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“People take actions they 
perceive as fun, easy, 
popular, and reward-
ing,” writes Katya 
Andresen—and good 
marketers will fi nd 
ways to make their 
products appeal to 
consumers on those 
levels. What’s interest-
ing is that Andresen 
isn’t talking about getting custom-
ers to buy an athletic shoe or a soft 
drink. In Robin Hood Marketing, 
she’s telling directors of charities and 
nonprofi ts to use corporate market-
ing strategies to win converts to 
social causes. Like corporate CEOs, 
those running charitable organiza-
tions need to learn how to get their 
messages across by focusing on what 
the customer wants to hear, not 
what the organization has to tell. 
The book is full of pointed advice, 
terrifi c examples, and heartfelt con-
viction. “We will succeed if we can 
transform ourselves from missionar-
ies into marketers with a mission,” 
Andresen says. (Jossey-Bass, $24.95)

CEOs have to focus on their customers and 
their competitors to make sure 
they’re keeping up with the mar-
ket—but if they’re not careful, they 

can be ambushed by 
twists and trends that 
are reshaping their 
industries from the 
fringes. To discern 
what’s going on out-
side their direct lines 
of sight, corporate 
leaders need Periph-
eral Vision, accord-

ing to George S. Day and Paul J.H. 
Schoemaker. To scan for potentially 
redefi ning—or damaging—trends, 
business leaders must know where 

and how to look, how 
to interpret what they 
fi nd, and how to act on 
new information. “The 
problem with signals 
from the periphery 
is that they are often 
faint and ambiguous,” 
warn the authors, who 
are both affi liated with 
the Wharton School. 

Yet, they also provide useful tools 
for separating the static from the 
warning sirens. They suggest ways 
to harness the Internet, sift through 
media reports, examine unfamiliar 
industries, and interact with custom-
ers to get a sense of what’s coming 
next and how it can radically change 
the face of business. (Harvard Busi-
ness School Press, $29.95)

More and more people are posting their
thoughts on easily accessible online 
sites known as Web logs—or blogs—
and some of those people work at 
companies big 
and small. In 
The Corporate 
Blogging Book,
Debbie Weil 
explains what 
a blog is, how 
it can benefi t 
an organiza-
tion, what potential legal risks it 
presents, and what it might do for 
an organization once it’s launched. 
She makes a persuasive case for 
blogging as the new century’s best 
method for staying in touch with 
customers, both to learn what they 
want and to shape the news they 
hear about the organization. Busi-
ness schools can take away two mes-
sages from her brisk and engaging 
book. On the one hand, it offers 
a comprehensive overview of an 

emerging marketing strategy that 
today’s business students need to 
understand. On the other, it pro-
vides schools with dozens of ideas 
for how to use this new marketing 
tool to reach their own stakeholders 
in a fresh new fashion. (Portfolio, 
$23.95)

While it’s become popular to refer to the 
“accounting failures” of the last few 

years, accounting 
troubles only exac-
erbated or failed 
to uncover the real 
problems that led 
to the downfall of 
major companies. 
“Worldwide, there 
was something 

rotten at the core of corporate life,” 
according to Stewart Hamilton and 
Alicia Micklethwait in Greed and 
Corporate Failure. They deconstruct 
a number of high-profi le and inter-
national meltdowns—Barings Bank, 
Enron, Marconi, Parmalat, Swissair, 
and more—to come up with their 
own list of reasons companies fail. 
It’s short: poor strategic decisions; 
overexpansion; dominant CEOs; 
greed and hubris; failure of internal 
controls; and ineffective or “supine” 
boards of directors. The authors 
do more than point fi ngers. After a 
close look at the ways each of their 
case study companies was brought 
down, they suggest tough solu-
tions—and predict where the next 
round of scandals may occur if the 
fi nancial world doesn’t pay atten-
tion. (Palgrave MacMillan, $42.50)

Most experts predict that, in the 21st
century, China will overtake America 
as the world’s foremost economic 
power, and in his book In China’s 
Shadow, Reed Hundt explains how. 
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Mark Your Calendar
For AACSB Seminar Offerings

Accounting Accreditation Seminar
February 10, 2007
San Diego, California, USA

Advisory Council Seminar
September 28 – 29, 2006
San Francisco, California, USA

March 1 – 2, 2007
Tampa, Florida, USA

Applied Assessment Seminar
October 26 – 27, 2006
Tampa, Florida, USA

January 14 – 16, 2007
Orlando, Florida, USA

March 7 – 8, 2007
Phoenix, Arizona, USA

June 4 – 5, 2007
Tampa, Florida, USA

Assessment Seminar
September 14 – 15, 2006
Montclair, New Jersey, USA

November 8 – 9, 2006
Tampa, Florida, USA

November 30 – December 1, 2006
Monterrey, Mexico

March 5 – 6, 2007
Phoenix, Arizona, USA

May 17 – 18, 2007
San Diego, California, USA

June 28 – 29, 2007
Tampa, Florida, USA

Business Accreditation Seminar
November 13 – 14, 2006
Tampa, Florida, USA

February 2007
Europe

February 22 – 23, 2007
Tampa, Florida, USA

May 17 – 18, 2007
San Diego, California, USA

June 11 – 12, 2007
Tampa, Florida, USA

Department Chairs Seminar
March 15 – 16, 2007
Tampa, Florida, USA

Lessons for 
Aspiring Deans Seminar

December 9 – 10, 2006
Charlotte, North Carolina, USA

Maintenance of Accreditation Seminar
September 28, 2006
San Francisco, California, USA

October 14, 2006
Leipzig, Germany 

February 7, 2007
Las Vegas, Nevada, USA

June 1, 2007
Tampa, Florida, USA

Managing for High-Performing 
Faculty Seminar

January 22 – 23, 2007
Tampa, Florida, USA

April 21 – 22, 2007
Tampa, Florida, USA

New Deans Seminar
October 29 – November 1, 2006
Minneapolis, Minnesota, USA

June 24 – 27, 2007
Tampa, Florida, USA

Strategic Management Seminar
September 14 – 15, 2006
Montclair, New Jersey, USA

February 1 – 2, 2007
Tampa, Florida, USA

Teaching Business Ethics Seminar
November 2 – 3, 2006
Washington, D.C., USA

May 7 – 8, 2007
Tampa, Florida, USA

Teaching Effectiveness Seminar
October 12 – 13, 2006
Tampa, Florida, USA

June 21 – 22, 2007
Grand Rapids, Michigan, USA

777 South Harbour  Is land B lvd. , Su i te  750
Tampa, F lor ida 33602-5730 USA
813-769-6500 — www.aacsb.edu

*Optional Accreditation Reviewer Training half-day 
session may follow each Business Accreditation
Seminar and Maintenance of Accreditation Seminar.

**

*

Some locations and dates are subject to change.
Look for full schedule and details about each 

of these programs, as well as registration 
information on our website at www.aacsb.edu
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“WE WILL SUCCEED IF WE CAN TRANSFORM OURSELVES FROM 

MISSIONARIES INTO MARKETERS WITH A MISSION.”

                               —Robin Hood Marketing
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He believes that China’s cul-
ture-shaping architectures—
law, technology, and leader-
ship—combine to create an 
atmosphere highly favorable 
to entrepreneurship, whereas 
in America those same archi-
tectures no longer foster the 
fertile entrepreneurial spirit 
so rampant in the 1990s. As the bal-
ance of entrepreneurial activity skews 
away from the West, Hundt expects 
that “Chinese and other Eastern 
fi rms will make almost everything 
for nearly everybody in the world”—
a concentration of productivity 
that will have widespread effects 
on politics and economics around 
the world. Hundt, with a clear bias 
toward U.S. entrepreneurship, pres-
ents “the need to act, the diffi culties 
of action, the possibilities for action, 
and the reasons for hope.” (Yale 
University Press, $26)

Getting a product to market isn’t a simple 
or straightforward process, and as 
a company grows, its methods for 
putting products in consumers’ 
hands tend to become both more 
complicated and more resistant to 
change. That’s bad news for any 
executive trying to make distribu-
tion channels more effective—even 
a source of competitive advantage. 

Fortunately, help 
is on hand in Har-
vard professor V. 
Kasturi Rangan’s
Transforming Your 
Go-To-Market Strat-
egy, written with 
Marie Bell. Rangan 
dissects the forces 
that shape chan-

nel distribution and illustrates 
how executives can map out the 
infl uences affecting their own 

fi elds. He then shows 
how “channel stewards” 
can build and edit a 
channel value chain so 
that customers are best 
served and key members 
of the supply chain are 
rewarded. “Stewardship...
requires a laserlike focus 

on the customer and a rigorous 
study of how the various partners 
contribute to the channel value 
chain,” Rangan writes. He offers 
all manner of examples, from the 
huge auto industry to smaller pri-
vate enterprises, making the book 
valuable for readers at all points of 
the business spectrum. (Harvard 
Business School Press, $25)

Can love be a competitive advantage?
Absolutely, say Jerry Porras, Stewart 
Emery and Mark Thompson in Suc-
cess Built to Last. 
“Passionate peo-
ple spend twice 
as much time 
thinking about 
what they’ve 
accomplished, 
how doable the 
task ahead is, 
and how capable 
they are of it,” say the authors. 
They’ve interviewed hundreds of 
dedicated, successful individuals 
from all fi elds of endeavor—Jimmy 
Carter, Nelson Mandela, Maya 
Angelou, Bono, and a host of 
lesser-known people—to discover 
what contributes to long-term suc-
cess and a meaningful life. While 
the book defi nitely has inspirational 
qualities, it also tries to honestly 
analyze the elements that make up 
true, lasting success. Love is only 
part of the equation. (Wharton 
School Publishing, $29)

Quick Looks

“If you can’t build a business that 
leads to a better world for all in 
some small way, then why build a 
business at all?” That question is at 
the heart of True to Yourself by Mark 
Albion, a former Harvard Business 
School professor and co-founder of 
Net Impact. While Albion clearly 
believes in running a business 
according to the values of transpar-
ency, sustainability, and responsibil-
ity, he also knows that executives 
have to make a profi t, demonstrate 
competence, and get a product to 
market or they simply won’t survive. 
This short book is a primer on how 
to do business while living in harmo-
ny with the world, and it will serve 
as an excellent guide for anyone try-
ing to run a values-based enterprise. 
(Berrett-Koehler Publishers, $12)

Educators who are committed to 
learning outcomes assessment but 
bewildered about how to make their 
classes yield helpful data should be 
interested in Catherine M. Wehl-
burg’s Meaningful Course Revision. 
She slowly and clearly walks the read-
er through ways to mine information 
from past student coursework and 
demonstrates how small revisions in 
existing assignments can provide pro-
fessors with better gauges of learn-
ing. “Changing the activities and 
design of a course is a great deal of 
work, and focusing that work so that 
student learning is the reason for the 
change is essential,” she writes. The 
book is full of useful nuggets, as well 
as old and new ideas, all presented 
in a sensible format that makes them 
seem easy to try. (Anker Publishing 
Company, $37.95) ■z 
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Scottsdale, Arizona, USA
November 16–18, 2006

Three conferences. One great learning event. 
Create your perfect fit. Register for one event while choosing sessions

from any of these three conferences. Discover how top business

schools have created the most innovative and successful undergrad-

uate and Master’s programs while working with limited financial

resources and faculty. Combine sessions from all three conferences

to gain the knowledge and tools you need to create core learning

outcomes and curricula with real-world viability. You’ll also learn

ways in which your school can meet such challenges as media rank-

ings, globalization, technology, and ethics. Pay only once and attend

all three conferences to create an agenda that best fits your needs.

Visit the AACSB International Web site for details and to register:

www.aacsb.edu/conferences.

Undergraduate Programs
Graduate Programs
Emerging Curricula

The Perfect Fit

Years9
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