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M BA and EMBA students
journeyed overseas this
past year on two separate

educational whirlwinds to get a
�rsthand look at multinational
business.

Second-year Executive MBA stu-
dents traveled to Paris, Brussels, Ams-
terdam, and Utrecht to gain a greater
understanding of the changing and in-
tegrated market of the European
Union. Of the many activities, one
highlight was their visit to INSEAD,
the leading European business school,
says Martin Rapisarda, associate dean
of executive education. They also en-
joyed their time at Cap Gemini/Ernst
& Young, a major consultancy in Eu-
rope based in Utrecht, where they ob-
served a demonstration of new high-
tech products and enterprise manage-
ment software, and presentations on
retail marketing.

After Paris, the Health Care EMBA
contingent diverged to London, where
they visited Brocklebank Health Care,
St. George’s Hospital Tooting, West
Middlesex University Hospital, and
Ashurst Morris Crisp, an international
law �rm.

Ireland, the fastest growing
economy in Europe for the past six
years, was the destination for the

MBA Seminar in International
Management Issues. The focus of the
trip was on three “live” market entry
analyses. Students met with various
businesses and industry observers in
Dublin in connection with class
projects, and formally presented
�ndings and recommendations after
returning to Nashville.

EMBA/HEALTH CARE/MBA TRIPS ABROAD

EMBA students in Paris
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Enron, Owen Get It Together
W hat do you get when you

cross Enron Corporation,
one of five corporate gi-

ants that “get it,” with Owen, one of
10 business schools that “get it”? En-
ergy, of course, and not just the kind
that Enron packages and trades. Ener-
gy of imagination, innovation, and
implementation.

Enron was praised by Business 2.0in
June 2000 as one of five corporate gi-
ants with the brightest prospects for
Net-economy survival. And it has not
let them down. Originally a pipeline
business, Enron morphed itself in the
mid-80s after deregulation into an in-
novative marketer of natural gas and
electricity. At the dawn of the Inter-
net, Enron again proved that big need
not mean slow. In November 1999,
they quickly rolled out EnronOn-
line.com, an e-commerce trading site,
immediately changing the entire in-
dustry. The largest Web site in the
world, they handle about 5,000 trans-
actions per day, with more than 1 mil-
lion transactions and $525 billion of
commodities traded in its history. 

How did this old economy business
transform itself so successfully into a
new economy business? Through in-
novation, entrepreneurship, and flexi-
bility, says Mark Koenig, Enron
executive vice president.

“The entire organization is struc-
tured to take advantage of new and
innovative opportunities,” says Dou-
glas Fuehne, ’98, a manager who cre-
ates and markets new Web-based
business-to-business automation tools.
(EnronOnline.com in fact was practi-
cally up and running before top man-

agement even knew about it.) “After
becoming efficient at applying their
technology to their own commodities,
they now use it to trade other com-
modities such as paper, steel, and
bandwidth.”

“Enron is effectively a collection of
many smaller companies,” adds Susan
Edison, ’98, an IP (Internet Protocol)
trader for Enron Broadband Services,
who earlier made oil and gas invest-
ments, and worked on water privati-
zations for Enron in its London office.
“If you have an idea for a new busi-
ness, you are encouraged to pursue it,
as long as you can show how the val-
ue is developed for Enron.”

“Enron is an intersection of a start-
up, an investment bank, and an ener-
gy company,” says Vikas Dwivedi,’00,
an associate in the rotation program.
“It’s a moving target, and if you’re af-
ter comfort, you won’t enjoy it. But if
you want to get both ‘broad and deep’
in your business experience, Enron is
your place. We are big, but we still act
and think like a small company.”

Industry Standardthis past April
highlighted Owen as one of ten

schools that “get the new economy,”
saying it is “known for its strong e-
commerce curriculum and research,
and produces an unusually high num-
ber of students interested in the new
economy.” 

But “getting” the new economy is
not the only thing Enron and Owen
have in common. Try finance and
teamwork. Owen’s excellent finance
program prepares students to work at
Enron where they trade commodities
often more complex than many on
Wall Street. And the teamwork
stressed at Owen is also an essential
part of the Enron environment. 

Enron is growing so quickly that
they are adding a 40-story building
across the street from their 50-story
headquarters building in downtown
Houston. Although Owen’s contin-
gent is small (twentysomething) they
are proving they have the right stuff
to help fuel Enron’s success. And with
Owen’s increased emphasis on entre-
preneurship, more and more alums
are sure to find Enron’s innovative at-
mosphere a good match.—Beth Matter

NEW
CONCENTRATIONS

O wen faculty recently
approved two new
concentrations of study:

strategy, coordinated by Mark
Cohen, associate professor; and
human and organizational
performance, coordinated by Ray
Friedman, associate professor. The
latter incorporates the existing
organizational management and
human resources concentrations.
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Entrepreneurs see opportunities
where the rest of us see prob-
lems; they see new relation-

ships where we see barriers to change;
they craft new businesses to change
society while we defend the status
quo. Entrepreneurs are change agents
who build structures and relation-
ships (called businesses) that improve
society, create wealth, and provide
interesting jobs for thousands of peo-
ple.

Innovative Thinkers
Entrepreneurs seek ways to turn
ordinary ideas into successful
enterprises. Consider the idea of
providing physicians access to all
materials presented at medical
conferences. A typical convention
has plenary sessions, parallel sessions,
and poster displays. Physicians at
meetings often skip one event to
attend another, and some cannot
attend at all because of conflicts or
time restraints.

The problem: How to make all
materials available to all physicians.
Answer: Videotape the material and
sell access to doctors. Sounds simple
enough. But selling to doctors is not
easy. They are busy, have little time
to talk to salespeople, and pay even
less attention to mail advertisements
than the rest of us. Furthermore,
marketing directly to physicians is so
expensive it is impractical. Digiscript,
a Nashville-based company, solved
this problem by working with
medical societies. The societies offer

the material to their members and
benefit by receiving part of the
Digiscript fee. Digiscript benefits
because it avoids a significant
marketing expense.

Entrepreneurs often find creative
ways to use their customers. Dan Proc-
tor,  ’83, founder of Passport Commu-
nications, developed a Web-based
product that allows staff in doctors’ of-
fices to verify insurance information
(among other things) on patients.

Dan looks for disgruntled
customers because “They tell you
what is wrong with your product.”

He relates a case in which an
employee in a medical office disliked
his Passport product so much she
complained about it continually.  

At a user group meeting, Dan did
not open the floor for comments at
the end of his presentation but went
directly to the unhappy customer,
gave her the microphone, and asked
her to explain the problems with the
product. The system wasted a lot of
her time, she said, as she enters
patient identifier numbers all day,
and every time she enters one, it
takes about 15 seconds to respond.
Dan said he could modify the system
to allow her to enter multiple patient

numbers before getting a response.
“That would be great” was her reply.
He soon had a test version for her to
use, and when she was satisfied, he
made the change available to all
Passport customers. 

Risk reduction
Entrepreneurs are thought to thrive
on risk; some even believe entrep-
reneurs seek out risk. Successful
entrepreneurs, however, manage risk
rather than seek it.

With a new startup, managing risk
often involves controlling the cash
burn rate. An entrepreneur who
raises $600,000 to cover the first two
years of operation can easily spend
the money during that time, but the
smart one will try to spend the
money over four years. How do you
do this? Locate in a low rent area and
buy furniture from used furniture
stores; negotiate with equipment
suppliers to spread payments over
three years instead of paying up front;
share resources like copiers, fax
machines, and conference rooms

SUCCEEDING IN A HIGH-TECH WORLD
Owen Conference Examines Entrepreneurship on the Technology Frontier

Business today is filled with
rainbows and brick walls. Life
is good for those with a great

idea and top-notch business plan.
New companies with amazing tech-
nologies are springing up overnight,
creating billions of dollars of wealth.
Businesses without a clear vision and
understanding of today’s economy,
however, run the risk of crumbling at
the hands of a nimble startup. How

do you make sure you have a winning
edge?

An Owen School/Goldman Sachs
conference held October 13, 2000,
provided some guidance. The
conference on Entrepreneurship on
the Technology Frontier examined
entrepreneurship from various angles:
how to get money from a venture
capitalist, crisis management, impact
of technology on the economy, and

emerging opportunities in healthcare,
education, and overseas.

This year’s conference, scheduled
for October 26, will examine
technology-based enterprises,
especially those related to
biotechnology and information
technology. For more information,
visit this Web site: http://mba.
vanderbilt.edu/entrconfs/conference2001
/confpages/conf.htm.

“Ninety-five percent of the wealth in the U.S. has been created

since 1980. And in the 1990s, we surpassed what had been con-

sidered ideal employment levels. Where did the new jobs come

from? The entrepreneurial sector. Twenty-five million new jobs

were created during the same time period the Fortune 500 lost

four million jobs…. 

“When looking for an industry to go into, where should you

put your money? Look for an S curve, for an industry that has me-

andered along and for some reason suddenly has an S curve. That

is a region of opportunity for financial and technological invest-

ment, and what venture capitalists are also looking for….

“Questions to ask yourself about your business—Am I headed

in the right direction, or is the wind in my face? What is working

and what isn’t? Am I in a linear mode or exponential mode? Am I

in a region of slow change or fast change? You can’t force a tech-

nology in the marketplace; you have to create the reason and

need for it.” —H. Lee Martin, plenary speaker, director, Tennessee Techno-

preneurial Leadership Center, and founder of TeleRobotics International, Inc.,

now iPIX

“Customers understand that technology is moving fast, but they

don’t know where or how—it is shifting under their feet. Executives

fear there is someone in a garage today reconstructing their busi-

ness and that they are going to get ‘Amazoned.’ But entrepreneurs

also have to understand how quickly everything is moving in order

to understand and measure the market opportunity for whatever

they are creating in their garage….

“Internet commerce soon will surpass a trillion dollars, but the

real gains are from doing business in this manner. Cisco achieves

savings through the Internet by using seamless communication

within the organization, handling trouble calls and software up-

grades over the Web, and making data available electronically, en-

abling us to close our books in a day….

“Using supply-chain management, no Cisco employee touches

the order or product before it goes to the customer. Supply-chain

management is a huge opportunity in entrepreneurship now.

Someone needs to help smaller companies—those that make

screws and bucket seats for example—get linked to the Internet so

they can participate in supply-chain management.”—Tom

Stevenson, plenary speaker, retired vice president of Global Partners Cisco 

Systems, Inc.

THINKING LIKE AN ENTREPRENEUR
B Y  G E R M A I N  B Ö E R

Entrepreneurs are

thought to seek out risk;

successful entrepreneurs,

however, manage risk

rather than seek it.

Böer
NEIL BRAKE

A GUIDE FOR TODAY’S ENTREPRENEURS
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