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Proposal

We are inviting a select few companies to become Corporate Partners of Wharton’s e-Business Initiative with all the rights and priviledges described herein.

Rationale

The New Frontier in Business and Business Education

The Internet is revolutionizing business at a phenomenal rate, driving a boom in online entrepreneurship and the transformation of bricks-and-mortar companies around the world.  Today’s business leaders must be prepared to manage the diverse challenges of the e-Business marketplace, an environment that is increasingly competitive and evolving at Internet speed.  In addition to the Internet, a host of technological innovations have increased access to information, created new analytical and decision-making tools and transformed communications systems, opening up tremendous opportunities and risks for organizations on a global scale.   

The long-term impact of this revolution is clearly evident to our current students, many of whom have dot-com success stories before even leaving campus.  Olukunle Malomo, a second-year MBA student at Wharton was recently profiled in a Wall Street Journal article entitled “Are MBA Students Giving Up on the Net? Not for a Nanosecond.”  Malomo has raised $1 million to back his business plan for Hummingbox.com, a business-to-business wireless application service provider, in addition to winning a $10,000 prize in Wharton’s annual Business Plan Competition.  Beyond start-up companies, traditional firms have also been recruiting top graduates who are able to negotiate the complex world of e-Business and demonstrate the ability to create change through entrepreneurial leadership. 

For business schools, the new economy and its new technologies are challenging traditional teaching models, forcing faculty to question what they teach, how they teach and who they teach.  In the increasingly competitive enviroment of management education, the traditional focus on undergraduate and MBA students is rapidly shifting to mid-careeer and senior executives who need to get up to speed quickly and stay current in the e-Business environment.  There is a growing need to develop new educational models designed to provide life-long learning opportunities for business leaders at all levels.  These new curricula must be available on demand; accommodate the time constraints of mid-career and senior managers; and utilize new delivery systems.  At the same time, there is a pressing need to study this new economy, to understand its broad impact on all aspects of business and to incorporate these lessons into all levels of educational material.

Advancing from a Base of Leadership and Success

Wharton views these challenges as an opportunity to establish itself as the global thought leader in e-Business research and education.  The School intends to achieve this goal by harnessing its faculty expertise across disciplines and enhancing already existing e-Business initiatives in research, curriculum development and corporate engagement by joining them into a cohesive and mutually supporting organization called the Wharton e-Business Initiative (WeBI).    
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Through the WeBI, Wharton will seek to gain a deep understanding of this inter-disciplinary area through the conduct of rigorous research in partnership with a diverse group of companies across industries, ranging from Global 2000 firms to emerging dot-com’s.  These corporate learning partners, along with government leaders and policy-makers, will play a key role in helping to formulate the research agenda and to gain a panoramic view and insightful understanding of the electronic marketplace.  Lessons learned and best practices identified will be driven into the School’s curriculum at all levels and will be used to develop new executive education programs that best meet the needs of busy business executives.  

Through the WeBI’s research, curriculum development and corporate engagement initiatives, Wharton’s leadership will spread across the University of Pennsylvania’s graduate programs, including the School of Engineering and Applied Science, the Annenberg School of Communication and the School of Medicine.  Increased access to Penn’s faculty leaders and resources will further stimulate knowledge creation and will produce a multitude of opportunities for joint research, curriculum development, publishing and co-branding of conferences and forums.  

Wharton is fortunate to have a prominent and growing base of alumni and friends who are actively involved with e-Business.  In late March 2000, the School hosted the first Wharton North American Regional Alumni Conference in San Francisco.  Structured around the theme “Entering the Virtual Millennium,” the conference sold out with more than 300 alumni in attendance.  The School plans to engage further  participation  with alumni and others by offering increased opportunities for life-long learning through the innovative platform of the Wharton Fellows Program, a post-MBA curriculum for continuous, customized, on demand learning and development in electronic commerce, and other “hot” topics.   
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Curriculum Development

In founding the world’s first business school, Wharton invented business education more than a century ago.  The School continued this tradition of innovation by leading the globalization of business schools and pioneering the rethinking of the business curriculum over the past two decades.  Now, Wharton is preparing to lead the next step in the evolution of business education – one that moves beyond geographic and temporal borders – to realize the true potential of a flexible and life-long customized, on demand learning community.   

The Wharton Fellows Program in e-Business (Appendix A) is the first in a series of educational programs that are designed to meet the needs of senior business executives and the designated executives of tomorrow.  This innovative post-MBA platform has been developed by a team of core Wharton faculty and industry representatives under the proven leadership of Dr. Jerry Wind, Lauder Professor and Director of the SEI Center for Advanced Studies in Management.  A radically different model for life-long education, the Wharton Fellows Program uses a combination of one-week, face-to-face sessions on campus and around the globe augmented with distance learning and networking technologies to build an advanced learning community.  The inaugural program will be designed to prepare business excecutives to lead in the transformation to the global e-Business environment.  The Wharton Fellows will form a life-long learning community, with unbounded opportunities for collaborations among themselves and with Wharton’s leading faculty.  As more executives from partner companies join this community, opportunities for networking within the firm and across companies will continue to expand.       

The Wharton Fellows Program will become an integral component of the School’s ongoing curriculum R&D initiatives, which link faculty research interests with curricular needs.  Currently, more than 75 Wharton faculty, in all disciplines, are committed to the development of new educational material and pedagogical approaches that will shape and advance Wharton’s e-Business curricula across the entire School.  The outcomes of this collaborative research and curriculum development will drive and guide the integration of key e-Business issues in the undergraduate, MBA, PhD and executive education curricula.    

In addition to undergraduate and MBA curricula that focus on managing electronic commerce, Wharton also offers a wide range of e-Business-related educational experiences outside the classroom.  Most noteworthy are student clubs and an exciting series of student-run conferences, which demonstrate our students’ enthusiasm and strong interest in e-Business.  Recent student conferences that addressed e-Business issues include “Entrepreneurship: The New American Dream,” “Emerging Opportunties in Latin America,” “India: Opportunities and Challenges for the New Millennium,” and “The Net Millennium,” which brought together recognized leaders to address challenges facing Internet companies and the high-tech industry.  In the fall of 1999, MBA students in the e-Business Club organized a highly successful lecture series that brought CEO’s of top e-Business companies to conduct live case studies on campus (Appendix B).  Corporate Partners of the WeBI will have multiple opportunities to interact with these students both at special recruiting venues, research projects and by providing speakers to the School’s e-Commerce lecture series.
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Research

The WeBI will initiate interdisciplinary, multi-year research projects of the highest quality on the transformation of old business to the new economy and the creation of new businesses.  The research arm of the WeBI will draw from the world-class expertise of more than 75 Wharton faculty who are currently participating in research relating to e-Business.  Wharton faculty have extensive experience studying advertisting, consumer decisions, strategy, information technology, supply chain and other areas central to e-Business.  Since the WeBI will have no vested interest in particular technologies, it will be free to offer a critical and unbiased examination of opportunities and challenges in this new marketplace.  Furthermore, the WeBI’s research will have a strategic impact on all of the School’s e-Business-related initiatives both inside and outside the classroom.  Beyond campus, the WeBI’s findings will add tremendous value to business practice and shape future policy-making on a global scale.

Wharton seeks to build on its early achievements to create the world’s leading database on e-Business activity through initiatives like Wharton Virtual Test Market (WVTM).  As a pioneer in studying online consumer behavior, Wharton developed a virtual test market to track and analyze customer feedback to new products and strategies.  Since 1997, the Wharton Virtual Test Market has attracted over 25,000 participants, and has become the leading source of data on consumer demographics and online shopping behavior. Additional databases are in the process of being developed.  For example, a longitudinal business-to-business (B2B) survey is now being developed by Wharton faculty to enable timely insight on B2B business models and practices.  This database will span a wide range of B2B activities and will reflect the input of WeBI Partners and their unique areas of interest.

The breadth and depth of research activity in e-Business clearly distinguishes Wharton from other leading business schools.  Shown below are a number of research questions currently being investigated by the Wharton faculty.  Appendix C provides an overview of some of the areas of the WeBI’s research and a few of the key faculty who are participating in these efforts.  In addition, the 75 faculty members involved in curriculur development for the Wharton Fellows Program in e-Business are linking the program needs in creating, operating and transforming old ecomony firms to their own research interests.

Business Models:  What is driving the emergence of new business models?  How do firms measure the value of emerging business models?

Consumer Buying and Spending Behavior:  What influences whether someone will make a purchase online?  How have these factors changed over time?  How much are consumers spending on the Internet?  What are the forecasts of online spending nationally?  Globally?

Customer Service: How do firms reduce costs and increase service levels using Web-based electronic customer service?  How do firms measure the quality of Web-based customer service?

Customer Loyalty:  What drives online customer loyalty?  What makes a Web site sticky?

Digital Divide:  Do disadvantaged socioeconomic groups use the Internet differently?  Is online consumer buying behavior different for certain socioeconomic groups?

e-Supply Chains:  How do new intermediaries change supply chain economics and the underlying relationships between companies and customers.  How do firms structure virtual supply chains?

Globalization, Regulation and Policy:  How should electronic commerce be regulated?  Should government impose regulations or should they evolve from the market?  Should policies be global or regional?

Leadership and Change Management:  What is effective leadership in organizations operating at Internet speed?

Legal Issues:  How should intellectual property be protected online?

On-line Communities:  What role do firms and social organizations play in creating on-line communities?  What are the strategic implications of portals in e-Business strategies?

Organizational Structure:  How do firms organize to exploit electronic commerce?  Do organizational limitations impact the ability to be nimble on the Web?

Pricing and Profitability:  Will lower search costs increase price competition on the Web?  How can firms reduce the impact of price competition on-line?

Privacy:  Do consumers want privacy regulations?  Do concerns about privacy impact on-line buying and spending behavior?  How do attitudes about privacy vary across countries?

Real Estate:  Does the Internet cannibalize the traditional bricks and mortar channel?  Will on-line buying and spending impact the demand for physical real estate?

Revenue Streams:  What opportunities does electronic commerce present to produce new income/revenue streams for existing firms/industries?  What are the ways of creating a competitive advantage for e-Business?

Taxation:  How will Internet taxation, (state, national, global) and jurisdiction policies influence e-Business?

A core component of WeBI’s research activity will be the dissemination of knowledge.  In addition to establishing a working paper series with broad distribution in national and international scholarly journals, the WeBI will provide regular updates on the latest research to corporate partners.  Research findings will also be featured on the WeBI website and periodically in Knowledge@Wharton, Wharton’s bi-weekly online resource for the latest business insights and research.  To facilitate further the sharing of ideas, the WeBI will host an annual high-visibility conference to bring together industry leaders, government policy makers and Wharton faculty and students to discuss critical e-Business issues.  In addition to this annual conference, the WeBI will also present smaller, more focused conferences and workshops for industry partners throughout the year.
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Corporate Engagement

Dr. Thomas P. Gerrity, Director of the Wharton Forum on Electronic Commerce and Professor of Management and of Operations and Information Management, will bring his many years of experience in industry and in academia to serve as the co-director of the WeBI.  Dr. Gerrity will work in close partnership with Dr. Raffi Amit, the Robert B. Georgen Professor of Entrepreneurship, who will serve as the WeBI co-director.  Dr. Amit is a renowned scholar who has developed some of the world’s leading programs in technological entrepreneurship.  Under this strong dual leadership, we are confident that the WeBI will gain world-wide recognition among our peer institutions and throughout industry.   

Our experience with the Wharton Forum on Electronic Commerce has taught us that the dynamic and fast-paced nature of e-Business demands a new level of industry-academic collaboration.  Corporate Partnerships are absolutely vital to conduct strategic research and to determine best practices as well as to impart that knowledge through curriculum development and regularly scheduled forums and conferences.  We have also learned that in order to grasp the e-Business phenomenon across firms and industries, it is vital to form deep, working relationships with a broad spectrum of the new economy’s leaders, which includes both well-established firms that have transformed themselves in the new economy and the new breed of start-ups and dot-coms.    

WeBI Corporate Partners will benefit from several key deliverables in the areas of thought leadership, research, corporate leverage and recruiting opportunities.  Firstly, Partners have a seat on the Institute’s world-class advisory board which will steer the direction of the WeBI’s research, drive knowledge exploration by matching faculty interests with corporate needs, and shape Wharton’s curricular development.  This same board will serve a strategic role in enriching the e-Business environment for our students.  For example, board members will be instrumental in identifying projects for student consulting teams and in drawing top e-Business leaders to guest-lecture on campus.  The WeBI’s strong presence at Wharton will also facilitate Partner companies’ recruiting efforts of our top undergraduate and MBA students.

Corporate Partners will also share in the results of the Wharton Fellows Program, which will explore and test how people learn using new virtual and hybrid approaches to teaching.  The Fellows Program will serve as a test-bed for the evolution of business education, benefiting the future development of Wharton’s academic programs and informing the Corporate Partners’ internal education strategies for their top executives. Corporate Partners will also benefit from guaranteed or priority enrollment of eligible executives in the Wharton Fellows Program and other select Wharton executive education courses.

Appendix D lists the benefits for corporations joining the Wharton e-Business Initiative.  Described below are what we believe to be the key deliverables to our WeBI Partners.

Thought Leadership – Business strategies are changing drastically in response to the opportunities (and threats) offered by electronic commerce.  There is not a lot of time left over for deep thinking about underlying motivations of consumers, developing economic models, price sensitivity and the like.  The WeBI faculty are producing thought leadership in their overlapping areas of expertise – all of which is focused on e-Business.  This thought is objective, supported by empirical study and can be used as a critical strategic advantage.  When matched with the experiences of senior executives from our Partner firms, this makes for an extremely useful discussion.  We stimulate this coming together of deep thinking with real-time experiences through an Advisory Board that includes participants from our faculty, WeBI Partners and “at large” participants from other levels of participation.  This Advisory Board provides critical counsel for shaping initiatives in the strategic direction for WeBI, curriculum development and key research questions.  And our Partners are also invited to provide speakers for WeBI’s e-Business Speaker Series.  Other activities in this area include invitations to two conferences and two “member only” meetings per year, and selected invitations to other scheduled e-Business activities on campus.

Life-long Learning Opportunities – A Community of Learners Model – Wharton has designed a radically different model for life-long education: The Wharton Fellows Program.  This post-MBA program uses a combination of one-week, face-to-face sessions at sites around the globe augmented with distance learning and advanced networking technologies to build a learning community.  Fellows are senior executives drawn from participating companies.  The first program is designed to focus on building the participants comfort and competencies in leading businesses in the changing e-Business environment.  The Fellows and participating faculty form a community of learners who jointly develop new knowledge modules as needs emerge.  WeBI Partners will have a seat on the program advisory board and will be guaranteed one slot to the program in the initial year and 3-6 by the third year.  In addition, WeBI Partners will be given priority on additional Fellows slots and priority access to other selected e-Business course offerings. 

Research – Wharton teaches by doing research…research that is both rigorous and relevant.  At present there are over 75 core faculty conducting research on e-Business ranging from product design on the Web to the economics of aggregation and disaggregation to real-time pricing to auction markets to the design of universal financial applications.  In addition, critical work is being done on the “higher level” analysis of Internet strategies and the methods of changing existing models to Internet-based channels.  WeBI Partners choose projects that are of particular interest to their company and that have “academic” substance.  For those companies at the Partner level of participation, Wharton will provide thesis (Masters) and RA (PhD) work from our students and their faculty advisors.  Other research may include team projects at the Master’s level, and open access to working papers in advance of publication.

Corporate Leverage Opportunities – Due to the nature of its design, the Wharton Fellows Program offers significant opportunity for Corporate Partners to leverage their participation internally.  For example: through the initiatives of the participants, shadow projects and top executive participation, each company will have the opportunity to affect a large number of executives.  In addition, Partners will have access to the e-Business educational materials, as they are developed, for internal use, and will have early access to the results of experiments on how people learn using various vitual and hybrid approaches

Recruiting – As noted above in the Life-long Learning Opportunities section, experienced and grounded e-Business professionals are hard to find.  We expect that in its first year as a track in the Master’s program, Electronic Commerce and Marketing will be the most popular for our students.  Not surprisingly, it will likely be the area of heaviest recruitment as well.  The key to recruitment is getting the right corporate people in front of students and then communicating the opportunity of working with your company.  WeBI Partners will be invited to a “closed” recruiting event.  Through the Speaker Series, sponsored research, team projects and potential summer internships, corporate executives will have numerous opportunities to interact with students.

Electronic Access – We practice what we preach.  All of our working papers will be available on-line.  The “members only” site will allow sponsors to interact with the faculty and students that are involved in their funded research.

Recognition – Our sponsors are leaders in their industry sectors, and Wharton takes great pride in its leadership role in linking technology and management, research and teaching.  On our Web site, in our promotional materials and at major events, we will duly note the sponsoring partners involved in this collaboration and acknowledge their leadership in shaping the new economy.

Appendix B:  Wharton e-Commerce Club Lecture Series 

1999-2000
9/14/99
“Net Gain, Net Work, Net Net: the e-Commerce Frontiers”


John Hagel, Partner, McKinsey & Company


Carolyn Grooby, McKinsey & Company

9/21/99
“B2C Retail: Barnesandnoble.com Case”


Christine DiPietro, Planning and Development, BarnesandNoble.com

9/27/99
“Rules for E-volutionaries: Create Like God, Command Like a King, Work Like a Slave”


Guy Kawasaki, CEO & Chairman, Garage.com

9/28/99
“Serving Consumer Needs Cases”


Steven Trepp, Regional VP, Citysearch.com


Ned Brody, VP of e-Commerce, Looksmart


Will Clemens, CEO & Co-Founder, Respond.com

10/5/99
“Survey of B2B Models: Building Sustainable E-Commerce Business”

Doug Harned, McKinsey & Company


Kaushik Bhaumik, McKinsey & Company

10/12/99
“e-Commerce Enablers Cases”


(co-sponsored by e-Commerce Club and Technology Club)


Dennis Ryan, CEO & Co-Founder, Allegis Corporation


Anne Perlman, CEO, Moai Technology

10/19/99
“What Sets Auctions Apart from Others”


Bruce Brownstein, Director, eBay

10/26/99
“The Next Revolution in e-Commerce: Net Market Makers”


Daryl Magna, CEO, Bidcom


David Perry, CEO, President & Founder, Chemdex


Michael Levin, CEO & Founder, E-Steel


Kevin Jones, Editor, Net Market Makers

11/2/99
“Why Does the World Need a Better Search Engine: Google Case”


Larry Page, CEO & Co-Founder, Google

11/9/99
“Lessons from the B2B e-Commerce Cases”


Aaron Day, CEO, Iconomy


Suzy Balter, Internet Marketing and E-Commerce, Intel Corporation

11/16/99
“Financial Institutions in the Internet Economy”


Blake Darcy, CEO, DLJDirect

11/23/99
“Media in the Silicon Alley and the Digital Coast”


Chuck Davis, SVP, e-Commerce, Disney Online


Andy Nibley, SVP, Reuters News Media


Nikki Goth Itoi, McKinsey & Company

Wharton e-Commerce Club Lecture Series 1999-2000

Page Two

11/30/99
“Entrepreneurial Opportunities in e-Commerce: Wharton Success Stories” 

Farhad Mohit, CEO, President & Co-Founder, Bizrate


Rick Thompson, Co-Founder, Flycast


Del Ross, CEO, Co-Founder, Nexchange


Dave Reibstein, Professor, The Wharton School

12/7/99
“e-Commerce Revolution in Education: Campus Pipeline Case”


Curtiss Barnes, Director of Product Development, Campus Pipeline

1/24/00
“e-Commerce in Latin America”


Pedro Cordeiro, Partner, McKinsey & Co.

1/25/00
“China, The Next e-Commerce Front”


Tim Gong, Co-Founder, Hotvoice.com


Dr. Bin Lee, Trade Tek

2/1/00
“e-Commerce in Human Capital”


Jeff Daniels, CEO, collegehires.com

2/15/00
“The Role of PR in e-Commerce”


Sabrina Horn, CEO & Founder, The Horn Group

2/22/00
“Internet Convergence”


Reed Hundt, Former Chairman, FCC

2/29/00
“Akamai: The Successes and Challenges Ahead”


Jonathan Seelig, Co-Founder & VP, Akamai Technologies

3/20/00
“e-Commerce: Enabling Customer Support”


Ashutosh Roy, CEO & Co-Founder, E-Gain Communications

3/21/00
“e-Commerce enablers”


Warrent Weiss, CEO, Asera

3/28/00
“An e-Commerce Health Care Case”


Vip Patel, CEO, e-healthinsurance.com

4/4/00
“Wireless Web Applications: A New Generation of Communication”


Kon Leong, CEO, ZipLip.com

4/11/00
“Making the Internet Work for You!”


Kaleil Tujman, CEO, GovWorks


Andrew Erlichson, CEO, Flashbase.com

4/18/00
“e-Commerce Incubators”

Jeff Saltz, Co-Founder, LabMorgan.com

4/25/00
“Powering Digital Markets”

Bill Paseman, Chairman, Calico


Chuck Bay, President & COO, Broadbase

Appendix C

ILLUSTRATIVE AREAS OF FACULTY RESEARCH

Marketing
Eric Bradlow – Modeling performance of world wide web search engines (application of Bayesian methodology to Internet data).

Peter Fader – Application of information technology in developing marketing strategy.  Analysis of data collected electronically to understand consumer preferences in order to assist companies in fine-tuning marketing strategies and tactics.

Stephen Hoch – Retail strategy and consumer behavior.  Psychology of forecasting.

Barbara Kahn – Wait time on the Web and its influence on the evaluation of on-line products.  Examination of how the order in which customers look at Web sites influences price sensitivity and choice.

Leonard Lodish – entrepreneurial marketing.

David Reibstein – Determining factors that drive customer satisfaction on-line and what lead to their likelihood of repeat purchase.  Effectiveness of on-line advertisements that link a potential customer from one site to another.

David Schmittlein – Building new brands, role and relevance of electronic media in advertising and interactive marketing.

Jerry Wind – Customerization: beyond mass-customization; digital marketing; selection of business and revenue models.

Technology
Steve Barnett – Links with off-line operations.  Reaching and keeping customers, doing secure & reliable business transactions (including e-payments), tracking & measuring, globalization, and data mining.

David Farber – Ultrahigh-speed networking.  Design of innovative distributed computer architecture and distributed collaboration methodology.

Gerald Faulhaber – Broadband infrastructure for the Internet.  Creation of new opportunities and requirements for e-Commerce.

Steve Kimbrough – System performance/capabilities, scalability, reliability & maintainability.  E-Business information architecture, system architecture and engineering, technology culture & involvement and technological change prioritization & management.

Mark Myers – Radical growth in computing and communication, imbedded computing, bio informatics and social content.

Lyle Ungar – Machine learning and data mining, market-based methods for distributed scheduling and optimization of systems including human and computer agents, clustering and collaborative filtering, statistical natural language processing, multiple autonomous robots and computer go.

Strategy & Organizational Issues
Raffi Amit – Value drivers of e-Commerce business models

David Croson – Contrasting “New Economics” with classic models of competition.  Competition in electronic markets; entry strategies for high-technology markets; evaluating revenue and valuation models for online businesses; and economics of intermediation.

Rachel Croson – Experimental investigation of the impact of media on negotiation outcomes and behavior.

Harbir Singh and Jitendra Singh – Partnering, strategic alliances & negotiations.

Lorin Hitt – Business value of on-line delivery channels and competition in electronic markets and pricing for digital goods.
Larry Hunter & Stephanie Wilk – Examination of how organizations are designing customer contact jobs and skill ladders in this changing environment as well as how organizations will identify, motivate, and retain employees with the skill sets appropriate to interact with customers through electronic media.

Bruce Kogut – Building/changing organizational architecture [including values, culture structure, processes, competencies, technology, resources, compensation…]

W. Russell Neuman – Impact of advanced telecommunications and the economics and policy of new media technologies.
Phil Nichols – Electronic uncertainty in the international trade regime.

Gabriel Szulanski – Knowledge management.  Challenges faced by newly established companies and established companies in creating e-commerce strategy.

Mike Useem – Leadership and the management of change; hiring & managing people and dealing with free agents.

ILLUSTRATIVE AREAS OF FACULTY RESEARCH (continued)

Regulatory, Legal and Ethical Issues
Tom Donaldson – Ethical issues and e-Commerce, including those of technological innovation and values, privacy, intellectual property, gambling and personal freedom.  Implications of global dimension of business.

Gerry Faulhaber – Privacy; values and e-Business; negotiation and communication; IP; electronic transactions.

Dan Hunter – Legal and regulatory issues for electronic business.  Application of e-Commerce lessons within legal services and legal education markets.

Stephen Kobrin – Privacy; regulation and taxation; e-Commerce and global governance; political and social impacts of information revolution.

Richard Shell – Use of electronic mediums such as e-mail and network systems to conduct commercial negotiations.

Operations and Information Management
Ravi Aron – Electronic markets and electronic retailing.  Pricing impact of information technology enabled mechanisms such as intelligent agents and search engines.

Stan Baiman – Product design and incentive issues in coordinating supply chain relationships; economics of information, especially as applied to management accounting.

Eric Clemons – Information technology and its impact on business strategy and financial markets.  Making decision to invest in strategic information technology ventures; managing the risk of strategic information technology implementations; strategic implications of electronic commerce for channel power and profitability.

Morris Cohen – Changes in supply chain: supplier relations and e-Procurement.  Internet facilitated customer order fulfillment processes; real-time internal enterprise coordination; pooled markets and virtual supply chains.

Patrick Harker – Productivity and technological impacts on the retail banking industry.  Examination of how banks are transforming into electronic organizations by measuring the impact of electronic commerce on bank back-office systems.  Business-to-business e-Commerce.

Gerald Lohse – Evaluation of Internet storefront designs; quantification of how consumers make purchasing decisions.  Effectiveness of Internet Yellow Pages directories and on-line retail catalogs that dynamically adapt to consumer preferences.  Directs the Wharton Virtual Test Market survey that gauges consumer buying and spending behavior on the Internet.

Sean Nicholson – Impact of health information received from the Internet and on-line health purchases on the delivery of medical care.  Comparison of on-line buying behaviors between Internet users of health information with users of other domains, such as travel and financial services.

Daniel Raff – Effect of information technology and the Internet on: operations and competition in retailing and financial services; and, productivity and profitability across the automobile industry value chain.

Robert Stine – Analysis of data generated by e-Commerce particularly web-based marketing using data mining methodology.

Private Equity and Valuation
Franklin Allen – Funding the business.

Raffi Amit – Private equity market overview; types of financial instruments; stages of financing, timing and amounts; valuation and pricing; managing exit.

David Larcker – Valuation of e-Business; valuation of contribution to an e-Business venture; valuation issues for a brick and mortar business investing in e-Business; reporting issues – Is e-Business investment an asset or expense?

David Reibstein – Managing the equity; determining factors that drive internet business valuations.

Note 1: Topics include both research projects and research linked to curriculum R & D of the Wharton

Fellow Program.

Note 2: Faculty listed include both Wharton faculty and others.

Note 3: Classification of research initiatives was done to illustrate breath of research efforts without

detracting from the interdisciplinary scope.

Appendix D

LEVELS OF PARTICIPATION

KEY BENEFITS
WeBI PARTNER
MEMBER

Thought Leadership
• Full Membership in WeBI Forum

• Seat on a WeBI advisory board

• Ability to shape Fellows program through

   participation on Fellows Advisory Board

• Exposure to and opportunity to work with 

   Fellows Program faculty and other advisory 

   board members

• Speaker placement in student e-Commerce

  Speaker Series

• Invitation to two forum meetings per year

• Invitations to two “members only” meetings 

   per year

• Priority access to selected other e-Business

   conferences and research
• Invitation to two forum meetings

   per year

• Invitations to two “members only”

   meetings per year

• Invitations to selected other 

   e-Business conferences

Lifelong Learning Opportunities
• Guaranteed slot per program for qualified

   applicant to Wharton Fellows Program and

   priority on additional slots

• Priority access to select e-Business

   executive education offerings
• Priority access to select e-Business

   executive education offerings

Research
• Interaction with Program faculty

• Priority as faculty research site

• Priority as student study site

• Access to WeBI working papers

• Access to portions of Virtual Test Market

• Co-Sponsored linkages with Wharton

   Entrepreneurial Programs data
• Access to WeBI working papers

• Access to portions of Virtual Test Market

   data

• Co-Sponsored linkages with Wharton

   Entrepreneurial Programs

Corporate Leverage Opportunities
• Access to the e-Business educational

   materials, as they are developed, for internal 

   use (level of royalties yet to be determined)

• Ability to leverage the program by sending 

   top executives to selected modules

• Early access to the results of experiments on 

   how people learn using various virtual and 

   hybrid approaches


Recruiting
• Exposure to Wharton students in “reverse

   mentoring” and parallel-project them

• Invitation to Recruiting Event
• Invitation to Recruiting Event

Electronic Access
• Access to private web site
• Access to private web site

Recognition
• Recognition on web site, materials and

   major events
• Recognition on web site, materials and

   major events
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