




Since his appointment as Dean in
2005, Bradford has spearheaded the

launch of several market-driven and

immersion-based programs, including a
Health Care MBA, master’s degrees in
finance and accounting, and Accelerator, a
month-long summer intensive program
for high-performing undergraduates. Pre-
viously Bradford served as President and
CEO of United Glass Corporation and
AFG Industries Inc., North America’s
largest vertically integrated glass manufac-
turing and fabrication company. He cur-
rently serves on the boards of Clarcor
Corporation, Genesco and
Granite Construction, and
the Harpeth Capital
Investment Banking Advi-
sory Board. He is a gradu-
ate of the University of
Florida and Vanderbilt
Law School, and has com-
pleted the Advanced Man-
agement Program at
Harvard Business School.

“Jim’s role as Dean and his significant
corporate experience give him an unusual
perspective and make him a most wel-
come addition to our accomplished
board,” says David A. Wilson, President
and CEO of GMAC. “We look forward
to tapping his expertise in the months
ahead amid a continually changing land-
scape for management education.”

8 FarLL 2009

INSIDE OWEN

PROGRANMS
ACCCle ator teams Up

with Kix Brooks

COUNTRY MUSIC SINGER AND ENTRE-
PRENEUR Kix Brooks of Brooks & Dunn
has an issue most businesses would love
to have. His Nashville-area winery,
Arrington Vineyards and Winery, is so
popular that it is considering growing to
accommodate more events.

Brooks took a unique approach to this
expansion. He turned to students from
the Vanderbilt Accelerator Summer Busi-
ness Institute to create a physical space
plan and operating plan that would pro-
duce new earnings streams without jeop-
ardizing the integrity and mission of the
vineyard and winery.

The Accelerator Summer Business
Institute is an intense monthlong busi-
ness boot camp run by the Owen School.
In the program, college students and
recent graduates from across the country

are immersed in a competitive business

environment, working to create the win-
ning solution to real challenges from top
local and national companies. The stu-
dents hone essential skills in marketing,
sales, finance, real estate, research and
corporate strategy, while participating
companies receive the brain power, cre-
ativity and proposals of at least eight
teams of highly motivated millennials.

Other 2009 Accelerator projects
included:

Sony Music Nashville: aiding Sony
Music to further develop the 360-degree
concept of building artists’ brands

Coca-Cola Enterprises: creating market-
ing ideas to help promote Coca-Cola’s
corporate responsibility and sustainabil-

ity (CRS) goals

BlueCross BlueShield of Tennessee:
creating a social network for BCBST and
its subsidiary Gordian that links people
with similar illnesses, interests and well-
ness goals

Nashville Area Chamber of Commerce:
helping rebrand the city as an entrepre-
neurial hotbed, while respecting the
“music city” brand

Kix Brooks (inset) turned to Accelerator to help him expand his Nashville-area winery.

s10ana 13INvVa

Cisco & Presidio: creating a marketing
message and go-to-market program on
the intersection of WebEx and TelePres-
ence technology.

[N VIEMORIAM |
Remembering

Chancellor
Alexander Heard

ALEXANDER HEARD, AN ADVISER TO
THREE U.S. presidents who, as Vanderbilt’s
fifth Chancellor, guided the university
smoothly through the stormy period of the
1960s and 1970s without the unrest and
violence that afflicted many college cam-
puses, died July 24 at his home after a long
illness. He was 92.

“For more than 40 years, Alex Heard
was a powerful presence at Vanderbilt Uni-
versity,” Chancellor Nicholas S. Zeppos
says. “Through his intellect and
calm demeanor, he raised Van-
derbilt’s stature on the
national stage during his 20-
year administration. And
even after he stepped down
as Chancellor he graciously
made himself available to
his successors for advice
and guidance. I was grate-
fully one of the beneficiaries of
his wisdom, and his loss is one I
feel deeply.”

Under Heard’s direction, Vanderbilt
grew and prospered, adding three schools
to the seven it already contained, including
the Owen School. “Chancellor Heard was
a builder, someone who understood the
value of all of the elements of a great uni-
versity,” says Dean Jim Bradford. “Under
his leadership, the Owen Graduate School
was founded and took its early steps
toward becoming one of America’s leading
graduate schools of business. We strive to

INSIDE OWEN

STUDENTS TO TEST
ELEVATOR PITCHES

S ANY SUCCESSFUL
SALES OR MARKETING
professional knows, first
impressions make all the
difference in business
relationships. Having a clear, concise
elevator pitch that encapsulates one’s
resume and goals is often the key to
securing a job. Not everyone, though,
is capable of articulating that message
and delivering it in the right way.
That is why CEO and Owen alum-
nus Tom Truitt, EMBA’97, decided
to start YourElevatorPitch Inc., an
innovative career management com-
pany based in Nashville. YourEleva-
torPitch works one-on-one with
clients to create and execute a high-
definition video presentation
that best represents their
accomplishments and
helps them stand
out in a crowd.
Truitt and his
team assist with

perpetuate and

Heard had been serving
as Dean of the Graduate School at

the University of North Carolina when
Vanderbilt tapped him for its top job in
1963, succeeding Harvie Branscomb. A
giant in the field of political science, Heard
was the recipient of 27 honorary degrees
from various colleges and universities over
the years and published numerous books on
the presidential election process.

Heard is survived by his wife, Jean Keller
Heard, and four children: Stephen, a

improve the legacy of
his vision and wisdom.”

scriptwriting, presentation coaching
and image consulting. The clients then
are filmed in a professional green-
screen studio, and the video is
deployed to a targeted audience via a
proprietary software platform.

The Owen School is currently
working with YourElevatorPitch on a
pilot program to develop a new
approach to the online resume book.
Students participating in the school’s
Board of Visitors mentorship program
are the initial test group. Joyce Rothen-
berg, Director of the Career Manage-
ment Center, says, “Tom is committed
to helping students put their strongest
presentation in front of hiring man-
agers. We're excited to see how re-
cruiters react to this new technology.”

YourElevatorPitch is also offering
special pricing for all Owen alumni.
For more information about the com-
pany and the different packages avail-
able, visit www.yourelevatorpitch.net.

Nashville attorney; Christopher, an
acknowledgements coordinator for Vander-
bilt’s development office; Frank, BA'75,
MBA’80, a Florida businessman; and
Cornelia Heard, Valere Blair Potter Profes-
sor of Violin at Vanderbilt’s Blair School of
Music; and two grandchildren: Alexander
Michael Heard of Boca Raton, Fla., and
George Alexander Meyer of Nashville.

A memorial service was held on July 29
in Benton Chapel on Vanderbilt’s campus.
Donations may be made to the Alexander
Heard Memorial Fund at Vanderbilt. By
arrangement with the university, Heard’s
ashes were interred at Benton Chapel.
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HEN I FIRST LEARNED ABOUT THE POS-
SIBILITY of earning a sponsorship to the
Vanderbilt Executive MBA program, I
was intrigued. The Owen School and the
Center for Nonprofit Management in
Nashville had just launched an initiative

offering full tuition for one nonprofit
executive a year. As Vice President for
Programs at Oasis Center—a nonprofit
that helps Nashville youth overcome
challenges such as homelessness, violence
and depression—I was eligible for the
sponsorship but wondered whether I'd be
a better administrator with those letters
following my name. I already had a grad-
uate degree and was doing just fine, I
thought. However, my wife—an MBA
herself—and my boss both encouraged
me to give it a shot.

I took the first step and completed the
online application. I then had a follow-up
interview with Tami Fassinger, Associate
Dean of Executive Education at Owen.
Although Tami was charming, she was
not one to sugarcoat the process. I
quickly realized that if I were going to
make even a halfhearted attempt at this, I
actually would have to study for the
GMAT—something I hadn’t done since
taking the GRE years before when No. 2
pencils were still used.

I started giving up my evenings and
weekends to pour over The Official Guide
Jor GMAT Review. 1 also attended an open

house for nonprofit candidates and then

MICHAEL MCSURDY earned his
Executive MBA from Vanderbilt in 2009.
He is the Vice President for Programs at
Oasis Center in Nashville.

10 FarLr 2009

A Word trom the Sponsored

My nonprofit management sponsorship
z‘bmugb the Owen School
B)/ MICHAEL MCSURDY, EMBA’09

McSurdy earned his Executive MBA while working at Oasis Center, a nonprofit that helps Nashville youth
overcome challenges such as homelessness, violence and depression.

ventured into the deep waters at a preview
day for general candidates—people with
“real” business experience. It was a little
intimidating, but I left feeling confident
that I could succeed at Owen. I went back
to my studies, and finally the day of the
test arrived. Then came the waiting,
Several weeks later I received a call
from Tami saying I had been accepted to
the Executive MBA program. It was a
great feeling to know that I had made the
cut, but for me that was not enough. I
had to get the sponsorship before I could
even consider attending Owen. Unlike
other students I would not see large raises

in my future even with an MBA, and my
employer had no funds to offset the
expense of my tuition. Finally in May
2007 I got another call from Tami. I had
been awarded the sponsorship! I
accepted, of course, and soon hit the
ground running.

The first hurdle, called Math Camp,
came during the middle of that summer.
Designed as a refresher course for those of
us who were a little rusty with basic com-
putations, Math Camp was a sobering
prelude to first semester. I started to won-
der what I had committed myself to, but
with the gracious support and guidance

s1ogna 13INva

of Rita Sowell, the instructor, I made
it through.

From Math Camp it was on to the
Week-in-Residence at New Harmony,
Ind., where I was introduced to my
group— Jason Gunderson, Jarod Scott,
Navin Karwande and Kenn Gindin (all
EMBA’09)—four classmates who would
be my lifelines, my colleagues and my
friends over the next two years (and
beyond). New Harmony also marked the
beginning of the first semester, which
placed an emphasis on quantitative
coursework.

That first semester I spent night after
precious night trying to bend my mind
around stats, economics, finance
and accounting. For someone
used to offering support to oth-
ers, I was unaccustomed to rely-
ing continually on the assistance
of the members of my group
and Isaac Rogers, BA’02,

MBA’08, a gifted stats tutor. I
began to wonder if I'd ever get past the
first semester. And of course I did.

During the second semester I found
the qualitative classes to be more in my
comfort zone. I was able to offer the
members of my group a little wisdom,
and I felt like I was carrying my weight
more than I had before. The coursework
was tiring nonetheless, and by the end of
two semesters, | wondered if May would
ever arrive. And of course it did.

Over the summer I reconnected with
my family and dug back into work.
There was no Math Camp or Week-in-
Residence in New Harmony to worry
about. I only had to look forward to the
second year, which I anticipated with
much less trepidation as I knew what to
expect. Just like the summer before, I
wondered if fall would ever come. And of
course it did.

Upon returning to Owen as a second-
year student, I found myself giving advice

to Mark McCaw, the new recipient of the
Executive MBA/Center for Nonprofit
Management sponsorship. “You will get
through this,” I told him. Meanwhile I
was as busy as ever. My strategy and
finance classes were all-consuming, and
the changing economy and a relocation
for Oasis Center were making my job
more demanding. At this point, though, I
had my feet solidly beneath me. Somehow
I had survived accounting, economics,
finance and statistics, and was actually
putting what I had learned to work. In my
third finance class it became clear that
concepts and theory were of greater
importance to me, and I was able to track

what we were discussing and actively par-
ticipate. Had I actually learned something
about finance?

This third semester was also the
proving ground for my group. By this
point we had formed a good team. Each
member knew the others’ strengths and
needs, and we respected and supported
each other. We began to think ahead to
our strategy project in semester four.
We had moved from focusing on our
classes to focusing on how we could use
the total of what we had learned to
accomplish a more complex goal—cre-
ating a viable strategy for a real
company. At times my group and I
wondered if we would get it all done.
And of course we did.

oasis/center

Where Youth Grow, Thrive, and Create Positive Change

STUDENT EXPERIENCE

During the final semester everything
really came together. Each of my classes
relied on what I had learned in all the
others. The whole was becoming greater
than the sum of its parts. The journey
ended with a successful strategy presenta-
tion and the international residency, and
much celebration. That final semester is
still a blur.

Since receiving my diploma from
Dean Bradford under the tent on Mag-
nolia Lawn, I have had some time to
think and reflect, and I have even used a
few things I learned at Owen—like
strategies for depreciation and maximiz-
ing human capital. Who knew this stuff
was really applicable to the nonprofit
world? After four semesters and some
reflection, I realize I made the right deci-
sion to pursue an MBA. Up to this point
I always introduced myself as the “non-
profit guy” somehow separating myself
from the “real” businesspeople. Now I
know I am a real businessperson. I'm just
in a different kind of business.

As I look back with great pride and
accomplishment, I am immensely grate-
ful. T am grateful for my classmates who
grew with me and supported my growth.
I am thankful for the staff and professors
who saw the potential in me. I owe a
huge debt of gratitude to my employer,
staff and board who have all supported
me and cheered me on through the past
two years. And I appreciate so much the
great opportunity that Owen and the
Center for Nonprofit Management gave
me in awarding me the sponsorship.

Lastly and most important, this jour-
ney was made all the richer because of my
family. To my wife, Cecily, and my chil-
dren, Michael, Harriet and Eloise, I say
thank you. I appreciate so much the sac-
rifices you have made and the love and
support you have given me over the past
two years. VB
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New Faculty Appointments

Jeff Dotson
Assistant Professor of Marketing

Jeff Dotson is an
expert on market-
ing research and
theory. His
research focuses
on the develop-
ment and applica-
tion of Bayesian
statistics to a vari-
ety of marketing ~ Dotson

problems, includ-

ing linking customer satisfaction to firm
financial performance and developing
more accurate models of consumer deci-
sion making. He joined Owen after
completing his Ph.D. in marketing at
the Fisher College of Business at The
Obhio State University, where he taught
marketing research and served as a
Teaching Assistant for courses in
Bayesian statistics and marketing.

His research has been published or
accepted for publication by such jour-
nals as Quantitative Marketing and Eco-
nomics and Marketing Science, and he
has presented his work at leading acade-
mic institutions including Brigham
Young University, Harvard Business
School, University of lowa, University
of Southern California, and INSEAD.
In addition Dotson is actively involved
in the marketing research practitioner
community. He presented papers at the
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American Marketing Association’s
Advanced Research Techniques (ART)
Forum in 2007 and 2009, where he was
runner-up (2007) and winner (2009) of
the award for best presentation.

In 2007 and 2008 Dotson was hon-
ored as a Haring Symposium Fellow.
He was also an INFORMS Doctoral
Consortium Fellow in 2006. From
2005 to 2009 he was the recipient of
the Davidson Doctoral Fellowship from
the Fisher College of Business, and is
currently a member of INFORMS, the
American Marketing Association and
the American Statistical Association.

Prior to his academic career, Dotson
worked as a Category Manager and
Senior Analyst for a national consumer
packaged goods firm. He also has exten-
sive professional experience in retail
banking and recently completed a three-
year term as Vice Chairman of the
board of directors for a regional credit
union.

Miguel Palacios
Assistant Professor
of Finance

Miguel Palacios’
primary research
interests are in the
areas of asset pric-
ing and labor eco-
nomics, particularly Palacios

as they relate to

human capital. He joined Owen after
completing his Ph.D. in finance at the
University of California, Berkeley, where

Faculty Appointments
and AZcolgges

he served as a Graduate Instructor for sev-
eral finance courses and received numer-
ous fellowships and awards, including the
Dean Witter Fellowship and the Out-
standing Graduate Instructor Award.

He is the author of nvesting 7n
Human Capital: A Capital Market's
Approach to Student Funding (Cambridge
University Press) and co-author of the
monograph Investing in Emerging Markets
(Research Foundation of AIMR).

Palacios has presented at conferences
at universities and private and govern-
ment organizations such as the World
Bank, International Finance Corporation,
University of Virginia, Libertad y
Desarollo (Santiago, Chile) and the
Korean Education Ministry. He has also
served as a Referee for The Economic Jour-
nal and Management Science.

In 2001 Palacios co-founded Lumni
Inc., which structures and manages inno-
vative investment vehicles for financing
education in which students agree to pay
a percentage of their future income in
exchange for financing of their education
costs. He has also worked as a Summer
Associate at ValuePartners LLC and an
Economic Studies Analyst at Sigma S.A.
He began his academic career by teach-
ing physics at Colegio Los Nogales in
Bogotd, Colombia.

Palacios is an instrument-rated
pilot and has been a member of Colom-
bia’s water-skiing team. He recently
ranked third (2006) and fourth (2008)
on the West Coast in Men’s IT Trick
Water Skiing.

Continued on page 14
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JOHN RUSSELL

ACCOUNTING

Willis has studied the effect
of investor sophistication in
interpreting analysts’ stock
recommendations, among
other topics.
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Mark Ratchford
Assistant Professor of Marketing

Mark Ratchford is —

an expert in con-
sumer behavior
and game-theory-
based models of
marketing strategy.
He joined Owen
after completing
his Ph.D. in mar-
keting at the Leeds
School of Business  Ratchford

at the University of

Colorado, where he taught marketing
research and consumer behavior and was
awarded the Gerald Hart Research Fel-
lowship and the University Fellowship.

His primary research interests include
the impact of social networks on coali-
tions among firms, perceptions of firm
fairness and the optimal strategic market-
ing mix for branded input products. He
has also conducted behavioral research
on the impact of goal setting and self-
regulatory resource depletion of subse-
quent task performance.

Ratchford has presented his work at
several major conferences, including the
Association for Consumer Research Con-
ference and INFORMS Marketing Sci-
ence Conference. In 2006 he was an
invited speaker at the Robert Mittelstaedt
Marketing Doctoral Symposium in Lin-
coln, Neb., and was honored with the
Best Paper Award at the American Mar-
keting Association Winter Educators
Conference. He is an AMA-Sheth Doc-
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toral Consortium Fellow and serves as a
Conference Referee for the Association for
Consumer Research.

Earlier in his career Ratchford held
analyst roles for ATX Telecommunica-
tions, Boat America Corporation,
Teligent Inc. and PacifiCorp. He also
served as Director of Industry Affairs for
the Wireless Communications Associa-
tion International in Washington, D.C.

Ratchford is affiliated with several
other professional organizations, includ-
ing the American Marketing Association,
Association for Consumer Research,
Society for Consumer Psychology and
INFORMS, and is a member of the
professional business fraternity Alpha
Kappa Psi.

Other Appointments

Jim Bradford, Dean and Ralph Owen
Professor of Management, has been
appointed to the board of directors of the
Graduate Management Admission Coun-
cil (GMAC), the association of leading

graduate business schools worldwide.

William (Bill) Frist, former U.S. Senate
Majority Leader, has been named Uni-
versity Distinguished Professor in Health
Care. At Owen he is leading a first-of-its-
kind academic experience for Health
Care MBA students, having created a
unique class that combines business stu-
dents with fourth-year medical students
to examine the financing, delivery and

quality of health care.

Chad Holliday, a nationally renowned
business leader who has been champion-
ing the business case for sustainable
development and corporate responsibil-
ity, has been named Executive in Resi-
dence. Holliday serves on the boards of
directors at DuPont (Chairman) and
Deere & Co., and has led numerous col-
laborations focused on harnessing busi-
ness for social good.

Dawn Iacobucci, E. Bronson Ingram
Professor of Marketing, has been named
Associate Dean for Faculty Development.
In this role she is responsible for all faculty
evaluation, promotion and tenure recom-
mendations and collaborates with direc-
tors of the school’s degree programs on
curriculum development.

Brian McCann has been named Visiting
Lecturer in Strategy after serving as
Adjunct Professor of Management at
Owen since 2005. His areas of expertise
span strategic management and entre-
preneurship. He is the co-author (with
Luke Froeb, William C. Ochmig Associ-
ate Professor in Entrepreneurship and
Free Enterprise) of the leading textbook
Managerial Economics: A Problem-Solv-
ing Approach.

David Owens, Clinical Professor of Busi-
ness Strategy and Innovation, has been
named Faculty Director of the Vanderbilt
Executive Development Institute. In this
role Owens oversees the curriculum for
and delivery of all nondegree professional
development offerings and works to

Continued on page 53
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DANIEL DUBOIS

SOCIAL ENTREPRENEURSHIP

The BuSmess

of a Better World

BY SETH ROBERTSON

Schorr is planning to launch the Vanderbilt
Center for Business & Society, which will
promote corporate responsibility,
sustainability and social entrepreneurship.
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lceland Meltdown

bdn,%mg CrIsts
B)/()LAFUR ARNARSON, MBA

N A MATTER OF 10 DAYS IN
OcToBER 2008, Iceland’s
banking system completely col-
lapsed, sending a shock wave
through the small island coun-
try in the North Adantic. Yet as
fast as the collapse occurred, it
should not have come as a sur-
prise to anyone. Its origins were
along time in the making,.
There is no simple way to
explain the Icelandic banking
collapse, but a good starting
point is the country’s long-
standing support of free trade.
Iceland’s economy has always
been export-driven, and as
such, the government there has
promoted free international
trade for quite some time. Ice-
land became a member of the
European Free Trade Associa-
tion (EFTA) in 1970 and a
member of the European Eco-
nomic Area (EEA) in 1994. The EEA
allows EFTA countries, like Iceland, to
participate in the European single market

planned, the government decided to sell
the stakes to Icelandic investors. In late
2002 and early 2003, controlling inter-
ests in two major commercial banks were
sold to two groups of Icelandic investors.
These transactions would turn out to

without joining the European Union.
One of Iceland’s obligations in
becoming a member of the EEA was to
relinquish state ownership of its banks— be a big mistake because the investors
no small task as the state owned and con- had no background in banking and
trolled two-thirds of the banking sector.
The timing of this bank privatization,
however, was unfortunate. In the wake of
9/11 and the uncertain financial markets

that followed, international banks were

finance. They were simply investors—
and speculative ones at that. They soon
turned the former state banks, which for
some reason still enjoyed strong ratings
from the major rating agencies, into

not about to invest in state-owned banks their own private financing and co-
in little Iceland. Instead of turning to

these international banks, as originally

investing vehicles.
The 9/11 tragedy would continue to

The orIging and aftermath of the lcelandic

96

Once regarded as a model of economic success, Iceland suffered a complete banking collapse in October 2008.

impact the Icelandic banking sector even
further. The Federal Reserve of the
United States and other central banks
had responded to the crisis and uncer-
tainties by driving interest rates down to
their lowest level in a century and print-
ing money to stave off recession. The
Fed was very successful—too successful,
many would argue—as the easing poli-
cies following 9/11 paved the way for
the housing bubble and subsequent lig-
uidity crisis in capital markets that still
haunts us.

The Icelandic banks, meanwhile, were
rated as if they were still backed by the

government, and cheap money was flow-
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ing all around. Big banks, like Deutsche
Bank, Morgan Stanley and many others,
were practically begging the Icelandic
banks and their owners to borrow
money. In 2002 the size of the Icelandic
banking system was less than Iceland’s
GDP. By 2008, shortly before the col-
lapse, it had grown to 12 times the coun-
try’s GDP.

In the years leading up to 2008, Ice-
landic banks opened offices and branches
abroad. London, Luxembourg, Geneva,
New York, Stockholm, Helsinki, Copen-
hagen—in fact, the whole world—
became their playground. The banks
acquired banks in other countries and
funded acquisitions for Icelandic and
international companies, mainly on
“High Street” in the United Kingdom
(or “Main Street,” as it is known in the
United States), but also in Scandinavia
and elsewhere. Due to the ready avail-
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and elsewhere) and were very successful
in attracting depositors. Landsbanki
operated its Icesave accounts in branches
in the U.K. and the Netherlands, while
Kaupthing Bank operated its Edge
accounts in the U.K. through a
subsidiary.

The distinction between branches and
subsidiaries became very important in
the aftermath of the banking collapse, as
subsidiaries are regulated by the host
country and thus covered by deposit
insurance schemes in the host country.
Branches, however, are regulated by the
Icelandic Financial Supervisory Author-
ity (FSA) and covered by the Icelandic
deposit insurance scheme. The cost of
the Icesave deposit insurance alone could
end up bankrupting the Icelandic state,
as cost per capita could reach $20,000.

Glitnir, the third bank, did not intro-
duce deposit accounts internationally.

In 2002 the size of the Icelandic b;ml\'mg system was less
than Iceland’s GDP By 2008, shortly before the collapse, 1t had

grown to [2 times the countrys GDP

ability of funds there was an equity price
bubble in the making on High Street,
and Icelandic investors often turned out
to be the highest bidders. This scenario
was fine as long as the bubble lasted, but
once the bubble started leaking air, it
turned out to be a curse.

Funding of the Icelandic banks was
thin and highly dependent on wholesale.
As a result, two of the banks introduced
online deposit accounts in major markets

(the U.K,, the Netherlands, Germany

This meant that Glitnir felt the liquidity
squeeze in international capital markets
much sooner than the others. Glitnir
was facing a refinancing of almost $1
billion in mid-October 2008. After the
collapse of Lehman Brothers on Sept.
15, 2008, confidence in financial mar-
kets evaporated. Banks stopped doing
business with other banks as one could
not be certain whether the counterparty
would still be around the next day, let
alone a month later.

INFORMED OPINION

At the end of September, Glitnir
went to the Icelandic Central Bank and
asked for a loan to cover the refinancing.
The Central Bank—against the warning
of the whole banking sector, economists
and others—refused the loan and rec-
ommended instead that the Icelandic
government put up the money in
exchange for a 75 percent equity stake in
Glitnir. The government went with the
Central Bank’s recommendation.

There was a problem, however, with
this approach. Each share of Glitnir
stock, which on Friday, Sept. 26, had
been trading at ISK 15.5, was valued at
approximately ISK 2, thereby destroy-
ing any pricing built into the Icelandic
stock market. This move put the pricing
of other banks listed on the exchange in
jeopardy. Also, to make matters worse,
the owners of Glitnir had a billion-dol-
lar loan from Landsbanki secured with
their Glitnir stock.

The Glitnir nationalization was
announced on Monday, Sept. 29.
Immediately the rating agencies down-
graded all Icelandic banks and Icelandic
sovereign debt as well. In the early hours
of Oct. 9, Kaupthing Bank became the
last of the large Icelandic commercial
banks to fall. The banking system offi-
cially had collapsed.

Trying to salvage what they could, the
Icelandic government and parliament
passed an emergency law, which gave the
FSA unprecedented powers to take over
and manage Icelandic financial institu-
tions. The British government responded
by invoking the anti-terrorism legislation

Continued on page 45
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The Dragon by

Its Horns

Understanding China’s new
economic growtb

By Jack ILMONEN, MBA’03

NUMEROUS EXPERTS AND LAYMEN
ALIKE expect the Chinese to realign their
business operations, financial behavior
and cultural ways to resemble those of
the West. This attitude is quietly
resented by the striving Chinese. It is
also dead wrong. The Chinese want to
become Westerners as much as Western-
ers want to become Chinese.

Now that Western companies, capital
flows and business cultures have helped
revolutionize China, it is China’s turn to
revolutionize us. High-roller Chinese
procurement delegations are flying
around the world, signing billion-dollar
contracts and purchasing energy
resources, raw materials, technologies,
intellectual property rights, real estate,
and private and public companies. The
Chinese have plenty of money to spend
on smart acquisitions.

With Chinese ownership comes the
increased influence of Chinese business
culture. A growing number of busi-
nesses in the United States and Europe
are subject to direct Chinese manage-
ment decisions made in the towers of
Shanghai and Beijing instead of New
York and London. This is why we need
to take the dragon by its horns and be
proactive in understanding the ways and
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perspectives of
our friends in
China. Western
business models
will not apply in
China as efficiently as
some may think.

The business culture in China
today is an unprecedented mix of tradi-
tional customs—hierarchical behavior,
close family relationships and estab-
lished power networks—and new
Western concepts. Some of these new
concepts include:

* unforeseen collective acceptance and
support for getting wealthy
Over 1.3 billion Chinese citizens are
more or less free to chase their mater-
ial dreams as they see fit. The success
of many encourages others to work

Finance 7%e Dragon by Its Horns |

hard, creating significant macroeco-
nomic growth.

unprecedented urbanization
According to the McKinsey Global
Institute (Shanghai), 350 million
rural Chinese will move to cities dur-
ing the next 15 years, creating new
jobs, spending power and huge
demand for infrastructure and other
support systems.

LOW'3ISVAN NOTY

DEAN DIXON

* new flexibility in attitudes
Different opinions and perspectives are
more welcome today. New ideas are
subject to constructive curiosity,
instead of immediate rejection.

e ferocious striving for better living
standards
Our Chinese friends are setting up
new businesses, educating them-
selves and their children, looking for
tools to get ahead in life, and creating
huge economic value driving forces.

* proactive internationalization and
global networking
Chinese delegations around the world
are even more common these days
than the Japanese delegations were
after World War II. China sells itself in
many clever ways and is eager to estab-
lish friendly trading relationships all
around the world.

Despite many problems in their soci-
ety, like human rights violations, envi-
ronmental issues and widespread
poverty, the Chinese have been quick to
develop innovative solutions to many
other challenges. It is mind-blowing to
consider what they have achieved in only
the last fifteen years, even if it has been
partly accomplished with foreign advice
and capital.

Like it or not, the Chinese economy
will probably grow quickly over the next
three decades, creating future shocks in
every industry. Those of us who take a
proactive role in understanding China
will have a better chance to emerge as
winners in this new economic era. Those
who resent change, on the other hand,

Finance Sudden Death

will be left behind. The West must leap
out of its comfort zone, embrace this sit-
uation and join—not fight—the
economic evolution.

Jack ILMONEN earned his MBA from
Vanderbilt in 2003. A former Fulbright
Scholar, he is the Founder and Managing
Director of Fidens Private Equity Co., a
consultancy for private equity investors in
Hong Kong and mainland China.

Spy Satellite Office

Managing organizational cbdnge i the
mte//zgence community

By FrRaANCIS “LUKE” LUKENBILL
AND JULIANE GALLINA

Presiding over a multibillion-dollar spy
satellite program for the U.S. government
is difficult enough without having to
endure the strain of shrinking budgets,
engineering problems, schedule delays and
balkanized customer relationships. How-
ever, those are exactly the problems that
our team, the Space Systems Group at the
National Reconnaissance Office, faced in
2006. They are also the reason why we
sought the expertise of the Vanderbilt
Executive Development Institute at the
Owen School.

The three-day Executive Leadership
course led by Dick Daft, Brownlee O.
Currey Jr. Professor of Management, was
the catalyst for an astonishing transforma-
tion in the culture and productivity of
our team of roughly 250 government and
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contractor personnel. Daft reinforced a
simple yet profound leadership principle:
Leaders must connect teams to an ideal.
In our case that meant delivering perfect
reconnaissance systems to protect those
serving in the military and the
intelligence community.

Although working on a spy satellite
program has exciting moments, the enter-
prise shares similar challenges to busi-
nesses across the country. Our group was
an acquisition organization sequestered in
a comfortable office park in Northern
Virginia. It was easy for employees to for-
get their customers and slip into the daily
grind of a federal bureaucracy, keeping
busy with staff meetings, budget battles
and paperwork.

We combated this complacency by
putting our vision statement—“We
understand and
appreciate the
greater mission”—
at the forefront of
everything we did.
This statement
galvanized our
team of engineers,
program managers,
financial analysts,
contract specialists
Daft and technical advi-

sors. It connected us to our customers—
the men and women in harm’s way—and
to the intelligence imperative of the
Global War on Terror. Over the next two
years we blitzed our group, and anyone
else who would listen, with our vision.
More important, though, we lived this
vision as well. We took our team on an
overnight trip to the aircraft carrier USS
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Eisenhower, one of the ships we were
entrusted to protect. It was a rare and riv-
eting experience for the engineers, comp-
trollers and security specialists to stand
shoulder-to-shoulder with the 3,000 crew
members for a 9/11 commemoration cet-
emony rededicating us to the mission. In
the following months we also visited the
submarine USS Boise and invited Iraq
War veterans to speak to our group about
the challenges and spirit of America’s
fighting forces.

The effects of our efforts were trans-
formative. The vision statement helped
us eliminate competition for limited bud-
get and human capital resources by clari-
fying our priorities and acquisition plan.
With a defined strategy we obtained
resounding support from congressional
oversight committees and unprecedented
plus-ups in our appropriations. We also
set a baseline for new programs and deliv-
ered a perfect satellite to orbit.

There is compelling quantitative evi-
dence to back up this transformation. In
2007 our group participated in a team
climate survey, which used data from
three decades and 2 million respondents
to define performance benchmarks for
high-performing teams. Our
team had participated in the
same survey in 2000 and
2004 with fairly good
results, showing that we had

begun to eliminate nega-
tive behaviors such as
competitiveness and
power struggles. The
2007 data, however,
surprised every-
one. In 27 of 35 cate-
gories our team
surpassed the bench-
marks for A+
organizations.

In fact the data was so
remarkable that the survey

results were run again to be sure there was
no error. The scope and magnitude of
climate change was unprecedented. The
Space Systems Group had connected to
the greater mission and raised the bar for
effective and successful organizations.

In a series of return visits to the Owen
School, we have provided a living case
study that shows how to manage a
remarkable organizational transformation
despite challenges and setbacks that erode
the confidence of most teams. We did it
by applying the fundamental lessons of
leadership taught by Professor Daft, and
our stoty is not only practical, but inspi-
rational for anyone who wants to “be the
change” they wish to see in the world.

Francis “Luke” LUKENBILL and
JULIANE GALLINA are both graduates of
the United States Naval Academy and the
Naval Postgraduate School. They are cur-
rently working together as Edge Consul-
tants at the National Interest Security
Company (NISC), where they provide
strategy consulting to executives within the
intelligence community
and the Department of

Defense.
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Sudden Death

Firms lose bzg when polzﬂcmm
dre unexp@ded/y
By AMy WOLF

When a home-
grown politician
dies suddenly,
local companies
show the loss of a
valuable connec-
tion immediately
in their share

Parsley

prices, according
to research from the Owen School.

Stock prices for companies located
where a politician lived or was born
declined by an average of nearly 2 percent
when the connection was abruptly sev-
ered, translating into millions of dollars
in lost shareholder equity, says study co-
author David Parsley, E. Bronson Ingram
Professor in Economics and Finance.

Such connected companies also
tended to see a substantial drop in key
performance figures. For example, sales
growth for the companies studied aver-
aged just over 12 percent during the year
prior to a politician’s death but dropped
to less than 6 percent afterwards.

Parsley’s study has found that politi-
cally connected firms realize many bene-

fits from their relationships with
lawmakers. These include preferential
treatment by government-owned agen-
cies or access to credit, relaxed regulatory
oversight or stiffer regulatory oversight
for rivals, lighter taxation policies, and a

greater likelihood of government bail-
outs in the event of financial distress.

“Losing these benefits when a politi-
cian suddenly dies clearly has a signifi-
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cant economic impact on the compa-
nies and raises serious questions about
the broader impact of these connec-
tions on long-term economic
growth,” Parsley says.

The unexpected death of a
politician yielded a greater drop (by
more than 1 percent) in stock price
for family-dominated public compa-
nies, which, as prior research indi-
cates, tend to be more poorly
managed with less stringent corpo-
rate governance, making them likely
to rely more heavily on the value of a
political connection. Among other

key findings:

* Larger companies generally saw
less impact, possibly due to a ten-
dency to diversify their political
connections.

* Companies with higher market-to-
book ratios fell by a greater amount
(by about half a percent), consis-
tent with the view that connected
companies trade at higher prices.

* The negative impact on stock prices
increased by as much as 4 percent for
firms in industries in which the politi-
cian had direct influence.

* Companies in countries identified as
more corrupt by Transparency Interna-
tional’s Corruption Perceptions Index
took a bigger hit (up to 1.7 percent),
presumably due to the greater likeli-
hood of corporate connivance with
politicians.

* Companies in democratic countries
dropped more (by over 3 percent) than
the overall average, which Parsley
attributes to generally greater levels of
corporate transparency.

On an unconditional basis (before
controlling for other factors), the largest
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stock declines occurred in companies
based in Pakistan and Zimbabwe (more
than 10 percent, though there were only a
few companies impacted), where previous
research shows that ties to an influential
politician are worth as much as 10 per-
cent of firm value.

The study examined 122 sudden
deaths of politicians from around the
world since 1973, for which the politi-
cian’s city of birth or residence could be
identified, and then analyzed the perfor-
mance of more than 8,000 publicly
traded companies based in those cities at
the time of death. Only politicians who
died unexpectedly—from heart attack,
stroke, suicide, assassination or accidents
that resulted in death within 24 hours—
were included, since financial markets
likely anticipated and accounted for
deaths from a longer-term chronic illness,
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such as cancer.

A politician’s city of birth or residence
is a novel but logical base for determining
corporate political connections, Parsley
says. “Politicians systematically favor local
enterprises due to their need for election
funding, to stimulate job creation, links
with family and friends, and a host of
other issues,” he explains. “Quantifying
the value of such political connections has
been hard to pinpoint, but our analysis
provides perhaps the clearest picture yet of
just how much these connections are
worth for shareholders.”

The study, “Sudden Deaths: Taking
Stock of Geographic Ties,” appeared in the
June issue of the Journal of Financial and
Quantitative Analysis. It was written with
Professor Mara Faccio of Purdue Univer-
sity’s Krannert School of Management,
and partially funded by the Owen School’s
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Long and Louy Enterprise Fund
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SANDRA HOOVER

hen investm er Rob Lm‘/\
met with a Texas entrepreneur in 2008

about selling a company, neither was a aﬁe\
that they shared an important common link: Both had
graduated from the Owen School. The entrepreneur, Jack
Long, MBA’83, had contacted Louv’s San Francisco
firm, Montgomery & Co., on reputation alone, but the
coincidence helped him make up his mind about using
Louv to shop his company to potential buyers.



After Montgomery & Co. successfully
sold 70 percent of the equity in Long’s
company, Louv and Long sealed a second
deal soon thereafter—one that was
arguably more significant than the one they
had just finished. Together with Long’s
wife (and fellow Owen graduate) Carolyn,
MBA’83, they established the Long and
Louv Summer Enterprise Entrepreneurial
Fund, which aims to help aspiring entre-
preneurs at the Owen School. The fund
provides a $15,000 stipend to students
who want to pursue an entrepreneurial idea
rather than a traditional corporate intern-
ship during the summer between first and
second year.

With the help of the fund, Thomas
Bernstein and Miguel Coles, BS’02, both
MBA candidates for 2010, have established
their own marketing company, Great Glass
Media LLC (www.greatglassmedia.com),
to launch an iPhone application aimed at
young people looking for the perfect
nightspot. A third student, Andrew
Bouldin, also an MBA candidate for 2010,
used the fund over the summer to continue
work on his own company, My College
Road Trip (www.mycollegeroadtrip.com),
a travel Web site designed for students.

These are just the sort of big ideas that
Jack and Carolyn hoped to encourage by

Jack and Carolyn Long
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establishing the fund. Giving a leg up to
budding Vanderbilt entrepreneurs made
perfect sense to the couple, since they
themselves had used the skills they learned
at Owen to launch two successful compa-
nies. Their decision to honor Louv in nam-
ing the fund was an easy one as well. After
all, he brokered the deal to sell their com-
pany. He also was the one who encouraged
the Longs to give back to Vanderbilt in the
first place.

Lone Star Overnight success
Vanderbilt holds a special place in the
Longs’ hearts. Both of them come from a
long Commodore tradition. Carolyn’s
father, grandfather and great-grandfather
all graduated from Vanderbilt, as did Jack’s
mother and uncles. Jack and Carolyn also
owe their marriage to the Owen School.
They met as first-year MBA students in
1981 and married four years later.

After graduating from Owen, Jack and
Carolyn went to work for Texas Commerce
Bank (now part of ].P. Morgan

Chase) in Houston, but Jack knew all
along that he wanted to own his own com-
pany someday. In 1989 First American
Bank recruited Carolyn, and the couple
returned to Nashville, living off one salary
until Jack came up with a business idea.

“Jack got a litte office, his own desk and
a nameplate and he sat there like Pooh Bear
so he could think, think, think,” Carolyn
says. “He thought about carpet fiber. He
thought about rural post office develop-
ment. He thought about cattle futures
trading. Those were just some of the ideas
that didn’t work.”

In the process of searching for under-
valued businesses to acquire, Jack looked
at an air-freight company that was for sale
in Houston. He realized, though, it was
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more of a freight courier, hiring indepen-
dent contractors to pick up and deliver.
“It was a big business, but it wasn’t attrac-
tive to us because it was basically a broker-
age,” he says.

That experience started the wheels
turning for Long and his business partner
Gary Gunter. They were fans of the
Southwest Airlines concept of keeping
things smaller and cheaper. Long and
Gunter decided to start their own busi-
ness, a package express company serving
only the state of Texas. They set up head-
quarters in Austin, and Lone Star
Opvernight was launched in 1990. That
same year, the Longs’ first child, Adam,
was born. Within a span of five months,
Jack and Carolyn had started a family,
started a business, moved to Austin and
purchased their first house.

The years that followed were equally
busy and exciting for the Longs. Their

Rob Louv

daughter, Carlen, was born in 1993, and
three years later Lone Star Overnight made
the Inc. 500 list of the fastest-growing pri-
vately held companies at No. 331. Car-
olyn, meanwhile, began fundraising and
serving in leadership roles for various
Austin nonprofits.

In 1997 the Longs and Gunter sold
Lone Star Overnight for a nice sum. Jack,
ever the entrepreneur, began looking for
ways to invest that money in the next big
opportunity. In 2000 he settled on the idea
of starting a new company once again.

Partnering with Jeff Carpenter, he
launched PeopleAdmin, a software tech-
nology company aimed at creating tools for
human resources at colleges and universi-
ties. The company grew quickly. In 2007,
with total revenues of $10 million, it made
the Inc. 500 list at No. 419.

PeopleAdmin had tapped into a very
hot area: software as a service. Long began
to field dozens of phone calls a week from
companies interested in investing or buy-
ing. That's when the decision was made to
hire a small- to mid-size investment bank
focused on emerging-growth technology.
After vetting numerous candidates, the
Longs went with Rob Louv and
Montgomery & Co.

The entrepreneurial side of banking
Like the Longs, Louv’s connection to Van-
derbilt began before he was born. His
father, Art Louv, JD’72, graduated from
Vanderbilt Law School, and his mother,
Barbara, had Rob while she was a student
at Peabody College. Although Rob grew up
in Florida and attended the University of
Florida, his Vanderbilt roots drew him
back to Nashville for graduate school.
“When I went to Vanderbilt, my career
objective was to go into investment bank-
ing. I thought I would end up in the South,
but through the alumni network I was able

to set up some interviews in New York,”
Louv says. Director of Corporate Relations
Peter Veruki, then working in the career
center, encouraged him to get some intern-
ship experience in New York, even though
his original plan was to live elsewhere.

“My Citicorp internship was directly
linked to an Owen alum going to bat for
me,” says Louv, who before that summer
had never been farther north than Wash-
ington, D.C. The internship opened
doors for him and led to a career opportu-
nity in investment banking with Chase

Securities, later ].P. Morgan. But Louv,
with no signing bonus and no paycheck
until he passed the company training
course, was cash-strapped.

That was when a favorite professor from
Owen, Ron Masulis, stepped in. Masulis,
Frank K. Houston Professor of Finance,
was starting a mergers and acquisitions
course and needed background material—
case studies, detailed articles and trend
pieces. “It was perfect for me,” Louv says.

“I got paid a fair hourly wage to do inter-
esting work and used what I learned to bet-
ter prepare myself for my M&A career.”

Masulis says Louv was among his best
students at Owen. “I was very pleased to
have him help me research potential topics
and cases for the new course I was develop-
ing,” he says. “His research was very solid
and led me to use several very interesting
cases in the course.”

Louv bootstrapped himself through the
J.P. Morgan system and became Vice Presi-
dent of Global Mergers and Acquisitions in
New York before moving to San Francisco
to lead the firm’s West Coast merger and
acquisition efforts for the information tech-
nology services and Internet sectors. With
significant M&A deal experience represent-
ing $150 billion in transaction value, he
then joined Montgomery & Co. in 2004 as
the Co-head of the Technology Banking
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Group and a member of the firm’s Execu-
tive Committee.

Recently Louv and several senior part-
ners at Montgomery & Co. split off from
the firm to establish a new investment bank
called ArchPoint Partners, also based in
San Francisco. The separation was amica-
ble, as ArchPoint continues to execute deals
that were engaged under the Montgomery
platform. Louv and fellow Managing Part-
ner John Cooper are the owners of the new
bank. “I am now like my clients—running
astartup,” Louv says.

Louv sees M&A as the entrepreneurial
side of banking—one that doesn’t depend
on anyone else’s balance sheet. “When 1
went into finance, I was always thinking
about building a practice. I never thought
of myself as a kind of large cap banker on a
large platform. I saw myself on the entre-
preneurial side,” he says.

Culture of giving

The sale of PeopleAdmin “was a long,
tedious process,” remembers Carolyn
Long. Several deals got close and fell apart
before an agreement was signed with
Summit Partners of Boston in summer
2008. “Rob stuck with them and kept
working on all the details,” she says.
“Throughout this process, Jack and Jeff
never got to the point of throwing their
hands up because Rob never did either.
He kept working on it.”

A member of the Owen Alumni Board,
Louv saw an opportunity to leverage his
hard work in a positive way. Prior to the
close of the deal, while hashing out some
final fee matters, he approached Jack with a
proposition. Louv told him, “Since we
know that neither one of us would be here
if it weren’t for Owen, what if, in addition
to compensating Montgomery & Co., you
also compensate Owen for the value it
added to our lives?”

Long was intrigued by the idea.
Between the sale of Lone Star Overnight
and the launch of PeopleAdmin, he had
been involved in establishing an entrepre-
neurship program at the University of
Texas, but the bureaucracy of the large
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state school had cramped his style. In 2002
he and a group of professors left the uni-
versity and formed the Acton School of
Business in Austin to teach an entrepre-
neurship-only program.

The thought of doing something to
encourage entrepreneurship at his alma
mater was an enticing prospect. He called
Carolyn to get her opinion. “Carolyn and I
had not been active alumni up to this
point,” he explains. “But one of our moti-
vations for selling the business was to pur-

sue some philanthropic objectives while we
were still young enough. After I talked to
Carolyn, I called Rob back 10 minutes
later and said, ‘Deal.’ ”

Louv was grateful but surprised when
the Longs decided to share credit with him
in naming the fund. “That was not
expected or requested. I was taken aback,”
he says. “I give Jack all the credit. It was his
generosity as much as mine that really
drove the gift to the school.”

Jack, though, is just as quick to compli-

From left, Thomas Bernstein, Miguel Coles, Andrew Bouldin and Professor Germain Boer

ment Louv. “Even though the donation is
coming from us, we want it to be more
about Rob,” he says. Carolyn agrees,
adding, “Rob and his team did so much
work. He had the idea (to create the fund).
He asked for it. It makes perfect sense for
us to view it as a joint gift.”

Tricia Carswell, Associate Dean of
Development and Alumni Relations,
acknowledges that the credit should go to
all three. “It’s been such a pleasure working
with three alumni whose culture of giving

is obvious, who know how blessed they are
and want to give back,” she says. “These are
people whose personal successes and whose
value systems are aligned. They are true
philanthropists, and it was a privilege to be
at the table with them.”

Confidence boost

Louv and the Longs hope other alumni
will be inspired to give to the new fund.
They also hope the fund will help spark

an entrepreneurial focus at Vanderbilt
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without eschewing the traditional busi-
ness curriculum.

“Most important is it adds value for the
students,” Louv says. “Over time an entre-
preneurial bent could differentiate the
Owen brand and improve the experience
for all of the students.”

Most MBA programs are designed to
train students going to work for a large For-
tune 500 company, says Germain Bder,
Professor of Accounting and Director of
the Owen Entrepreneurship Center. “It’s
not that the content of the courses doesn’t
fit the needs of an entrepreneur,” he says.
“You still need to know the same stuff. It’s
just that the examples all tend to be from
big companies. If I could dictate how we’d
do it, I'd say every course would have to
have a case or two about how to operate a
startup company.”

The classroom learning experience is
bound to be greatly enhanced for students
able to kick-start a business with a boost
from the Long and Louv Fund, Béer says.

“When you start a business, you have
to learn about every piece of the business.
It’s a really good educational experience
to try to put a company together and
learn how to motivate people,” Boer says.
“It’s excellent training even if they work
on a business idea and they get all the way
to the point of launching and find some
critical factor that keeps it from working.”

Andrew Bouldin, one of the beneficia-
ries of the summer stipend, has always
seen himself as “an entrepreneur-type
guy.” He grew up in Nashville, running a
lawn-care business through high school
and college. He also participated in the
Accelerator program at Owen and spent
another summer working for Silicon
Valley-based Uloop.com, a craigslist-type
site aimed solely at college students.

While planning a trip with friends a
few years ago, he realized “sites like Trave-
locity or Trip Advisor are oriented toward
businesspeople or moms,” he says. “I
couldn’t find anything that would tell me
the best restaurant and things to do in an
area for a college student.”

Continued on page 52

SEEDS TO SOW
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By ERIC HALL, MBA78

Professor Ger-
main Boer and
I have much in
common. We
both arrived at
Owen in the
same year, we
both have
practiced
accounting, Hall

and we both are serial entrepreneurs.
This last item is a shared passion of
ours. Whether starting his own busi-
ness before coming to Owen or launch-
ing the Center for Entrepreneurship at
the school, Germain has always been a
champion for those interested in taking
a different career path and pursuing
the challenge of being an entrepreneur.

Not only have his efforts created
careers for Owen students, their star-
tups have created hundreds of
jobs for others. Many Owen
students and alumni have ben-
efited from the education and
experience Germain has pro-
vided for the past 30 years. I
continue to benefit from Ger-
main’s expertise, and I hear
firsthand from students about the
impact he continues to have, especially
from the students he refers to me for
advice on being an entrepreneur.

For all that Germain has given to
Owen, it is time for the Owen commu-
nity to give something back. I am lead-
ing fundraising efforts to endow the
Germain Boer Seed Scholarship in
Entrepreneurship. The inclusion of the
word “'seed” in the name is important.
Most entrepreneurs receive seed fund-
ing to launch their ventures. It is up to
them to take that seed funding and cre-
ate enough value to raise the next

round of funding. This scholarship, I
hope, will provide the seed funding to
launch the career of the next Owen
entrepreneur. Please join me in making
a contribution.

Our goal is to raise enough funds to
generate an annual scholarship grant
of $5,000 to an Owen student inter-
ested in entrepreneurship. While a
$100,000 bequest has already been
committed, the scholarship requires a
minimum of $100,000 in outright gifts
to become active. To date, we have
more than $33,000 in outright gifts
pledged. Ideally we would like the
scholarship fund to grow through con-
tinued contributions and earnings so
we can increase the scholarship grant
or provide more seed scholarships to
Owen students.

The giving levels listed below are
already in existence through the Owen
Circle, but gifts of all sizes are wel-

The Owen Circle Levels of Giving
$25,000 +

$10,000-$24,999 Chancellor’s Council
$5,000-$9,999
$1,000-$4,999

Cornelius Vanderbilt Level

Dean’s List
Owen Associates

come. Your gift can be in many forms,
including cash, securities and planned
gifts. There are also ways to honor the
legacy of your name within the named
scholarship for Germain Boer. If you’d
like to make a larger named gift,
please contact Marshall Turnbull,
Director of Alumni Relations, at (615)
322-9997 or marshall.turnbull@van-
derbilt.edu.

I hope that you will choose to unite
with me so that the legacy of Ger-
main’s impact may continue. Thank
you for considering this opportunity.

VANDERBILT BUSINESS
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SPOTLIGHT

OT LONG AFTER STARTING IN
THE MEDIA business in 2002,
Patrick Ilabaca found out just
how creative he was expected
to be. As a new Marketing and
Communications Manager at
Fox Sports International
(FSI)—a Los Angeles-based
sports programming company
owned by Rupert Murdoch’s
News Corporation—he was
caught off guard when his
boss walked in one day and
placed a blank piece of paper
on his desk.

When Ilabaca asked what it
was, his boss replied, “That’s
going to be an awards show.”
FSI was looking to create a
pan-regional, Spanish-
language program in the same
vein as the ESPYs, the annual
sports awards event broadcast
by ESPN. Ilabaca was
charged with the task.

Given the circumstances, it would be
forgivable if Ilabaca had thrown in the
towel before even getting started. He
had no media experience, after all, and
there were no guidelines to follow.
When Ilabaca asked his boss a series of
follow-up questions, he got the same
response each time: “That’s your job to
figure out.” He literally was starting
from square one.

Ilabaca, however, was not that easily
deterred. Drawing upon the skills he had
learned at Owen, he researched the mar-
ket and assembled a detailed business
plan and PowerPoint presentation—the
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“whole nine yards” as he puts it. If any-
thing, he probably overdid it. “After the
presentation they told me, ‘Next time
just make it a nice memo,’” he laughs.
The business plan and presentation had
their intended effect, though. FSI gave
his idea the greenlight, and the show
soon became a reality.

When Ilabaca came on board at FSI,
the company had just merged with pri-
vate equity firm HM Capital Partners to
form Fox Pan American Sports (FPAS)—
the leading Spanish language sports pay-
TV business serving North, South and
Central America. Premios Fox Sports, as
the awards show is called, has since

Running the Show

Patrick Ilabaca, BA'Y7, MBAOL puts Latino athletes
in the spotlight at Fox Pan American Sports
B)/ SETH ROBERTSON

llabaca serves as the Executive Director of Premios Fox Sports, a pan-regional, Spanish-language sports
awards program.

become an integral part of FPAS’s
programming,.

Now in its seventh year, the show is
watched by millions of viewers through-
out the Western Hemisphere, and
Ilabaca, the Vice President of Event
Marketing & Business Development for
FPAS, continues to play a role in its suc-
cess, serving as the Executive Director.

Rolling up his sleeves

If ever there were an industry made for
Ilabaca, it is the one he is in now. The
son of Chilean immigrants, he has had
an interest in international business—
particularly within the Spanish-speaking
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world—ever since graduating from Van-
derbilt with a bachelor’s degree in eco-
nomics and Spanish in 1997. He also is
an avid fan of tennis, soccer, golf and
baseball—sports that are the bedrock of
FPAS’s three television channels.

Yet if someone had told Ilabaca in
early 2002 that he would soon work for
an international sports media company,
he probably would not have believed it.
At the time he was paying the rent by
cleaning out a storage facility on
UCLA’s campus in Los Angeles—about
as far removed from his dream job as he
could get.

How Ilabaca went from earning an
MBA to earning barely more than min-
imum wage is a story in itself. Much of
it can be explained as simple bad luck.
When he graduated from Owen with a
concentration in marketing and e-com-
merce in 2001, he faced a tough job
market. The dot-com bubble had just
burst, and Internet startups were disap-
pearing fast. Then came 9/11. Ilabaca
happened to be just outside of New
York City interviewing for a job when
the Twin Towers were attacked. The
interview was cut short, and Ilabaca was
left stranded in Bridgewater, N.J. “I
had no idea what I was going to do at
that point. Nothing was panning out,”
he says.

Ilabaca’s luck, however, soon took a
turn for the better. After moving to Los
Angeles, where his sister was living, he
got lost on UCLA’s campus and stum-
bled upon the office of the Southern
California Tennis Association (SCTA).
Ilabaca introduced himself to the Exec-
utive Director and explained that he was
looking for employment. The Executive
Director, in turn, told him about the
tennis stadium storage facility and
offered him minimum wage plus a dol-
lar to organize it.

“My ego definitely came into play. I

said to myself, “What am I doing here? I
went to Vanderbilt, I have an MBA, and
I'm fluent in Spanish,”” he says. “But I
took the job and literally rolled up my
sleeves and cleaned it.”

As unglamorous as the job was, it did
give him an opportunity to network
within the SCTA and learn in advance
about any job openings. It also gave
Ilabaca the chance to familiarize himself
with the organization’s outdated Web
site and put together a compelling argu-
ment for improving it. When a low-level
position opened up at the SCTA, he
seized the opportunity to make his case.
“They told me I was overqualified at the
interview, but I gave them my analysis of
the Web site anyway. It turns out that
USTA headquarters was interested in
revamping each regional Web site, so
they hired me for a completely different
position,” he says.

Soon after he took the job, fate smiled
on Ilabaca once again. While working on
the Web site, he saw a list of sponsors for
an ATP-sanctioned tennis tournament
that the SCTA was hosting. One in par-
ticular piqued his interest—Fox Sports
International. Ilabaca had a connection
to Raul de Quesada, the Senior Vice
President of Marketing at FSI, through a
family friend, but it had never material-
ized beyond an initial phone call several
months back. When he asked the Direc-
tor of Marketing at the SCTA if she
knew de Quesada, she told him that
indeed she did and that she would be

happy to pass along his resume.

FOX

pan amerncan
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CORPORATE SPOTLIGHT

During the tennis tournament he
met with de Quesada and learned that a
marketing position had just opened up
at FSI. Tlabaca remembers thinking,
“That’s my job,” when he heard the
details. The two talked the following
week, and de Quesada invited him in for
a formal interview. Despite Ilabaca’s lack
of experience, de Quesada decided to
take a chance and hire him. A year after
graduating from Owen, Ilabaca finally
had the job he had been looking for. “I
was very fortunate to get it, especially
since the HR department at FSI wanted
someone with more of a media back-
ground, but that made me all the more
determined to prove myself,” he says.

A few weeks later when de Quesada
put that blank piece of paper on his
desk, the newly hired Ilabaca would
have an opportunity to do just that.

The most of every opportunity
It is fitting that Ilabaca and Premios Fox
Sports, the project he was tasked with
developing, have enjoyed similar trajec-
tories of success. As the show has grown
in stature over the past seven years, so
t00 has Ilabaca’s career. Aside from the
third year, when FPAS decided to move
Premios Fox Sports’ executive position to
Miami, he has been responsible for the
planning and production of every show.
Ilabaca was offered the chance to move
to Miami and remain in charge, but he
declined. His presence was sorely missed
at that show, and FPAS approached him
again about moving East and resuming
his responsibilities. This time he agreed,
but only after they granted him VP sta-
tus and expanded his role within the
company.

“I love being in Miami. In Califor-
nia I always felt like I was trying to
catch up with our offices on the East

Continued on page >4
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IN THE NEWS

Headlines from

Around the World

For Rent: Chief Financial Officer; Lagging Health Car,

For RENT: CHIEF
FinANCIAL OFFICER
Some small-business own-
ers in need of accounting
help to balance their
books and guide them out
of a financial black hole
are renting CFOs rather
than hiring them. The
strategy comes at a time
when the deep recession
has forced small companies
to look for money-saving A 4
alternatives that can
yield good returns yet avoid sub-
stantial overhead costs. Germain Béer,
Professor of Accounting and Director of
the Owen Entrepreneurship Center, says
business owners often want such a service
when their company’s finances are get-
ting more complex and need someone
with more financial expertise.

The Wall Street Journal, Sept. 22

How 170 MANAGE YOUR
NEGOTIATING TEAM
Ray Friedman, Brownlee O. Currey Pro-
fessor of Management, co-authored an
article in the Harvard Business Review that
discusses how negotiating teams fre-
quently sabotage their own efforts. Fried-
man argues that a team must first
negotiate internally to align its members’
interests and develop a disciplined bar-
gaining strategy.

Harvard Business Review, Sept. 9

DisaPPEARING FOREIGN MBAS
International applications were down at
business schools across the country this

30 FaLrL 2009

Antitrust Showdown

year, challenging admissions officers
to meet diversity goals and pos-
ing questions for the future.
John Roeder, Director of
Admissions, says the
Owen School plans to
do more international
outreach this fall
than ever before.
Owen is unusual in
that it had a banner
year attracting interna-
tional students. Roeder
expects international enroll-
ment to hit 26 percent this year, up
6 percentage points over last year.
BusinessWeek, Aug. 5

LAGGING HEALTH CARE
A roundup of notable papers and articles
includes a brief review of “Why Does the
Quality of Health Care Continue to Lag?
Insights from Management Research” co-
authored by Rangaraj Ramanujam, Asso-
ciate Professor of Management, and
published in Academy of Management Per-
spectives.

The Economist, June 30

PAINFUL PAYMENTS

Covering the estimated 46 million peo-
ple nationwide without medical insur-
ance won’t come cheap. One recent
analysis puts the cost at $1.5 trillion over
10 years. Larry Van Horn, Associate
Professor of Health Care Management,
says taxing all health care benefits would
save the government about $250 billion
a year. “Just as importantly, it will result
in changes to the design of health plans

and reduction in demand for health care
services,” he says. “At the end of the
day, we can’t afford what we’re consum-
ing now, so we need to consume less.”
The Tennessean, June 15

ANTITRUST SHOWDOWN
A merger between concert promoters
Ticketmaster and Live Nation awaits
approval by federal antitrust regulators.
Critics say the merger could lead to a
monopoly within the entertainment
industry; proponents say it would enable
greater efficiencies. What's there to like
about this merger? The combined com-
pany will effectively cut out middlemen,
such as independent concert promoters,
business managers, lawyers, agents and
venue owners who want a piece of the pie,
and allow artists to deliver services
“quicker, faster, better and cheaper” to
their fans, says Luke Froeb, William C.
Ochmig Associate Professor in Entrepre-
neurship and Free Enterprise.

Time, June 10

AN UNCERTAIN FUTURE
Individual investors are rapidly losing
sources of analysis and advice, as money
set aside for independent research dries up
and Wall Street firms slash budgets.
“When [people] have to start paying for
equity research, [they] could come to the
conclusion it’s not worth all that much to
them at the margins,” says Craig Lewis,
Madison S. Wigginton Professor of Man-
agement in Finance.

Newsweek, May 5
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DYNAMIC

The marketing revolution at Owen

Photography by DANTEL DUBOIS, JOHN RUSSELL AND
STEVE GREEN

B)/ ROB SIMBECK

ike information and technol-

ogy, marketing is undergoing

a continuing revolution. The
needs and interests of consumers
and corporations are evolving, and
the means of informing them about
products and services are changing
dramatically.

Owen has met this revolution with
one of its own. The school’s market-
ing department is essentially a new
entity, bridging the gap between the
quantitative and behavioral, present-
ing a cutting-edge synthesis to a new
generation of students. As those stu-
dents apply classroom lessons, and
as alumni meet the business world’s
present-day challenges, this ener-
gized Owen team is helping to rein-
vent marketing in a digital age and
bolster the school’s reputation on

the national and international scene.
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Guiding Text

If one person could be said to embody the transition from the
foundational strengths of 20th century marketing to the new reali-
ties of the 21st, it would be Dawn Iacobucci, E. Bronson Ingram
Professor in Marketing. Highly awarded for her work at Kellogg
and then Wharton, she is a widely regarded expert on networks
and quantitative psychological research who has published in the
top journals and worked alongside marketing luminaries Philip
Kotler and Gil Churchill.

If there is a guiding text for Owen’s marketing revolution, it
may well be her new book, MM: Marketing Management. Practi-
cal, colorful and highly accessible, it is an introduction that brings
nuance and application to the basics, swapping the stodgy for the
downright sexy. It is—in layout, design, writing style, even price—

32 FarLr 2009

the perfect example of what modern marketing can and must be.
In taking for granted global business and the digital age, the book
is as cutting-edge as her work and as the department’s faculty and
direction—both of which she leads with what Dean Bradford calls
“a commitment to a shared vision of elevating our standard in the
eyes of the university, the academy and the business community.”

Tacobucci says, “Our faculty is comprised of extremely talented
marketing people who genuinely care about the student experi-
ence. We are devoted to building Owen and taking care of the stu-
dents. We’re looking to get the word out that, with the people and
programs we have in place, our marketing MBA students are
among the best anywhere.”
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JOHN RUSSELL

Consumer Behavior

One of the clearest proofs of Owen’s ability to draw top talent and
foster in it both vision and cohesion lies in the behavioral side of
its marketing department. The teamwork is epitomized in the Con-
sumer Behavior class taught by Jennifer Escalas, Steve Hoeffler
and Steve Posavac, along with Dawn Iacobucci.

“Consumer behavior is the foundation for managerial judgment
in marketing,” Posavac says. “Each of us carved out a quarter of
the class in line with our unique specialties.”

Escalas, Associate Professor in Marketing, who runs a com-
pany with her husband making and marketing customized swim-
suits, is an expert on brands, identification and culture. Hoeffler,
Associate Professor in Marketing, has a background in consulting
for P&G and IBM, and research interests that include consumer
behavior and radically new products. Posavac, E. Bronson Ingram
Professor in Marketing, who previously taught and served as
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Associate Dean at the University of Rochester, cites a long-term
interest in “how managers use what we know about people to
make better decisions.”

The application of their varied research interests to their indi-

vidual classroom work gives students a broad knowledge of tech-
nique and application. Their investment in the Owen community
does the rest.

“We get to know students on a one-to-one basis,” says Hoef-
fler, “'so we can work from what they’re interested in and where
they’re going.”

As for the bottom line, Escalas says, “‘Hire the best faculty
members you can, teach both the basics and the cutting-edge
aspects of the field, give students some immersion in the real
world, and you’ll do well.”

=\
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From left, STEVE POSAVAC, JENNIFER ESCALAS AND STEVE HOEFFLER
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Quantitative Approach

Jeff Dotson and Mark Ratchford, both Assistant Professors of
Marketing, are the department’s young guns on the quantitative
side. Dotson says he was drawn by the fact that Owen has an envi-
ronment where people enjoy working together and get along.
Ratchford heard good things about Owen from Steve Posavac,
whom he had met while at the University of Rochester.

Dotson’s work employs statistical techniques in marketing.
“Companies are drowning in data but starving for knowledge,” he
says. “'Being able to take information and turn it into actionable
insights is a huge challenge, and anyone who does analytical mar-
keting is really in demand now.”’

Ratchford’s work “‘has to do with how people relate to one
another with social networks, with the interactions among compa-
nies and people,” particularly the way companies form coalitions
and achieve synergy in developing products. He is teaching courses
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From left, MARK RATCHFORD and JEFF DOTSON

on new products and marketing strategy this year.

Both are pleased with the department’s approach and their
roles within it.

“This is an amazing group in the sense that everyone is new,”
Dotson says. “It’s really unusual for a marketing department.”

Ratchford adds, “'I think even among the quantitative types,
the kind of work Jeff and I are doing is a bit unique. My work uses
cooperative game theory, which nobody in marketing does. I kind
of knew that only places with more of a cutting-edge vision would
be interested in me.”

Iacobucci agrees on both counts. She describes both as “'nice
guys who are super-smart,’” adding, “Since we’re a small group, it
would have been safer just to go traditional, but that would be
boring, no?”

s108Na@ 13INVQ

DANIEL DUBOIS

Resume Building

Five Owen marketing students took their classroom knowledge
into the business world last semester in a pilot program that
brought the immersion concept to the department. Phoebe Zhang,
Cara Tragseiler, Shashi Shanbhag, Patrick Phillippi and Allison
Earnhart, all MBA candidates for 2010, spent 11 weeks together
under Yvonne Martin-Kidd, Executive Director of Marketing &
Communications and Adjunct Professor of Marketing. Together
they served as a consulting team on a rebranding and marketing
project for a worldwide telecommunications software firm.

“I probably learned more about marketing and brand manage-
ment from that one project than from any single class I'll take,”
Phillippi says.

The Brand Group met weekly with Martin-Kidd, who Zhang
says, “‘gave us the tools and great advice, drawing on her market-
ing background, and then she let us run with it.”

Phillippi adds, ' The great thing about Owen, is that it’s a small

school so you know everyone, but people have worked in all kinds
of industries.”

Following interviews with senior management, employees and
customers, the team made recommendations for everything from
logo redesign to improved product bundling. “We couldn’t have
asked for a better demonstration of the strength of Owen stu-
dents,”” Shanbhag says, “‘or our ability to do the job of high-priced
consultants.”

All are excited about the future of such ventures. “This pilot
program was a great addition to the marketing curriculum,”
Tragseiler says. “'I was excited to see they’re planning to expand
the Brand Group into a Capstone project and to add a Brand
Week between mods 1 and 2.”

Earnhart, who, with her colleagues, represents the face of the
department’s continuing revolution, adds, “The marketing curricu-
lum is definitely taking huge steps forward.”

From left, SHASHI SHANBHAG, CARA TRAGSEILER,
PATRICK PHILLIPPI, PHOEBE ZHANG and=s
ALLISON EARNHART
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[nvestment Opportunities

It may specialize in investor relations, but as a firm in the busi-
ness of presenting other companies, Corporate Communications
Inc. is a hub of strategic marketing. In producing, among other
things, quarterly and annual reports for a variety of small- and
mid-cap publicly held companies, it makes financial data useful to
investors, analysts, the press and public. Doing so draws heavily
on what Gil Fuqua calls the cross-training he and fellow Senior
Vice Presidents Dru Anderson and Pat Watson received at Owen.
“We are in the communications business,” Fuqua says, “‘but
what we do is largely based on a thorough and relatable under-
standing of a company’s financial picture. Our Owen training in
finance and accounting provided the right base of knowledge.”
“We always say we are marketing companies as investment
opportunities to a Wall Street audience,” Anderson says.

As in so many firms, theirs is a mixture of business basics and
ever-changing technology. “The information we deliver to the
market is the same as it was 25 years ago,” Watson says. “The
real difference is that instead of faxing or mailing it to a couple of
hundred people, you’re posting it online to countless people, and
it’s almost instantaneous.”

All have kept a close watch on Owen’s continuing transforma-
tion. “I’m very positive about the changes Owen has made in its
marketing department,” Fuqua says. “‘What has too often been
left out and what Owen is addressing is that once you’ve got the
information, how you communicate it is just as important. Owen
students learn both skills.”

L]

From left, GIL FUQ 3, MBA’75, DRU ANDERSO BA’89, and PAT WATSON,

DANIEL DUBOIS
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Capstone course provides
hands-on experience for Owen students
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cademics often like to talk about providing

“real-world experience” for their students, but

the real estate program at the Owen School

has ventured beyond the standard rhetoric.

During the 2009 spring semester, a
group of 10 second-year students took
part in the inaugural Real Estate Cap-
stone course that saw them devise a
long-term growth plan for downtown
Lebanon, Tenn., a city just east of
Nashville. The specific thrust involved
transit-oriented development. The
course was led by Jacob Sagi, Vanderbilt
Financial Markets Research Center
Associate Professor of Finance, and
Thomas McDaniel, MBA’02, Adjunct
Professor in Real Estate Finance and
Partner with Boyle Investment Co., a

real estate investment firm with offices
in Nashville and Mempbhis, Tenn.

“The motivation for the course,” Sagi
says, “is to challenge the students with
realistic development projects with tough
issues—from working with professionals
in diverse and often very different fields
to trying to balance the value added to
developers and communities.”

The Owen students teamed with 16
advanced urban design students led by
Associate Professor T.K. Davis from the
University of Tennessee’s College of
Architecture and Design. Working in a
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truly collaborative process, the Owen
and UT students devoted the semester
to identifying four potential infill devel-
opment sites within a half-mile radius
of Lebanon’s Music City Star com-
muter rail transit stop. The stop is
located near several key attractions—
the historic town square, a greenway, a
200,000-square-foot retail facility, and
Cumberland University—all potential
drivers of future development.

While the UT students handled the
design aspect of the project, the Van-
derbilt team conducted a market analy-
sis, developed marketing strategies and
detailed pro forma financial analyses of
the four sites, and researched legal
implications and potential public/pri-
vate partnership strategies to make the
development projects feasible. The
process was very practical, Sagi says, as
the students earned hands-on experi-
ence, interacted with a variety of
respected officials and—perhaps most
important—made potential profes-
sional contacts and friendships that
could prove invaluable.

B
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At the semester’s end the Owen and
UT students presented their proposals
at the Nashville Civic Design Center to
an audience of about 100, including
many from the Nashville chapter of the
Urban Land Institute. ULI members
critiqued the student recommendations
for the four sites, and the proposals
were exhibited at the design center.

“Our final presentation at the Civic
Design Center was very well-received,”
says Shelby Pool, MBA’09, who gradu-
ated in May with an emphasis in real
estate and finance. “As a group, we pre-
sented many well-researched projects and
were able to touch on both the positives
and negatives of the various proposals.”

Pool describes the Capstone course as
“real world-based.” She says, “There was
a lot of room to think outside of the box
and present creative ideas and solutions.”

From left, Professors Jacob Sagi and Thomas McDaniel
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Building a program

Sagi says the course took the students
beyond academia to help prepare them
for working within a challenging econ-
omy. Real estate development focuses
on uncovering opportunities and mini-
mizing risk in a highly complex envi-
ronment with various stakeholders
whose interests often conflict, he adds.

“It is hard to appreciate this from a
completely theoretical or traditional
case-based academic approach,” Sagi
says. “There are few programs in the
country that offer such an opportunity
to their MBA students. We’re hoping
to continue and improve on our experi-
ence this year, and hopefully create a
sustainable model for such a course that
would be the envy of other schools.”

Sagi says the idea for the program
stemmed from his interactions with col-
leagues in the real estate pro-
gram at the Haas School of
Business at the University of
California, Berkeley. Haas
stresses an interdisciplinary
experience of real estate devel-
opment and investment. The
program interacts with the UC
schools of architecture, urban
planning, law, and construc-
tion engineering.

At the time, Sagi foresaw
Owen as allowing for a differ-
ent model, but one that could
take cues from Haas. “Because
we do not have access to such a
diverse set of schools at Van-
derbilt, I floated the idea of
collaborating with the UT
architecture students to T.K.
Davis (then Design Director of
the Nashville Civic Design
Center). He was very excited
about the idea, and the rest was
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simply a matter of coordination.”

Still, a star was needed since Sagi
admits he has little expertise in develop-
ment. To fill this role he tabbed
Thomas McDaniel, a fellow professor at
Owen. “Thomas is truly the brain and
brawn behind it, and the course could
not have been managed without him,”
Sagi says. “While I tried to keep abreast
of the progress of the course during the
semester, in the end my contribution to
the whole thing was minimal.”

Sagi’s modesty aside, his visionary
move resulted in an important learning
experience, according to Owen students
who participated in the course.

Matthew Treble, MBA’09, says the
academic experience helped him better
understand the challenges developers
face in a tough economic climate. Those
challenges were amplified by the archi-
tecture students, who approached the
effort more from a creative perspective.

“The UT students were immensely
talented and did great work,” says Tre-
ble, who graduated with an emphasis in
real estate and finance. “However,
many of the designs were not economi-
cally feasible, and it was difficult to rein
in their vision for each site’s end prod-
uct. I found that to be the most inter-
esting part of the course.”

Treble says McDaniel helped the
students model the project by effec-
tively defining the parameters of each
site and the projected elements expected
to yield success for those sites. “We
were also forced to research different
sources of funding, public and private,
in order to make many of the site plans
feasible,” Treble adds.

Pool says the course provided sub-
stantial experience for those students
wanting full-time jobs in commercial
real estate. “Many students already had
some prior real estate experience,” she
says. “But for those who may have just
worked on the finance side in the past,
this course gave them the opportunity
to dig into, say, the construction and/or
development side of the industry.”

LONG-TERM BET
Kevin Kaseff MBAS9, says

Owen set tone for real estate career

By WILLIAM WILLIAMS

Twenty years can create
some distance between
a university and one of
its graduates. Not so for
Kevin Kaseff. A mem-
ber of the Class of
1989, Kaseff fondly
recalls both the friends
he made at Owen and
his academic experi-
ence. I loved the
school and the experi-
ence,” he says. “I’ve maintained those
friendships the past 20 years.”

Even though Owen offered no real
estate courses at the time, Kaseff
credits the school with putting him on
the fast track in his real estate career.
Today he is the Co-founder and Man-
aging Partner of Titan Real Estate
Investment Group Inc., a national
commercial real estate investment
firm with offices both in Southern
California and on the East Coast.

“My career success can be directly
attributed to my time at Owen,” he
says. “'I chose to pursue an MIBA
because I had reached a point where I
felt T was stagnating in my career, and
I wanted new challenges.”

The contrast between his studies at
Owen and his work in Los Angeles—
one of the nation’s most dynamic real
estate markets—provides the business-
man with an interesting perspective.

“My view of the financial world
was a 45-degree angle, and I wanted
the full 180-degree perspective,” he
recalls of his academic career. “And
clearly, Owen did that for me. Invest-
ing in real estate is about making

Kaseff

long-term bets. These are not liquid
assets, so having an MBA and knowl-
edge of the financial markets, opera-
tions, accounting and human
resources is critical.”

A native of the San Fran-
cisco area, Kaseff says he is
moderately familiar with the
Middle Tennessee commercial
real estate market. “‘*We
recently sold several apartment
complexes in the Nashville
area,” he says. “Nashville is a
strong warehouse distribution
market but a relatively small
office market.”

The broader issues and
trends facing the commercial real
estate industry, Kaseff says, are those
most businesses must address: re-
duced demand and a lack of credit. As
to Titan specifically, the company is
stable. “We are fortunate during this
capital markets meltdown that our
properties are well-leased,” Kaseff
says. “‘We have avoided using high
leverage and have been fairly conserv-
ative in our underwriting.”

Kaseff foresees a redefining of an
industry that has taken a bruising with
the country’s economic slump. “As we
come out of this recession,” he says,
“there will be more of an emphasis on
knowing real estate operations from
leasing and management and less on
pure financial engineering.”

As for Owen and its own long-term
bet in a real estate program, Kaseff is
optimistic. “There are only a few
graduate business programs around
the country that have a real estate
focus,” he says. “I believe that Owen
can compete to attract students with
this emphasis. We need more Owen
alums in our industry.”
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Pool believes the program is a benefit
not only to the students but also, poten-
tially, to would-be employers. “The
Capstone course is a great addition to
Owen’s growing real estate program,”
she says. “I think it will help local devel-
opers become more aware of the talent
at Owen and [their] growing interest in
local real estate opportunities.”

McDaniel shares Pool’s enthusiasm
for the course’s long-term potential. He
and Sagi continue to meet to discuss
feedback. The duo wants to refine the
two introductory courses: Real Estate
Finance & Capital Markets and Real
Estate Investment & Development.
“Our new initiative is to further
strengthen the school ties with real
estate alumni, perhaps the one last
missing link,” McDaniel says.

Creating that linkage is a worthy
goal, one from which the graduate pro-
gram could benefit. Given his career in
the commercial real estate industry,
McDaniel seems suited for the task. The
adjunct instructor says Vanderbilt has
made a concerted effort to ramp up its
real estate course offerings. That work
has resulted, he believes, in the pro-
gram’s competitiveness with those at
other top-tier graduate business schools.

“We want the real estate program
specifically to hold its own with the top
programs,” McDaniel says, recalling
the creation of a formal Owen real
estate program two years ago. Today
Owen students can take courses within
the real estate MBA emphasis (one of
four emphases and eight concentra-
tions). The real estate emphasis com-
prises three required courses (Real
Estate Financial Analysis, Real Estate
Investment & Development, and Real
Estate Finance & Capital Markets) of
two credits each. At least two addi-
tional hours of course work are
required from six elective courses
(Urban Transportation Planning, Con-
struction Project Management, Con-
struction Estimation, Construction
Planning, Property Law for Business
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Students, and Commercial Real Estate
Transactions). The first four courses
listed are four credits each, with the lat-
ter two being one credit apiece. The
Real Estate Capstone course can be
taken for four elective credits.

“We are competitive with other
top-level MBA programs that offer a
concentration in real estate,” says
McDaniel, who graduated from Owen
himself in 2002.

He describes the Capstone course as
the equivalent of a thesis project: “It’s
intended to be a culmination and sum-
mation of all the tools the students
were equipped with during their two
years at Owen.”

Ryan Seibels, MBA’09, who recently
obtained his MBA from Vanderbilt
with an emphasis in real estate and
finance, says he feels the real estate pro-

gram holds its own with any other simi-
lar graduate program in the nation. He
says the curriculum prepared him well
for a difficult economy.

“The challenge now is growing the
number of students who are interested
in pursuing a career in real estate,”
Seibels says. “If that number can con-
tinue to increase and those alumni are
willing to give back to the school, then
the real estate alumni network will only
grow. That’s how the top-tier real estate
schools excel.”

Future developments

Seibels describes the partnership with
the UT architecture students as unique.
He also says interacting with Lebanon
officials and community members—and
assessing how the Music City Star tran-
sit stop could one day greatly benefit the
town as a mixed-use node—proved
interesting. “It greatly helped shape the
developments that we proposed at the

end of the course,” Seibels says.

However, such a major academic
undertaking does not come without its
difficulties, he adds. “The logistics
alone made the course somewhat chal-
lenging,” he says. “While working with
UT students provided great benefits for
us, it was difficult because we could not
just call or e-mail them and set up a
meeting to really dive into their designs.
Instead we were left to assemble about
once a month to hear new ideas and
designs and to try to solve problems
and discuss all issues.”

Sagi says the concept for the project
course was very fluid and experimental.
He and McDaniel anticipated the chal-
lenge—and, at times, difficulty—in
coordinating between the UT and the
Owen students. Lebanon officials
helped ease the occasional stress.

“I think we were all pleasantly sur-
prised by the interest paid to the
endeavor from the community in
Lebanon,” Sagi says. “There was signifi-
cant participation in the various meet-
ings held, and it was important for our
students to see how the planning
process unfolds and experience the
potential excitement and tension associ-
ated with a mixed-use urban revitaliza-
tion project.”

Magi Tilton, Planning Director for
the City of Lebanon, served as the local
coordinator for meetings and public
input. She praises the Owen students’
work, which included potential lease
rates, rate of return on investment and
analysis of potential project phasing.
Though her contact with the Owen stu-
dents was minimal, Tilton came away
impressed with their presentations and
professionalism.

“The feedback I received from resi-

dents and business owners was that they

STEVE GREEN

were excited about the possibilities that
were presented,” she says. “This was an
educational experience for our citizens
to learn about development and design
opportunities. The City of Lebanon
Planning Department plans to build on
this work by keeping the communica-
tion lines open and continuing to pro-
vide information regarding alternative
design and funding options.”

As to what the Owen students’ pro-
posals might one day render, Tilton is
optimistic. “T hope the ideas and infor-
mation presented by the Vanderbilt and
UT students will spark an interest and
lead property owners and developers to
build on the student projects in their
plans for development here in Lebanon,”
she says.

Time will tell if the Owen students’
analyses and recommendations actually
will be realized. However, UT’s Davis,
one of the state’s most respected archi-
tects/planners, says the Owen students
did a “fantastic” job of learning how to
balance design, construction and city
planning with the art of real estate
deals and the often arcane elements of
the industry.

“I was very impressed with the Van-
derbilt students, and I would say things
went as well as could be expected given
the logistical challenges,” he says. “In
some ways we simulated the real world
of design and development, where the
client investor may be based in one city
and the design team in another, with
periodic face-to-face meetings supple-
mented by telephone and Internet
communication.”

Davis says the students’ work
revealed that transit-oriented develop-
ment of a very high quality could be
profitable for a developer if the existing
Music City Star Lebanon station site
(which is controlled by the Nashville-
based Regional Transit Authority)
could be either purchased or leased for
development.

“This would be a win-win for the

city and for ridership on the Music City

From left, Ryan Seibels and Matthew Treble

Star,” Davis says, adding that about
250 dwelling units could yield as many
as 375 daily commuters on the train.

The three other sites within a 2,500-
foot walking radius of the station did
not project to be profitable for high-
quality development without the use of
tax increment financing, he says. Tax
increment financing uses future gains in
taxes to finance current improvements.
It is the primary urban redevelopment
tool in use today in the United States.

“With the designation of an urban
revitalization area in and around the
historic town center of Lebanon, tax
increment financing could be utilized
as a tool to make other sites viable for
profitable development,” Davis says.

The Owen students would be
pleased to see such a scenario unfold.
Actual future development that takes
into consideration their financial, mar-
ket and legal analyses would validate
their academic labor.

“We were pretty certain if anything
comes out of it, it will be years down
the road,” Treble says. “But we’re hop-
ing something happens. We've done

most of the heavy lifting, so it would
be nice if a developer could hit the
ground running in the future. It would
add legitimacy to the Owen program
and our efforts.”

Regardless, the team benefited
greatly from the experience, one that
will be repeated in some form as Owen
continues to use the Capstone course
to elevate its real estate presence.

“The Capstone course is crucial to
the real estate experience at Owen,”
Sagi says. “After a ‘burning-in’ period
in which we learn to maximize the
value of the students’ time and how to
coordinate between the various disci-
plines, we’re hoping to also involve at
some point—in addition to architec-
ture students—graduate students from
the School of Engineering, Peabody
College’s Community and Research
Action [program], and the Vanderbilt
University Law School.

“Yes, we like to dream big. We will
have something worthy of national
renown in the education of real estate

MBA students.” VB
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10 access the following podcasts and
videos, please visit www.owen.vander-
bilt.edu or the Owen page on i Tunes U
(www.vanderbilt.edu/itunesul).

SPECIAL TOPICS AND
SPEAKERS

Charles Holliday, Chairman of the
Board at DuPont (video)
Holliday addresses the Class of 2009 at

Commencement.

Debora Guthrie, MBA’79, President
and CEO of Capital Health Manage-
ment Corporation (video)

Guthrie speaks at the annual barbecue

during Alumni Weekend.

Tami Fassinger, Associate Dean of
Executive Programs at the Owen
School (audio)

Fassinger talks about Owen’s decision
to transition its Executive MBA pro-
gram from an alternating Friday-Satur-
day schedule to an alternating
Saturday-only format.

FEATURED RESEARCH
Lobbying expenditures yield big
returns (audio)

When it comes to lobbying, more firms
are getting into the game. Recent
research by David Parsley, E. Bronson
Ingram Professor in Economics and
Finance, provides a picture of just how
profitable such activities can be.
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INSIDE QUOTES

Podcast and Videos

from the Owen School

I HAVE NEVER SEEN A DECLINE IN ECONOMIC ACTIVITY at the rate of speed that
happened after last September in this country. And what made it really unique was

that within a few months it became an almost worldwide phenomenon so that the

whole industrialized world was in recession.

— Paul Volcker, President Obama’s Senior Economic Advisor and former Chairman of the
U.S. Federal Reserve, speaking about the current economic crisis at the Financial Markets

Research Center Conference

Thinking like a CEO (audio)

Leading a company often involves a
paradox. The skills that propel a person
to the top—whether an entrepreneur
building a new business or someone ris-
ing through an established program—
may not be the skills most essential for
guiding the entire enterprise as a chief
executive. Michael Burcham, Professor
for the Practice of Management, David
Furse, Adjunct Professor of Manage-
ment, and Kimberly Pace, Clinical
Assistant Professor of Management,
reflect on qualities that characterize how

CEO:s think and behave.

Hiring advice for employers (audio)
Even in a tight job market, high-pres-
sure recruitment tactics can poison the
employer-employee relationship.
Research by Ray Friedman, Brownlee
O. Currey Professor of Management,
shows that a perceived mistreatment
during the recruitment process can
prove costly for the employer months or
even years down the road.

Owen on YouTuhe

Watch Owen’s faculty discuss their

areas of expertise:

Innovation — David Owens, Clinical Profes-
sor of Business Strategy and Innovation

Process design and improvement — Nancy
Lea Hyer, Associate Professor of Opera-
tions Management

Health care — Larry Van Horn, Associate
Professor of Health Care Management

Leadership — Dick Daft, Brownlee 0. Cur-
rey Jr. Professor of Management

Marketing — Dawn Iacobucci, E. Bronson
Ingram Professor in Marketing

For more videos check out Owen’s
channel on YouTube:
www.youtube.com/VanderbiltOwen

INFORMED OPINION
contmnued from page 17

from 2001 to freeze all assets of Lands-
banki in the U.K.

The U.K. authorities also used their
powers to bring down Singer & Friedlan-
der, Kaupthing Bank’s subsidiary in the
U.K., with brute force. This move guar-
anteed the fall of Kaupthing and was, in
the eyes of many, a low blow by the
British. On that very same day the
British government announced a rescue
package for U.K. banks—that is, all
banks other than the one owned by an
Icelandic bank.

The Icelandic Central Bank failed
miserably in maintaining a responsible
and stabilizing monetary policy. It

brought interest rates up to 15.5 percent
in a fight against imaginary inflation.
This policy drove up the value of
Iceland’s kréna, the world’s smallest
floating currency, and created an oppor-
tunity for carry trade, wherein investors
borrowed in low interest rate currencies
and invested in kréna. This further drove
up the value of the kréna, resulting in a
huge trade imbalance, which in the end
caused the kréna to collapse even before
the banks.

When the monetary policy of the Cen-
tral Bank is viewed in context, it is diffi-

cult not to put the brunt of the blame for
the meltdown squarely in the lap of its
directors. In fact, chances are anyone
could have done better than they did. But,
of course, the Central Bank was working

Now it's easier than ever to be smartly
Owen gear. If it's not convenient to-
just click to owengear.com for

under adverse conditions at the time, and
it would be unfair to say that one group
was more at fault than any other. In reality
there was no single, simple reason for the
collapse. It was the result of a confluence
of unfortunate decisions and circum-
stances—ones that Icelanders hope will
never be duplicated again.

OLAFUR ARNARSON earned his MBA from
Vanderbilt in 1996. Since then be has
worked extensively with Icelandic companies
investing in the UK. and Scandinavia,
including ar Lehman Brothers in London.
He is also the author of a bestselling book
about the Icelandic banking collapse. VB
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With OwenConnect—our online directory for alumni— OWQI]COIlIleCt

it's easier than ever to remain an active part of this vibrant place. OWEN GRADUATE SCHOOL OF MANAGEMENT
ALUMNI ONLINE COMMUNITY
¢ Update and maintain your online directory profile
e Easily find classmates and alumni with the robust search functionality
¢ Submit and view class notes (promotions, family news and educational updates)
e Access career resources (resume and job postings, career counseling and assessments)
e Discover articles, podcasts, faculty research and current Owen news
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BRIDGE TO SUCCESS
continued from page 26

Recognizing this market need, he
developed a travel site that would appeal
to college students and launched it in Jan-
uary 2009 using Vanderbilt as a test
school. Immediately 2,000 students
signed up. The Long and Louv Fund
allowed him to spend the summer focused
on the company, building relationships
with others in the Web-based travel indus-
try, doing some traveling himself and
meeting other students to find out what
their specific needs are.

Meanwhile Thomas Bernstein and
Miguel Coles, the other recipients of the
stipend, spent the summer launching a
marketing platform to kick-off their
mobile phone application, Nashville
Pulse. Their original idea was to install
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low-cost digital media screens in residen-
tial elevators, but they ultimately redi-
rected their energies toward consumer
mobile phones.

Bernstein and Coles hired three Van-
derbilt undergraduates—Will Green,
Mike Slade and Riley Strong—to help
shape an application that delivers event
information, including descriptions and
coupons, to smart phones using GPS-tag-
ging capabilities. “A student down at
Broadway and Fourth leaving a restaurant
and looking for a music venue would find
out there are 15 bars around playing great
music. They could access our tool to see
which three have deals. It’s a powerful tool
because you're delivering the message at
the moment and location of the sales deci-
sion,” Bernstein explains.

Bernstein says more important than the
grant money is the confidence boost they

VallEYIhyIrIVETSTaIlfaitroat S 01D eEdnd Imibrat o ruirorgUWen stinaugutal

received from their idea being selected for
the stipend. “When you’re sitting there
with what you feel is a great idea and plan,
but with no money to fund it, you can’t
help but doubt your ability to make your
vision a reality,” he says. Coles adds, “This
experience has been much better than any
internship I could imagine.”

Testaments like these remind the Longs
and Louv why they decided to create the
fund in the first place. Just as Owen has left
a lasting impact on their own lives, their
gift is now doing the same for others.
Although it is only in its second year of
existence, the stipend program is already
putting students on a bridge to entrepre-
neurial success.

Or as Coles puts it: “It moves us into a
different dimension of creating jobs rather

than seeking them.” VB
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Holland, Germany, France and Switzerland

July 2-12, 2010

4 i This jodrney i§ open to all Vanderbilt alunmi,-'parents and-friends, so.please don’t c'lelay. Reserve your spot today! For more information, call (615) 322-2929.

FACULTY IN FOCUS
continued from page 14

expand Owen’s portfolio of programs in
key industry sectors such as health care, law
and sustainability.

New Appointments
Bruce Barry
Brownlee O. Currey Jr. Professor of
Management
Barry has conducted vast research and
written extensively on social issues in
management. He is the author of Speech-
less: The Erosion of Free Expression in the
American Workplace, which examines free

expression and workplace rights from
legal, managerial and ethical perspectives.

Paul Chaney

E. Bronson Ingram Professor in Accounting
An expert in financial accounting and
financial statement analysis, Chaney
recently co-authored a landmark study
that found a direct correlation between
the public perception of an auditor’s rep-
utation and a company’s market value.

David Parsley

E. Bronson Ingram Professor in Economics
and Finance

Parsley’s current research focuses on
exchange rates and the integration of
goods and services markets, financial
markets and labor markets. He has also
measured the effects of political connec-
tions on firm financial performance.

Steve Posavac

E. Bronson Ingram Professor in Marketing
Posavac is an expert in the field of con-
sumer judgment and decision processes,
including perceptions of value, and
advertising and persuasion.

Jacob S. Sagi

Vanderbilt Financial Markets Research
Center Associate Professor of Finance

Sagi, an expert on financial economics
and decision theory, has conducted exten-
sive research on asset pricing and decision
making under risk and uncertainty.

Gary Scudder

Justin Potter Professor of Operations
Management

Scudder’s research interests include busi-
ness strategy and operations manage-
ment. He has consulted with a number
of large corporations, primarily in the
areas of managing new product develop-
ment and strategic planning.

Richard H. Willis

Anne Marie and Thomas B. Walker Jr.
Associate Professor of Accounting

Willis has studied the effect of security
analysts’ earnings forecasts on analysts’
performance evaluation, the determinants
of persistence in analysts’ stock picking
ability, and the effect of investor sophisti-
cation in interpreting analysts’ stock rec-
ommendations, among other topics.

Faculty Awards and
Nick Bollen, E. Bronson Ingram Profes-
sor in Finance, received the Faculty
Research Impact Award. One of his early
papers, an analysis of the impact of deci-
mal pricing on mutual fund trading
costs, proved especially groundbreaking.
His most recent work showed that
mounting restrictions on hedge fund
withdrawals can erode investor value by
as much as 15 percent.

Michael Burcham, Clinical Professor of
Entrepreneurship, was selected by the
Executive MBA Class of 2009 to receive

the Executive MBA Outstanding Profes-
sor Award.

Dewey Daane, Frank K. Houston Pro-
fessor of Finance, Emeritus, has retired
after more than three decades of service
to Owen. He was appointed by President
John F. Kennedy to the Federal Reserve
Board and represented the United States
from 1963 to 1974 as one of the two
U.S. Deputies of the Group of Ten in
their frequent meetings related to the
international monetary crises.

Michael Lapré, E. Bronson Ingram
Associate Professor in Operations Man-
agement, received a 2008 Manufacturing
& Service Operations and Management
(MerSOM) Meritorious Service Award
for providing timely, unbiased and
thoughtful reviews of manuscripts sub-
mitted to the journal.

Craig Lewis, Madison S. Wigginton
Professor of Management in Finance,
was selected by the MBA Class of 2009
to receive the James A. Webb Excellence
in Teaching Award. Lewis teaches Cor-
porate Valuation, one of the most
beloved (and feared) classes in the MBA

program.

Richard Oliver, Professor of Marketing
at Owen since 1990, has been named
Professor, Emeritus. A renowned
researcher and pioneer in the field of con-
sumer psychology, Oliver received the
prestigious 2008 Sheth Foundation//our-
nal of Marketing Award for his work,
titled “Whence Consumer Loyalty.”

Jacob Sagi, Financial Markets Research
Center Associate Professor of Finance,
received the Faculty Research Productiv-
ity Award for his extensive analyses on
financial economics and decision theory.
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CORPORATE SPOTLIGHT
continued from page 29

Coast and Buenos Aires, which at certain
times of the year is six hours ahead,” he
says. “Being on the East Coast, I feel like
I’m the one setting the pace.”

Ilabaca’s broader role within the orga-
nization has allowed him to be involved
in business development and rebranding
efforts. “I always find new projects.
That’s what’s so wonderful about media.
I¢’s always changing,” he says. In
2008-2009 Ilabaca oversaw the launch
of the new on-air, off-air and online
image packages for each of FPAS’s three
television channels: Fox Sports en
Espafiol, which serves the U.S. Hispanic
market, and the two Fox Sports Latin

America channels that serve Mexico,
Central and South America. The three
channels have more than 26 million sub-
scribers combined.

Premios Fox Sports, however, contin-
ues to be Ilabaca’s primary focus. “I'm
proud that it remains the only awards
show of its kind. There are no other
programs around that specifically recog-
nize and celebrate the achievements of
Latino athletes the way we do,” he says.
The show comprises several different
categories that honor Latino athletes in
soccer, baseball, tennis, basketball, box-
ing and motor sports. Each year the
scope of the show grows, and new wrin-
kles are added. In 2008 Premios Fox
Sports was held outside the United States

for the first time—both in Mexico City
and Buenos Aires within a three-week
period. This December the show will be
produced at Hard Rock Live in Holly-
wood, Fla.

Yet as the spotlight grows, Ilabaca is
careful not to be blinded by it. He has
not forgotten how far he has come and
what got him there.

“T have an MBA, but it wasn’t
beneath me to clean out a storage facil-
ity. No matter how entitled you may
feel because of your degree or your past
experience, you sometimes have to
assume a lesser role,” he says. “From
there you just have to make the most of

every opportunity.” VB

BOTTOM LINE
continued from page 56

The Owen LinkedIn group has more
than doubled in size since October 2008:
from 800 members to 1,900 members
(as of early fall). Here’s how to join:

* Visit www.linkedin.com and sign up
for an account.

* Visit the Social Media page on
Owen’s site and click on “Owen on

LinkedIn.”
* Click the “Join this Group” button.

* Start networking! LinkedIn can be
invaluable for a job search. Try find-

ited to 140 characters. Users send mes-
sages (“tweets”) to others who have
signed up to follow their updates. Owen
uses Twitter to send out real-time infor-
mation about alumni events, such as
happy hours hosted by the school in
various cities around the country.
Alumni news, like promotions, career
changes and new business ventures, are
also posted to Twitter.

Here’s how to follow Owen on
Twitter:
* Visit www.twitter.com and sign up

for an account.

* Visit the Social Media page on

Other social media sites

Owen also has a presence on YouTube
and iTunes, with school-related videos
and podcasts of lectures and campus
speakers. To check out these sites, just
visit Owen’s Social Media page.

Dive in!

These various social media sites may
seem overwhelming, but don’t be afraid
to give them a try. Keeping in touch
with the Owen community has never
been easier.

SUZANNE FEINSTEIN earned her Executive

MBA from Vanderbilt in 2001. She works

“My ability to earn income

IS very much a product of having a degree from Owen.
| believe | should share a part of that with Vanderhbilt.”

—Jackie Shrago, MBA'75

Nashville entrepreneur Jackie Shrago

has always been a firm believer 1n giving annually

Owen’s site and click on “Owen on Plus, she has the satsfaction of knowing that she

Twitter.”

¢ Click the “Follow” button.

ing other Owen community mem- as a Senior Marketing Manager at the created an enduring legacy at Owen.

bers who work within your target
industry or geographic location.

Ouen Schial. If you have any quessions or = to Owen. When she wanted to nerease the impact “This plan 1s financially advantageous for both me

and Vanderbilt,” Jackie says. “If [ had known about

1t, [ would've done 1t much earlier”

suggestions regarding social media, please
feel free to e-mail her at
suzanne.feinstein@owen. vanderbilt.edu,
or contact the Owen School through Face-
book or Twitter. VB

e Check your Twitter page regularly of her philanthropy, she worked with Vanderbilt's

for updates from Owen. You can
keep up with Twitter online or by

* Do you have a business question? T i . .
Post your problem to the discussion Planned Giving office to create a charitable remainder

board and let other Owen members trust, which offers the following benefits:

using your mobile phone. To find out how you can create a steady income

help you solve it.

« To find other people or organiza- - lifetime payments; stream for yourself while supporting Owen,

Twitter tions to follow on Twitter, click
Twitter is a way to stay in touch with

the world through short messages lim-

« charitable deduction; and call Vanderbilt's Planned Giving professionals

- avoid upfront capital gains tax when trust is funded  ac (615) 3433113 or (888) 758-1999 or ¢-mail

with appreciated stock.

through Owen’s “Following” list.

plannedgiving@vanderbiltedu.
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N FALL 2008 THE ECONOMIC
CRISIS SEEMED to fuel a need
for connection. At Owen we
noticed a large spike in the number
of people asking to join the school’s
group on LinkedIn, a networking
Web site for professionals. This got
us thinking about Owen’s
presence on other social

media sites, like Facebook and
Twitter, and how we might
help alumni stay in touch

with each other and the school.

With help from the Marketing &
Communications office at Owen,
school-related groups are now growing
rapidly and organically online. Alumni
are reconnecting with classmates, dis-
covering job opportunities and develop-
ing valuable business connections. They
are also receiving the latest news from
the school through Twitter feeds, a
Facebook fan page, YouTube videos
and iTunes lectures.

If you haven’t done so already, we
encourage you to explore the various
social media sites out there. Signing up
is easy and free. Here are a few ways to
get started:

Facebook

Facebook is a wildly popular and fun
way to keep in touch or reconnect with
classmates on a social basis. There are
now more than 300 million people
around the world who use the site.
Facebook allows its users to customize
their personal profiles by posting status
updates, uploading photos, joining
groups and becoming “fans” of just

56 FaLL 20009

Social Media 101

Connem‘ng with the Owen community online

B)/ SUZANNE FEINSTEIN, EMBA’OQO1

Owen-related groups are growing
rapidly on social media sites like
Facebook and Linkedin.

about anything under the sun, includ-

ing the Owen School. Users receive

updates regarding their friends, groups
and fan pages through what is known as
the News Feed, which appears on every
user’s home page.

The Owen Facebook alumni group
has nearly tripled in size since October
2008. Here’s how to join:

* Sign up for a Facebook account at
www.facebook.com. Be sure to add
Vanderbilt and the year you gradu-
ated when creating your profile. This
will help you and other classmates
find each other.

* Visit the Newsroom page on Owen’s
Web site and select “Social Media.”

¢ Click “Owen on Facebook” and then
“Become a Fan.” From time to time,
you will receive valuable updates
about Owen on your Facebook

home page.

* Click “Owen Alumni Group on
Facebook” and then “Join Group.”
By becoming a member, you can
connect with other alumni.

* Search for other Owen groups. Try
typing “Vanderbilt Owen” in the
search box. You will find several
“Class of” groups, some of which are
more active than others.

* Search for your classmates. Try typ-
ing a name within quotes (“First
Last”). If you get too many results,
or don’t recognize your friend from
the thumbnail photographs, select
“My Networks” from the drop-down
box. That may narrow the results
enough to reveal a classmate.

LinkedIn

The LinkedIn networking site is to
business what Facebook is to friend-
ship. The site now boasts a membership
of more than 43 million business pro-
fessionals from more than 200 coun-
tries and territories. LinkedIn users
create profiles summarizing their pro-
fessional accomplishments and then
invite “trusted contacts” to connect
with them and their networks. These
networks give users the opportunity to
search for job openings, collaborate on
projects, and gain business insights
through discussions.

Continued on page 4
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How will you make a difference?

The alumni above have chosen to add value to Owen in meaningful ways that best fit their
needs. Whether you choose to help recruit new students, hire Owen graduates, speak to
classes, mentor students, lead a local alumni chapter, host an alumni event, support the
school financially or attend a class reunion, your active connection to Owen ensures the
school’s continued success and growth. Learn more about how you can make a difference
at owenalumni.com.

VANDERBILT UNIVERSITY

OWEN GRADUATE SCHOOL OF MANAGEMENT

owenalumni.com
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