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[bookmark: _Toc492887828][bookmark: _Toc492888351][bookmark: _Toc497306390]Mission
The Wharton SEI Center for Advanced Studies in Management is the world’s first “think tank” for management education. Its original mission was to ensure the relevance of management research and education to the evolving needs of business and society in the 21st century by partnering with global thought leaders in diverse fields to anticipate the needs of management, identify forces of change, and understand and create emerging management paradigms.
The Center engages in workshops, conferences, lectures and research involving senior executives, academic leaders, and students to develop research and educational initiatives to meet the future needs of management. 
Upon the 2018 closing of Center, the mission had evolved: To be a global catalytic force that brings together business and academic leaders, along with students, to reimagine, redesign and advance transformational business insights and related pedagogical approaches.
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[image: https://i.forbesimg.com/images/2001/05/07/alfred_west_250x260.jpg]The SEI Center for Advanced Studies in Management was founded in 1989, thanks to a generous and forward-thinking gift from Alfred P. West, Jr., founder, Chairman and CEO of SEI Investments. In a world in which management practice and knowledge is changing rapidly, the Center has helped to understand the emerging business environment and develop managerial guidelines and educational programs for this changing world. 
As a catalyst for transformation, the Center has brought the insights of challenging thinkers to campus. It has sponsored dozens of global industry-academic conferences on important topics and initiated research projects on issues that are shaping the future of business. As it translates these insights into new educational models to prepare business leaders and students for success in this changing environment, the Center has provided a steady stream of new management insights, new curricula and program platforms, articles and books, conferences that have involved numerous participants, and research projects in diverse areas.Alfred P. West, Jr.
Founder, Chairman and CEO of SEI Investments
THE 
MISSION
The mission of the SEI Center for Advanced Studies in Management is to assure – through research and development – the quality of management research and education and its relevance to the needs of management practice and society in the 21st century.
OBJECTIVES
1. To create a forum for the exchange of research and information among visionary business leaders, world-class researchers and educators, and Wharton faculty members.
2. To identify and understand trends in management practice and their impact on required skills.
3. To design and implement research and subsequently educational programs to meet the future needs of management
ACTIVITIES
Provide a Forum for the Exchange of Knowledge
Sponsor Research
Disseminate Research Results
Participate in Curriculum R&D

Today, the Center is continuing to understand and shape the future with four major programs: the Wharton Future of Advertising Program, the Wharton Fellows (our vehicle to both promote transformation leadership and initiate and test new pedagogical approaches), and Reimagine Education, each of which engages a network of collaborators to lead the thought revolution in their respective areas. The Nation Branding Initiative, started and led by Professor Dave Reibstein, expands the Center’s scope to Nations and their need for transformation. At the core of all of the Center’s activities has been the Center’s ongoing work on challenging our mental models.  
This brief document provides an overview of the Center’s activities and illustrative accomplishments and brings up to date our 20-year report. 

SEI Center Report, 1991


[bookmark: _Toc492887830][bookmark: _Toc492888353][bookmark: _Toc497306392]Key Accomplishments
I. [bookmark: _Toc492887831][bookmark: _Toc492888354][bookmark: _Toc497306393]Thought Leadership
Over the last 28 years, the SEI Center’s activities have focused on new knowledge generation and dissemination to encourage and facilitate business transformation and the corresponding transformation of management education. The primary topics and research agendas were established by the Center’s board, in consultation with others, and included:

1. Forces of Change and Challenging Mental Models
2. The New Corporation and Its Management
3. Transformation Leadership and Management of Change
4. The Network Challenge and Open Innovation
5. Corporate Governance, Social Responsibility and Ethics
6. Creativity and Innovation
7. Reinventing Marketing and the Future of Advertising
8. Value Creation through Diversity
9. Decision Tools
10. Nation Branding

Throughout these activities, the Center has engaged business leaders as well as Penn faculty. 


1. [bookmark: _Toc497306394]Forces of Change and Challenging Mental Models
Mental models play a critical role in how we see the world, and current mental models can restrict our ability to see what is right in front of us. Current mental models may no longer be appropriate in a business environment informed by the critical forces of change of the past several decades such as globalization, a volatile economy, global social and political threats, enormous advances in science and technology, a new generation of empowered and skeptical consumers, and new business and revenue models. These forces, while increasing the uncertainty and risk facing all businesses, offer enormous opportunities. However, these opportunities often require challenging and even changing one’s mental models.

[image: Image result for power of impossible thinking]Research on transformation leadership and the experience of the Wharton Fellows Program’s participants have shown that the major obstacle to successful transformation is the mental models of the executives involved. This finding prompted the launch of the mental models project in 2002 by Colin Crook  and Jerry Wind, and led to the publication of the book, The Power of Impossible Thinking, one of Wharton School Publishing’s bestselling books. Since then, this has been a widely accepted and key concept around which much of the work at the SEI Center has been built. This focus has led to: increased recognition of the importance of mental models as the foundation for business strategy and life, dozens of journal articles and book chapters on mental models as well as invited talks and presentations around the world.


Illustrative Publications 
[image: ]2003 Leadership as Making Sense 2004 Using the Power of Impossible Thinking to Build Prosperity 2005 Challenging the Mental Models of Marketing (chapter from Does Marketing Need Reform: Fresh Perspectives on the Future) • Expanding your Peripheral Vision by Embracing New Mental Models • The Silver Lining: Seeing Opportunities in Risk • Rethinking the Board 2006 Challenging Mental Models in an Uncontrollable World 2008 Unleashing the Power of Impossible Thinking 2009  From Mental Models to Transformation: Overcoming Inhibitors to Change 2010  Why Mental Models Matter: The Big Barriers to Growth and Innovation are Self Imposed 2013 What Business Can Learn from Art 2015 Best Countries: Defining Success and Leadership in the Twenty-first Century 2016 Challenging Entrenched Mindsets about Advertising, Beyond Advertising • Mindset: From Closed to Open, The Network Imperative Illustrative Presentations and Workshops AAA Management Meeting • Accessory Council • AMA Session • Animas/Lifescan Senior Leadership Strategy Program • ARF Breakthrough Conference • Austria Connect • Bank of East Asia • Bureau Veritas • Cheil Worldwide Marketing Academy • ConvaTec • Comcast Women In Leadership • Discount Bank, Israel •  Education Entrepreneurship: Penn GSE • Estee Lauder Companies: William P. Lauder Brand Equity & Business Symposium • Forbes Global CEO Conference • Global CEO Workshop • Google’s Think B2B: Deconstructing Today’s B2B Customers • Google Marketing Academy Module • Havas University Leadership Excellence Program • Hero Motor Corp: The iLead Senir Leadership Development Program • The Israeli Innovation Forum, IDC • Israel Police Senior Management Program • IBM Wharton Executive Forum • Jay H. Baker Advsiory Board Meeting • KPMG Global Insurance Institute • Med Ad News Conference on Building Better Brands • MedStar Leader of the Future Accelerated Leadership Program • Mellanox Technologies, Israel • NESS Executive Session • Organizational Development Network of Greater NYC Perry Ellis Session • Wharton & Citi Asia Leadership Program • Tyco Electronics Leadership Development Program • IDC Herzliya Arison School of Business • IDC @ Wharton • PVH Global Leadership Program • Merck • Nanjing Sample Tech Strategic Leadership Program • SEI Senior Strategy Program • TeleTech’s Top Executive Program • Vertex Portfolio Leadership Program • U.S. Trust Executive Leadership Program • Wharton Connect • Wharton Fellows • LinKS @ Wharton • Deutsch Bank NY • EMTM Alumni Council • Jay H. Baker Retailing Initiative Board • Washington D.C. Clubs of Wharton and AFLSE • Advertising Research Breakthrough Conference • Merrill Lynch, Investment Banking Institute at Wharton • Wharton Sports Business Initiative • CEIBS @ Wharton • Wharton Staff Workshop • Alumni Leadership Conference, Hong Kong • Organizational Development Network of Greater NYC • Global Marketing Excellence Summit • Wharton Nation Branding Conference

Global Forces of Change Requiring Business Leaders to Challenge Their Mental Models 
[image: ]

2. [bookmark: _Toc497306395]The New Corporation
At the time of the Center’s founding in 1989, managers were experiencing significant changes in the business landscape such as the fall of Berlin Wall, the emergence of the Internet, and a shift from a domestic to global outlook. As a result of these changes, the Center’s first project was on the “Successful 21st Century Corporation,” which was expanded over the years to include eleven core domains. These domains continue to inform many of the major programs operating at the Center today. 

The New Corporation’s Core Domains
Change: Transformation Leadership & Driving Change • Forces of Change • Governance, Social Responsibility and Ethics • Organizational Design • Diversity • The Network Challenge 
Marketing & Advertising: Reinventing Marketing • The Future of Advertising 
Tools: Total Quality • Creativity & Innovation • Decision Tools	
	
[image: ]The 11 interrelated areas include a focus on change, decision tools, as well as marketing and advertising. Areas such as corporate governance, diversity, and networks have led to significant changes in business practices. These outcomes were not by accident, but rather envisioned early in the SEI Center’s work. In addition to these changes, the fields of marketing and advertising are also undergoing significant transformations, both of which are continuous topics of study at the SEI Center.

[image: ]Research and programs in all of the these areas have led to valuable insights on how corporations should be organized and managed to deal with current and future challenges. Those insights include: Creation of new MBA curriculum in 1990-1992 • Cutting edge courses and executive education programs hosted all over the world through the creation of the Wharton Fellows Program in 2000 • The Alfred P. West Jr.  Learning Lab • Wharton School Publishing • A new YouTube marketing channel: FastForward
[image: ][image: ][image: ]
3. [bookmark: _Toc497306396]Transformation Leadership and Management of Change
[image: Image result for driving change book wind]The SEI Center’s early 1990s perspectives about the type of leadership and management of change required for successful 21st century enterprises were right on target. At the time of the early studies, businesses were shifting to a global view and dynamics were changing such as the speed of innovation, intensity of competition, heightened demands on management, and greater expectations of society.  All of those factors are ever-present today -- if not increasing -- making the Center’s findings all the more relevant. Those findings, highlighted below, were detailed in the “Pace-Setting 21st Century Enterprises: A Glimpse of What Might Emerge” report based on discussions and interviews with more than 1,000 senior executives and academic experts and published June 29, 1993, by Robert Holland, Alfred P. West Jr., Robert Gunther and Jerry Wind. The importance of this area of research also led to the publication of Wind and Main’s 1998 book Driving Change: How the Best Companies Are Preparing for the 21st Century, the creation of the Wharton Fellows program in 2000, as well as other activities such as the joint McKinsey Digital Transformation project.

Illustrative Publications
1989 Impact of the Borderless Economy 1990 Creating and Implementing a Corporate Vision 1991 Strategy for the Globalization of Business 1992 The Next Paradigm? 1993 Deploying Strategic Assets: Beyond Core Capabilities 1994 Leadership in the 21st Century 1995 Go West, Young MBA, Far, Far West: Adventure’s on the World’s Business and Management Frontier 1996 The Impact of Computers and Information on Management 1946-1996-2001 1998 A Cynic’s Glossary 2000 Creating A Vision 2007 Capitalism 3.0: Commentaries 

Illustrative Presentations
1989 Management in the 21st Century, Wharton AMP 1997 Driving Change: Creating Winning 21st Century Organizations, Stennis Congressional Fellows Program at Wharton 1998 Driving Change: Winning in the Next Millennium 2000 Philadelphia: Transformation Leadership, Wharton Fellows 2001 Silicon Valley: Transformation Leadership, Wharton Fellows • Barcelona: Transformation Leadership, Wharton Fellows • Wharton: Transformation Leadership, Wharton Fellows • Barcelona/Helsinki: Transformation Leadership, Wharton Fellows • Silicon Valley: Transformation Leadership, Wharton Fellows 2002 CEO Forum: Transformation Leadership, Wharton Fellows • Silicon Valley/San Francisco: Transformation Leadership, Wharton Fellows • Organizational Change: Problems, Progress and Prospect, Price-Waterhouse-Coopers Strategy Master Class • Capturing Business Opportunities in a Changing World, SIA Institute 2003 Foundations II: San Francisco: Transformation Leadership • Strategy Discussion with Telenet’s Top Management 2004 China: Transformation from the Inside: Shanghai • The Transformation Challenge, YPO@SEI 2005 A View from the Top: The Perspective of the Enlightened CEO, Wharton Executive Leadership Program for AICPCU 2006 Advances in the Management of Technological Innovation, Executive Briefing at Samsung Electronics 2007 Managing in an Evolving World, Philadelphia • Stretch Objectives, Synthesis and Strategy, Animas/Lifescan Senior Leadership Strategy Program • Expand Customers, Value Creation and Diabetic Pathways, Animas/Lifescan Senior Leadership Strategy Program • Integrating Strategies and Leveraging Synergies, Animas/Lifescan Senior Leadership Strategy Program • The Evolving World, LinKS @ Wharton • The Evolving World, Wharton Fellows Philadelphia Master Class • Leadership Challenges in the Pharmaceutical Industry, TEVA Israel Lending Your Business • The Power of Impossible Thinking and Global Strategic Management, CEIBS @ Wharton 2009 Opportunities in Times of Crisis, Wharton Fellows • Opportunities in Times of Crisis and Recession, Knowledge@Wharton Advisory Board • Progress, Problems, and Prospects, Wharton Fellows • Creating a new Business Paradigm, Latin America CEO Program 2010 Business Models of the Future, LinKS Wharton Program • Creating a new Business Paradigm, LA CEO Global Program 2011 What’s Next in Management Disciplines and Business Transformation, Philadelphia 2012 Profitable Growth Strategies, LinKS: Winning the Right to Serve 2015 Business Model Multipliers and Innovative Business Models, LinKS @ Wharton G3

 
[image: ][image: ][image: ][image: ]

4. [bookmark: _Toc497306397][image: Image result for we are smarter than me book]The Network Challenge and Open Innovation
One of the Center’s early findings was the shift from the firm to a network. This was reflected in major publications, below, as well as We Are Smarter Than Me, a book authored by “The Wisdom of the Crowd” from Wharton and MIT alumni. 

[image: Image result for competing in a flat world]Illustrative Foundational PublicationsCompeting in a Flat World: Building Enterprises for a Borderless World

[image: ]“In the “flat world,” everything changes…above all, what it takes to run a winning company. Success is less about what the company can do itself and more about what it can connect to. Find out how it’s done, from the company that pioneered “flat world” success, Li & Fung, which produces more than $8 billion in garments and other goods for the world’s top brands and retailers—without owning a single factory.

Victor and William Fung and Jerry Wind, authors of the best-selling The Power of Impossible Thinking, reveal how they’ve replaced “old-fashioned” infrastructure and huge employee bases with a fluid, ever-changing network that can design, manufacture, and deliver almost anything, anywhere. The key to success in this world is a set of principles for “network orchestration,” described for the first time in this book. They examine how these principles can be applied in manufacturing, services and other industries. They show how to build and orchestrate your own world-class global network.”
Fung, Victor K., William K. Fung, and Yoram (Jerry) Wind. *Competing in a Flat World: Building Enterprises for a Borderless World. Upper Saddle River: Wharton School Publishing, 2007. [Translated editions: Bahasa Indonesia; Chinese Simplified; Chinese Traditional; English (India); Italian; Korean; Polish; Portuguese; Spanish; Italian; Bahasa Indonesian; Turkish.] 
“Competing in a Flat World provides an extraordinary glimpse into a new kind of organizational architecture, one built around the notion of orchestrating resources you don’t control and doing so in a way that builds both trust and agility. This architecture may well turn out to be the dominant model of the firm for the 21st century. This book is a must read for anyone who wants to compete in a flat world. Every chapter details new and powerful ideas.”
—John Seely Brown, Former Chief Scientist of Xerox Corporation and coauthor of The Only Sustainable Edge


[image: Image result for the network challenge]Wind, Yoram and Paul Kleindorfer, eds., The Network Challenge: Strategy, Profit and Risk in an Interlinked World. Wharton School Publishing, 2009. 
“This book presents an amazing collection of insights on underlying forces and ways to thrive in our post-Coaseian age–an age in which the centralized firm is changing into an agile and resilient network of participants. A must read for a world where unpredictability reigns supreme.”
–John Seely Brown, Independent Co-Chair of the Deloitte Center for Edge Innovation, and Senior Fellow at the Annenberg Center for Communication at the University of Southern California

“Networks define modern business. Networks introduce a multitude of new risks (as seen by the rapid spread of contagion in global financial markets) and a multitude of opportunities (as seen in the rapid rise of network-based businesses). While managers typically view business through the lens of a single firm, this book, The Network Challenge, challenges managers and readers to take a broader view of their enterprises and opportunities.”
The Network Challenge: Strategy, Profit, and Risk in an Interlinked World

[image: ][image: Image result for the network imperative]“The Network Imperative:  A Playbook for Creating Unprecedented Value in the Digital Age by Barry Libert, Megan Beck Fenley and Jerry Wind examines the emergence of new digital, networked based, governance models and their impact on sources of risk and reward for governments, businesses and not-for-profit organizations. Companies are forming starkly new, more co-creative relationships with customers, workers, and owners; rethinking the role of traditional capital and thriving while owning less of it (e.g. Uber); creating value in new ways to reinvent R&D and marketing; and measure performance by new metrics.” “Network-based business models outperform the rest, generating enterprise values 2-3x higher than asset, services, and idea-based business models.



This publication expanded into a series of articles with Knowledge@Wharton, which approaches the shift from a different angle, by examining how digital networks, technology platforms and network-based business models are affecting all industries.




Harvard Business Review Blog Posts Generated from The Network Imperative
“What Apple, Lending Club, and AirBnB Know About Collaborating with Customers” • “What Airbnb, Uber, and Alibaba Have in Common” • “To Go Digital, Leaders Have to Change Some Core Beliefs”

Illustrative Presentations and Workshops
1989 Selecting and Negotiating International Strategic Alliances: Applications of the AHP, TIMS Osaka 1994  State of the World: Trades, Problems and Prospects, YPO Philadelphia Chapter University, The Cloister 2002 Assessing Vulnerabilities, System Approaches to Terrorism Conference at George Washington University 2005 An Extended Example of New Risks and their Management in Supply Chains, SEI Meeting 2006 The Changing Nature of Corporations: Competing in a Flat World, organizer and chair of a panel at the Milken Institute Global Conference 2007 Network Orchestration, Network-Based Strategies & Competencies Workshop • Network Orchestration: Core Competencies for a Borderless World, Wharton-INSEAD Impact Conference: Network-Based Strategies and Competencies • “Network Orchestration, Network-Based Strategies & Competencies Workshop • Succeeding in a Flat World, The Wharton Economic Summit, Philadelphia • Web 2.0 & Social Networking: Implications for Management, The Worldwide J&J Diabetes Franchise Leadership Team  2008 Competing in a Flat World, Wharton Fellows • Network Orchestration and Open Innovation Models, SEI Center Board Meeting • Competing in a Flat World, FirstCaribbean Leadership Programme • Competing in a Flat World, LinKS @ Wharton • Competing in a Flat World, The Wharton Club of Monterrey • Competing in a Flat World, American Chamber of Commerce in Hong Kong • Addressing the Challenges of Competing in a Flat World, Li & Fung Management Group • Making Your Way In The New Flat World Economy, CASRO International Research Conference • Competing in a Flat World, Wharton Club of Southern California 2009  Wharton Combined Boards Meeting Spring 2009 Opening Plenary Session, Wharton Combined Boards Meeting • The Network Challenge, SEI Center Annual Board Meeting • The Network Challenge, SEI PB&T Management Team  • Business Models of the Future: Orchestrating Alliances, LinKS@Wharton •  [image: J:\Jerry's Retirement Party\Chosen Photos\2011-2012\Jerry with Vera Wang and William Fung 2011.jpg]Global Economic Crisis, Latin America CEO Program • Competing in a Flat World of Network Orchestration: Implications for Marketing, MPlanet Orlando 2010  The Network Challenge, SEI Connections Conference • Organizational Networks for Effective Competition, Tyco • Organizational Networks for Effective Competition in the Flat World, Tyco Electronics Leadership at Wharton • The Network Challenge, SEI Executive Network 2011  From Firm Centric to Network Orchestration, MARS • Surviving & Thriving in a Hyper-Connected World:  An Ideal Design, WEF Risk in a Hyper-connected World Project • Orchestration in a Flat World, LinKS Next in Line @ Wharton • Organizational Networks for Effective Competition in the Flat World, Leadership Development Program at Wharton 2012 Governance and Orchestration in a Flat World, Links: Winning the Right to Serve 2013 Network Orchestration, Global CEO Program • Network Orchestration in a Flat World, LinKS NEXT in Line Module 2:  Achieving Global Lead & Global 2014 Leveraging the Network Multiplier, • LinKS@Wharton Creating Network Organizations, LinKS@Wharton • Network Orchestration, Global CEO Program Projects- Listen Louder 2015 New Business Models: Challenges and Opportunities, • Mack Institute Exploring the Customer as the Core Axis for Transformation, Fast Forward: Executive Strategies for Digital Personnel & Organized Transformation, Penn Club of New York • Business Model Multipliers and Innovative Business Models, LinKS @ Wharton G3 • The Digital Imperative, Global CEO Program • Network Orchestration Leadership for CMOs, ANA NYC • The Role of the CMO As a Network Orchestrator, ANA Master Circle Roundtable: Orlando

[image: ]

5. [bookmark: _Toc497306398]Corporate Governance, Social Responsibility and Ethics
[image: ]How can the leaders of businesses balance their responsibility to shareholders against the needs of society? Some of the SEI Center’s earliest workshops in the 1990s focused on these questions and found significant room for improvement in the areas of corporate governance, social responsibility, and ethics.  Unchecked greed and corruption contributed to the recent global financial crisis, furthering the urgency of this research. Publications and workshops led by the SEI Center led to the development of a mutually acceptable set of ethical standards to which businesses could aspire. Over the years, those ethical principles were refined with input from the SEI Center board members and tested in broader circles in Philadelphia.

More recently, a major focus of the Future of Advertising Program’s output has been allying the objectives of the corporation, people and society leading to the establishment of the joint project with the Tribeca Film Festival of the Triple Win Award for creating value for brands, people and society.  


[image: ]Illustrative Publications
1994 Enhancing Effectiveness: An Investigation of Advantages and Disadvantages of Value-Based Intragroup Conflict 1990 Corporate Governance: Who's in Charge? Ethical Standards for Global Corporations? 1993 Designing Corporate Governance for the 21st Century Global Enterprise: International Perspectives. Corporate Performance: Beyond Financial Measures Viable Ethical Standards for Global Corporations: A Glimpse of What Might Emerge 1994 Exploratory Conference on Business Ethics: Building the Common Ground 1995 What are the Prospects for a Global Code of Business Ethics? 1996 Developing an Academic - Community Dialogue on Business Ethics 1997 Toward A New Corporate Governance Models: Lessons from the Japanese and US Experience 1998 Viable Ethical Standards for Business: Building on the Common Ground 1999 The 1990s: A Dynamic Decade for Business Ethics



Illustrative Presentations and Workshops 
[image: J:\Jerry's Retirement Party\Classroom Photos - consolidated\Jerry Teaching7.jpg]1997 Toward A New Corporate Governance Model: Lessons from the Japanese and U.S. Experience, with Masaru Yoshitomi, The Corporate Governance Workshop • Seventh General Assembly and Exhibition of the World Future Society • The Corporate Governance Workshop 2003  The Challenge of Corporate Governance, IAM Conference, Barcelona 2009 Socially Responsible Capitalism Approaches to Improving Business and Government Relations 2011 The Challenge of Ethical Leadership, Leadership in Film Series 2012 Governance and Orchestration in a Flat World, Links: Winning the Right to Serve • Israel Innovation for Global Social Impact, Wharton Global Webinar

6. [bookmark: _Toc497306399]Creativity and Innovation
A focus on creativity and innovation is a major driver of many current SEI Center projects. A “Creativity” course for MBA students was developed by Jerry Wind in 2006 to enhance students’ creativity and ability to innovate as well as to improve their ability to identify, recruit, develop, manage, retain, and collaborate with creative people. Outside of the classroom, managers can enhance creativity by creating an environment and culture where everyone in the organization can challenge their mental models. For example, by following its own slogan to “think differently,” Apple saw a big opportunity in the downloading of music and designed a business model -- and ecosystem -- to capitalize on it. As a result, the thinking of employees, customers, and an entire industry was transformed.

Illustrative Publications 
1990 Innovation and New Product Development for the 21st Century Enterprise •  Positioning Analysis and Strategy •  Getting a Read on Market-Defined ‘Value’ •  A New Approach to the Determination and Allocation of the R&D Budget 1991 Innovation in Services 1992 Issues and Advances in New Product Development •  A New Approach for Screening New Product and Service Concepts: Application to Financial Services 1993 Generating Creativity and Innovation: A Marketing Perspective 1994 New Product Success in the Japanese Consumer Goods Market 1995 Innovation in New Product Development: Best Practices in Research, Modeling and Applications •  Special Issue on Innovation and New Products, Journal of Marketing Research •  Introduction to the Special Issue: Empirical Generalizations in Marketing •  Creativity and Innovation: The Management Edge 1997 Issues and Opportunities in New Product Development: An Introduction to the Special Issue 1999 New Product Diffusion Models 2000 Innovation as a Determinant of Firms’ Financial Performance: The View of the Financial Analyst •  New Product Diffusion Models 2001 The Challenge of Customerization in Financial Services •  Customerization: The Next Revolution in Mass Customization 2002 Got Emotional Product Positioning? There’s More to Positioning Than Just Features and Benefits 2006 Managing Creativity 2008 Beyond Product Substitution: The Impact of the Satellite Radio on Sale of CDs and Music Downloads 

Illustrative Presentations and Workshops
[image: Image result for innovation diffusion models of new product acceptance][image: ]1989 Developing and Launching New Products: Costs, Risks, and Conditions for Success • Improving the Effectiveness of the Industrial New Product Development Process: Lessons from the Industry – The AS 400 Case •  Indian Institute of Technology: Increasing the Effectiveness of Your New Product Development 1990 New Product Development for the 21st Century Enterprise • Globalization: Opportunities for Innovative Research and Modeling 1991 Inducing Creativity and Innovation in Large Bureaucracies: Lessons from Marketing  •  How to Develop Products More Often and Get them to Market Faster: Guidelines for Functional Management 1992 New Product Development: Problems, Advances and Prospects  •  Issues and Advances in New Product Development and Management: A U.S. Perspective 1993 Determinants of New Product Success: Lessons from the U.S. and Japan 1994 A New Approach for Estimating the Demand for Interactive TV Products and Services, Interactive Industry 2000: Market Research for the Interactive Television Business • JMR Special Issue on Innovation in New Product Development: Best Practice in Research, Modeling and Applications 1996 Product Launch • Creativity and Innovation: The Management Edge in the Technological Age • Innovation in New Product Development: Best Practice in Research, Modeling and Applications • Innovation and New Product Development 1999 New Product Diffusion Models Conference  • Creativity and Innovation 2000 Customerization: The New Management Challenge • Innovation and Change in the Turbo-Global Environment: Lessons from the Transformation of ‘Old Economy’ Firms [and Universities] and The Challenges to Congress 2005 Wharton Fellows Copenhagen and Milan: Design, Innovation & Strategy  •  Enhancing Creativity and Innovation  • Creativity – A Must for Marketing Success 2006 Advances in the Management of Technological Innovation 2007 The Creative Economy: Art and Culture at Penn and in Philadelphia  • Mutual Art Series: Advances in New Product Development and Innovation 2008 Creative Thinking and Action • Wharton Fellows Philadelphia Master Class: Innovation and Creativity • Selling Scents: Innovative Approaches to the Age Old Selling Challenge in a Flat World of Empowered Consumers  • The Innovation Challenge 2009 Marketing Innovation: Reinventing your Marketing and New Product Launch 2010 Innovation in Retailing: Progress, Problems and Prospects • Personal Power and Influence 2011 Rethinking Your Innovation and NPD Strategies  • The Challenge of Creativity 2012 The ROI of Creatives 2013 Enhancing Your Personal Creativity and Challenging your Mental Models • Creativity & Innovation Problem, Prospects • Lessons from Art and the Secrets of Creativity 2014 New Audience Initiative • Creativity • Improv and Other Creativity Enhancing Approaches for Survival and Growth • Building and Leading a Creative Organization • How to Ignite Creativity in your Entire Organization • Ten Guidelines for Successful Organization • Creating a Creative Organization • Should You and Can You Inspire Curiosity • Creativity & Innovation • Tools for Bringing Creativity and Innovation to Your Client Interactions 2015 Creativity & Lessons from Art, Global CEO • Capturing Your Imagination: Building a Creative Organization • New Business Models: Challenges & Opportunities 2016 Creativity & Lessons from Art, Global CEO • Innovation By Legacy Firms Does Not Have To Be An Oxymoron, Wharton Club of Washington • Reimagine the MBA • Innovation By Legacy Firms, SEI Senior Leadership • The Power of Art: A New Dimension of National Strength • Innovation by Legacy Firms Does Not Have to Be an Oxymoron, Global Executive MBA • Innovation by Legacy Firms Does Not Have to Be an Oxymoron, Accessories Council 2017  Creativity & Lessons from Art, Global CEO • Innovation by Legacy Firms Does Not Have to Be an Oxymoron, PCI IT Conference • Reimagine B2B Marketing: Building Your Own Action Agenda

Course Development
An MBA course on Creativity was established in 2006. It included: • A review of the literature on topics including creativity, creative people, innovation, and design • Hands-on learning of approaches for generating creative new products/services and business ideas • Applications of creativity to selected areas such as marketing, advertising, M&A, and organizational design • Group project to generate a creative product, services, business or strategy

The course included a range of guest lectures from diverse fields, including: Carlos Basualdo
Senior Critic Curator for PMA
Marco Bevolo Philips Design
Chris Borroni-Bird
 GM Concept Car
Edwin Chan Architect, Partner, Gehry Partners, LLP
Marshall Cohen
 MTV
Miguel-Angel Corzo President; Founder of the Center for the Creative Economy; The University of the Arts












Mickey Drexler
CEO, J. Crew
Terry Fadem
Managing Director of Corporate Alliances at the School of Medicine at the University of Pennsylvania
Peter Field 
Marketing Consultant
Chris Flink
Partner, Consumer Experience Design, IDEO
Robert Friedman President of Media & Entertainment , @radical.media
Stephen Friend 
Executive Vice President, Advanced Technologies & Oncology, Merck Research Laboratories, Merck & Co., Inc.







Creativity Speakers (cont.)
Chris Hacker
Chief Design Officer, Consumer and Personal Products Worldwide, Johnson & Johnson
Mark Hagerty
Composer
Dick Hayne Founder/CEO of Urban Outfitters
Kit Hinrichs
 Partner, Designer, Pentagram Design, Inc.
Chuck Holdeman Composer, Bassoonist for Relache Ensemble
Daniel Kahneman Professor of Psychology, Princeton University

   




 

     




Josh Kopelman Managing Director, First Round Capital
Raph Koster 
Chief Creative Officer, Sony Online Entertaiment
Alessandra Lariu CEO of Shout and Co-founder of SheSays
Leslie Leventman MTV
Jonathan Maberry NYT Bestseller and Multiple Bram Stoker Award Winner
Marcio Moreira
 Vice Chairman, McCann Worldgroup



  

	







Howard Morgan
Director, IdeaLab
Miles Nadal Chairman, MDC
Pedro Nueno 
Emeritus Professor of Entrepreneurship, IESE, and Professor and President, CEIBS
Clyde Musgrave
Chief Technology Officer, Efficient Networks
Peter Price
Composer
Jay Reise
Composer



  












Creativity Speakers (cont.)
Lynda Resnick 
Aspen Institute Trustee, Vice Chair and Co-Owner, The Wonderful Company 
Joe Rishel
Senior Curator of European Painting, PMA
Harvey Rubin
Professor of Medicine, Microbiology and Computer Science; Director, ISTAR - UPenn 
Jeff Scherer
 Founding Principal & CEO, Meyer, Scherer & Rockcastle, Ltd.
Jesse Schell
 CEO, Creative Director, Schell Games 
Daniel Saaty 
Chief Scientist and Founder, Decision Lens, Inc 














Denise Scott Brown
Principal, Venturi, Scott Brown & Associates 
Martin Seligman
 Founder of Positive Psychology, Zellerbach Family Professor of Psychology, Director of the Positive Psychology Center University of Pennsylvania
Barry Sternlicht
 Chairman and CEO, Starwood Capital Group 
Will Setliff
 VP, Marketing, Target 
Lloyd Shorter
 Musical Director, Relache 
Michael Taylor
 Curator of Modern Art, Philadelphia Museum of Art 














[image: ][image: http://blogs.nature.com/tradesecrets/files/2015/12/Wilson-James-headshot.jpg][image: http://www.thesfegotist.com/sites/www.thesfegotist.com/files/images/unnamed-1_30.img_assist_custom-480x480.jpg][image: http://images.adsttc.com/media/images/51c8/c4ad/b3fc/4bf9/e400/0168/medium_jpg/1343322879-venturi-340x500.jpg?1372112042][image: http://www.skolkovo.ru/public/images/stories/people/r-z/vanhonacker_002.jpg][image: http://design.sva.edu/wp-content/uploads/2016/06/gael_main.png]James M. Wilson
 John Herr Musser Professor of Research Medicine; Professor, Department of Pathology and Laboratory Medicine, University of Pennsylvania 
Bob Venturi
 Principal, Venturi, Scott Brown & Associates 
Gael Towey
 Chief Creative Officer, Martha Stewart Living Omnimedia 
Wilfried Vanhonacker
 Dean, Skolkovo Moscow School of Management 
Beth Viner
Former Managing Director & Associate Partner, IDEO 
Matt Walsh
 Executive Experience Director, Crispin Porter + Bogusky 







“Cultivating Curiosity” and more . . . 

A focus on creativity and innovation continues to be a major driver of many current SEI Center projects, including a 2016 conference on “Cultivating Curiosity” that was a stimulated by Jerry Wind’s TED talk on curiosity and designed in collaboration with The Center for Curiosity. From within his recent Emeritus role, Jerry Wind is writing a new book: “Being Creative: Lessons from Architecture and Design” by Barbara Eberlein, Derek Gilman and Jerry Wind.”[image: ][image: Image result]
[image: Image result for "evolution of innovation management"][image: ]
Symbiotic Innovation: Getting the Most out of Collaboration
Robert Thomas and Jerry Wind

The Revolution in Innovation Management: 
The Challenge for Legacy Firms
Jerry Wind and Kelly Rhodes


7. [bookmark: _Toc497306400]Reinventing Marketing and the Future of Advertising
In 1993, the SEI Center embarked on a significant project to study the “Value of Marketing,” which set out to establish empirically the positive or negative impact of marketing and disseminate that knowledge. The project included conferences, papers, and meetings of industry and academic advisory boards to assess scientifically and objectively what was known at the time about the value of marketing activities. One of the key findings of the meta-analysis part of the project was that pharmaceutical marketing compared well with other industries within the areas of advertising and marketing elasticities. A few years later, another major marketing initiative began at the Center with the rise of electronic commerce, which led to the publication in 2001 of Jerry Wind and Vijay Mahajan’s book, Digital Marketing. As e-commerce significantly changed when, where, and how we shop as well as created a new type of highly empowered consumer, it became clear that the field was in the midst of a transformation. But because consumers rarely adopt new technology 100%, but instead integrate it into their existing needs and activities, companies also needed to focus on convergence in their strategies and organizational architecture, leading to another 2001 Wind and Mahajan book, Convergence Marketing: Strategies for Reaching the New Hybrid Consumer. 

Because this area of study only became increasingly relevant as the digital landscape continued to rapidly change, it became a major focus of the SEI Center. In 2007, the iPhone was released, and in 2008, The Future of Advertising Project was founded. Now, the Wharton Future of Advertising Program is a full-fledged program and network that serves as the primary hub of the SEI Center’s work.

Illustrative Presentations and Workshops
2007 The Future of Advertising, SEI Center Board Meeting 2008 The Future of Advertising is NOW: Project Overview and Updated, SEI Center Board Meeting • Taking Stock of Existing Advertising Empirical Generalizations, Wharton Impact Empirical Generalizations in Advertising Conference 2009 Reinventing Marketing • Opportunities in Reinventing Marketing, Wharton Fellows • Future of Advertising: Progress and Prospects, Board Meeting of Ehrenberg-Bass Institute • The Future of Advertising Project and The New Marketing Challenges, SEI Center Annual Board Meeting • The Future of Advertising Project (Project Update), Future of Advertising Project Global Advisory Board Meeting • What We Know About Advertising: Implications for Management and Measurement, Audience Measurement 4.0 • Empirical Generalizations in Advertising: What We Know, Don’t Know, Can’t Know, and Should Know, Rethink The ARF Annual Convention 2010 Revitalizing Brands and Reinventing Marketing, SEI • The Future of Advertising, Havas/Euro University Leadership Excellence Program • The Future of Advertising is Now, IESE • The Future of Advertising, Future of Advertising Project Global Advisory Board Working Session 2011 Wharton Fellows Master Class Philadelphia: Insights from The Wharton Future of Advertising Project •  Challenging Your Mental Models of Advertising Project, Austrian Executive •  The Future of Advertising, Cheil Worldwide Global Marketing Program •  The Future of Advertising, Havas/Euro University Leadership Excellence Program • The Future of Advertising, Wharton Club of London • The Future of Sports Advertising, Innovations and Experiments with Multi Touch Point Portfolios, Leverage Sports Agency • The Future of Marketing & Advertising: An Opportunity for Preeminence, Wharton External Affairs Directors’ Meeting • The Future of Sports Advertising, WSBI Alumni Advisory Committee Meeting • The Future of Brand Building and Brand Experience: Blurring Boundaries Between Advertising and Retailing, Jay H. Baker Retailing Initiative • Toward a New Mental Model of Advertising: Implications to Orchestration, Business & Revenue Models • Rethinking Marketing and Advertising Research, Future of Advertising Global Advisory Board Meeting 2012 The Future of Advertising, Cheil Worldwide Global Marketing Program • Challenging your Mental Models of Advertising, Havas University Leadership Excellence Program  • The Future of Advertising Program: Global Insight Roundtables, Beijing • What’s Next for Empirical Generalizations in Advertising, Empirical Generalizations in Advertising II: What Works in the New Age of Advertising and Marketing • The Secrets of Viral Ads, Post-Advertising Summit Story Worldwide 2013 Advertising and Media 2020: Implications for Action, Cannes Lions Young Media Academy • The New Frontiers of Retailing, Fung Group Idealized Workshop • Innovative Approaches to Measuring Advertising Effectiveness, Wharton Future of Advertising Program and Wharton Customer Analytics Initiative • Insights from Advertising 2020, ARF Webinar • Insights from Advertising 2020, ARF Rethink: Unparalleled Knowledge, Unparalleled Networking • The Implications of Advertising 2020, ARF Rethink • Facebook Roundtable, Wharton Future of Advertising • Creating an Agile and Innovative Organization: Lessons from the FoA Program, Strategic Agility & Innovation Workshop, IDC Herzliya 2014 Text Mining vs. Surveys, The Advertising Research Foundation • Saving the Golden Goose: A Framework for Maximizing Effectiveness and Transparency in Native Advertising, Festival of Media – Asia Pacific, Singapore • Get Ready for Advertising 2020…Now: Lessons from the Wharton Future of Advertising Program’s Advertising 2020 Project, AMA Philadelphia • The Future of Advertising – Now!, CMO Workshop at Wharton • Get Ready for Advertising 2020…Now: Lesson from the Wharton Future of Advertising Program’s Advertising 2020 Project, FFWD Advertising & Marketing Week, Toronto 2015 Challenging the Mental Models of and Industry: The Case of the Future of Advertising, Education Entrepreneurship • Network Orchestration Leadership for CMOs, ANA, NYC • Beyond Advertising: Creating Value Through All Customer Touchpoints, Wharton Future of Advertising Future Vision Series • The Role of the CMO As a Network Orchestrator, ANA Master Circle Roundtable, Orlando • Advertising in the Age of Watson, Cannes Lions • Designing the Future of Advertising Now, Italia Innovation Program – Venice Innovation Cluster • Beyond Advertising: Creating Value Through All Touchpoints, Wharton Future of Advertising Future Vision Series, Los Angeles • Addressing the Capabilities and Talent Challenges, ANA Workshop – Capability & Talent Leadership Program, Philadelphia • Digital Opportunities in Luxury Retail, Online Luxury Retailing Conference, New York • Beyond Advertising: Creating Value Through All Touchpoints, Wharton Future of Advertising Future Vision Series, NYC • 2016 The Future of Media in the Context of the Future of Advertising, The Media Future Summit • The Future of Advertising: Digital Marketing Strategies for the Digital Economy, Wharton Future of Advertising • The Role of the CMO in All-Touchpoint Value Creation, ANA Masters of Marketing • Don’t Call it a Phone: Marketers’ New Mobile Perspectives “Beyond Advertising”, Advertising Week • Reimagine Marketing Research: Insights from the Wharton Future of Advertising Program, ESOMAR Congress • Beyond Advertising: Creating Value Through All Customer Touchpoints, Pfizer • Beyond Advertising: Creating Value Through All Customer Touchpoints, Integrated Marketing Virtual • New Creativity Standards for the Future, Cannes Lions Festival of Creativity • Beyond Advertising: Creating Value Through All Customer Touchpoints, Marketing Science Institute • Beyond Advertising: Creating Value Through All Customer Touchpoints, Turner Ad Lab • Beyond Advertising: Creating Value Through All Customer Touchpoints, Edelman Lunch and Learn 2017 The Future of Advertising: Digital Marketing Strategies for the Digital Economy, Digital Marketing Academy Merck
[image: ][image: ][image: ][image: ]

8. [bookmark: _Toc497306401][image: ]Value Creation Through Diversity
Research by the SEI Center, particularly the George Harvey Program for Redefining Diversity: Value Creation through Diversity that began in 1998, identified many of the keys to enhancing the value of diversity. Further underscoring the power of diversity is the Center’s more recent research showing that one of the keys to increased creativity is the employment of diverse, interdisciplinary teams. 

Diversity is most valuable when it goes beyond visible demographic characteristics such as age, gender, ethnicity, and race to include diversity based on other factors such as level and type of education, organizational tenure, work experience, and expertise. The types of diversity are significant factors in 
[image: ]whether performance -- and profits -- will increase or decrease. 

Illustrative Publications
1993 The End of Diversity: Rights, Responsibilities, and the Communitarian Agenda 1994 Enhancing Effectiveness: An Investigation of Advantages and Disadvantages of Value-Based Intragroup Conflict
1997 To Agree or Not to Agree: The Effects of Value Congruence, Individual Demographic Dissimilarity, and Conflict on Workgroup Outcomes •The Importance of Studying Diversity in Organizational and Global Teams: The Links of Categorization, Conflict, and Performance • Opening Pandora's Box: A Field Study of Diversity, Conflict, and Performance in Workgroups • The Wharton-Community Initiative for Ethical Human Resource Development: Building the Common Ground 1998 A Model of Group Diversity Profiles and Categorization Processes in Bicultural Organizational Teams • What Makes a Difference? The Impact of Individual Demographic Differences, Group Diversity, and Conflict on Individual Performance • Why Differences Make a Difference: A Field Study of Diversity, Conflict, and Performance in Workgroups 1999 Corporate Leadership in the 21st Century: Managing Human Assets • Embracing Diversity • An Initiative for Ethical Human Resource Development: A Market-Oriented Venture inHelping the Hard-to-Employ Become an Employable Resource •Workplace Diversity, Conflict and Productivity: Managing in the 21st Century 2002 Workplace Diversity, Conflict and Productivity: Probing the Complexities of Diversity in the Workplace and Its Influence on Performance 2004 What We Have Learned about Diversity Management


Development of Research Programs
Co-developed (with Bob Holland) the SEI Center’s George Harvey Program on Value Creation Through Diversity (1996-2000)

9. [bookmark: _Toc497306402]Decision Tools
[image: ][image: ]Business decision tools have made a tremendous impact on just about every industry. Many of those tools such as conjoint analysis, expert systems, and the Analytic Hierarchy Process (AHP) and experimentation were researched and enhanced at the SEI Center. The Center’s findings have laid the groundwork for better decision support systems and provided valuable lessons about the benefits of such decision tools. 

Illustrative Publications
1989 Courtyard by Marriott: Designing a Hotel Facility with Consumer-Based Marketing Models • Market Application of the Analytic Hierarchy Process • Market Discontinuities and Strategic Planning: A Research Agenda • Developing Marketing Expert Systems: An Application to International Negotiations 1990 The Impact of Artificial Intelligence on Management Decision Making and Organizational Design • Strategic Information Architecture: Increasing Productivity, Managing Risks• Perspectives on Strategy Research: A View from the Management Sciences 1991 Behavioral Methods • Combining Multiple Estimates: An Application to Damage Assessment Litigation 1992 New Perspectives on Decision Making in Complex Environments • New Product Models: Practice, Shortcomings and Desired Improvements • An Analogical Reasoning System for Managerial Learning and Problem Solving • Attribute Interdependencies in Product Performance Claims: Truth and Consequences 1993 Leading Edge Applications in Statistics • Marketing Science at a Crossroad 1994 Marketing and Social Networks 1996 From Detection to Action: Processes and Insights Gained from an Early Warning Signal System 1997 State of the Art in Quantitative Research • Start Your Engines: Gear Up for Challenges Ahead with Innovative Marketing Research Products and Services 1998 Mastering Uncertainty through Scenario Thinking 1999 Conjoint Analysis: Methods and Applications • Rx for Marketing Research: A Diagnosis of and Prescriptions for the Recovery of an Ailing Discipline in the Business World 2000 New Product Diffusion Models: From Theory to Practice • Applying Qualitative Data 2001 A Dual Approach to the Analysis of Buyers' Brand Consideration Sets • Thirty Years of Conjoint Analysis: Reflections and Prospects •Marketing Research and the Law: Tools, Techniques, and Applications 2002 Marketing Research in the Courtroom: A Case Study Shows How Analytical Methods Can Be [image: ]Applied to the Law • Survey Methods Help to Clear Up Legal Questions 2003 Buyer Choice Simulators, Optimizers, and Dynamic Models • Dual Considerations 2004 Adventures in Conjoint Analysis: A Practitioner's Guide to Trade-Off Modeling and Applications 2006 Applying Conjoint Analysis to Legal Disputes: A Case Study •Who Competes with Whom? A Demand-Based Perspective for Identifying and Representing Asymmetric Competition 2007 Marketing by Experiment


Illustrative Presentations
2005 Decision-Aiding Technologies and the New Theory of the Firm 2006 The 1st Mover Advantage Challenge 2009 The Changing Business Environment: Context for the Strategic Review 2014 Text Mining vs. Surveys, ARF Presents: RE:THINK 2015 7 Guidelines for Profitable Growth Strategies in Turbulent Times, NY Accessory Council Meeting • Meeting the Challenges and Opportunities of the New Economy and 8 Guidelines for Profitable Growth Strategies, Li & Fung & Fung Group President’s Forum


10. [bookmark: _Toc497306403]Nation Branding 
[image: ]In 2016, the SEI Center collaborated with David Reibstein, the William S. Woodside Professor and Professor of Marketing at the Wharton School, to launch the Nation Branding Initiative. As a world-renowned expert on competitive marketing strategy and linking marketing investments to financial value, Professor Reibstein has developed and presented his research regarding return on nation branding. In partnership with U.S. News & World Report and WPP’s BAV Consulting, he released the inaugural Best Countries survey at the 2016 World Economic Forum in Davos, Switzerland. The Best Countries survey ranked 60 top nations based on the perceptions of 16,000+ global participants. Germany was ranked No. 1 overall, ahead of Canada, the U.K., and the United States. The second edition of the Best Countries survey was released at the World Economic Forum in January 2017 with an expansion to 80 countries and an increased sample of over 21,000 global participants. By identifying disparities between internal versus global perceptions of nations, the Nation Branding Initiative aims to improve economies and positively impact nations' brands for greater returns on tourism, exports, and foreign direct investment.

Illustrative Publications
· Improving Economic Prosperity through Nation Branding,’ Mind Your Marketing, The Journal of World Marketing Summit (October 2016), Vol 2 No. 1, pp. 100-106.

Knowledge @ Wharton
·  “Billions in the Balance: Why Managing a Nation’s Brand Matters,” knowledge.wharton.upenn.edu, http://knowledge.wharton.upenn.edu/article/whats-in-a-name-for-nations-it-could-mean-billions-more-in-business/, January 20, 2016.
· “Nation Branding: Perception Can Be Reality – So Manage It,” Knowledge @ Wharton, http://knowledge.wharton.upenn.edu/article/nation-branding-perception-can-reality-manage/, July 25, 2016.

Illustrative Presentations
2016 Presenter of the Best Countries Report Rankings and Co-Host of CMO Discussion, “How the Fourth Industrial Revolution Changes Everything About Connecting with Customers,” World Economic Forum, Davos, Switzerland, January 20-23, 2016 • Speaker, “The Herzliya Indices,” 16th Annual Herzliya Conference, Interdisciplinary Center (IDC), Herzliya, Israel, June 14-17, 2016 • Invited Speaker, “Nation Branding,” Best Countries Event, Shenkar College of Design, Ramat Gan, Israel, June 19, 2016 • Invited Speaker, “Nation Branding,” Best Countries Event, Shenkar College of Design, Ramat Gan, Israel, June 19, 2016 • Speaker, “Return on Nation Brands” and “Sustainability: Will it Sustain Your Brand?,” Global Forum Amsterdam 2016, Beurs van Berlage, Amsterdam, Netherlands, June 21-23, 2016 • Panelist, “Assessing Performance Outcomes in Marketing,” AMA Strategy SIG Special Session, 2016 Summer AMA Conference, Atlanta Marriott Marquis, Atlanta, Georgia, August 5-7, 2016 • Presenter, “Nation Branding,” Marketing Department, University of North Carolina at Charlotte, Charlotte, North Carolina, September 7, 2016 • Presenter, “Return on Nations Brands – What’s It Really Going to Take…To Make America Great Again,” Wharton Club of Charlotte Event, University of North Carolina at Charlotte, Charlotte, North Carolina, September 7, 2016 • Presenter, “Return on Nations Brands – What’s It Really Going to Take…To Make America Great Again,” Jewish Community Relations Council Private Lunch, Parker Poe Adams & Bernstein, Charlotte, North Carolina, September 8, 2016 • Co-host, “Why Nations Need to Brand: The Way Forward for India,” Niti Aayog-ISB Leaders Round Table, Indian School of Business, New Delhi, India, October 17, 2016 • Host and Presenter, Wharton Nation Brand Conference, The Wharton School, University of Pennsylvania, Philadelphia, PA, October 28, [image: ]2016 • 2017 Presenter, “Return on Nations Brand in Latin America,” 49th Global Forum, InterContinental Miami, Miami, Florida, March 9-11, 2017 • Panelist, “Designing for Impact: The Innovator’s Guide for Creating Effective Programs,” and Presenter, “Nation Branding Israel,” Jewish Funders Network Conference, Grand Hyatt Atlanta in Buckhead, Atlanta, GA, March 21, 2017 • Presenter, “Return on Nation Brands,” Baruch College IB Seminar Series, Baruch College, New York, New York, March 28, 2017 • Presenter, “The Branding of Nations,” The Yale Customer Insights Conference 2017, Yale School of Management, New Haven, Connecticut, May 12-13, 2017 • Presenter, “Brand India,” Penn India Research Symposium, University of Pennsylvania, Philadelphia, Pennsylvania, October 13, 2017




II. [bookmark: _Toc492887832][bookmark: _Toc492888355][bookmark: _Toc497306404]Curriculum Innovations
[image: Image result for idc herzliya logo]The heart of the Center’s thought leadership has stimulated many new initiatives for knowledge generation and dissemination. Beyond the hundreds of articles, workshops, books and reports, it has led to a new MBA curriculum, the Alfred P. West Learning Lab and Wharton School Publishing, and has impacted students throughout the world with the founding of the Interdisciplinary Center (IDC) in Herzliya, Israel. In 2001, the SEI Center helped incubate and launch the Alfred P. West Jr. Learning Lab to explore the integration of new technology and approaches in the classroom and to provide a systematic understanding of the effectiveness of learning approaches. Since then, in partnership with faculty, the Learning Lab develops cutting edge digital learning tools - simulations, serious games, web-based exercises and interactive programs. Over 30 computer-based tools have been used in more than 35 courses, resulting in over 38,000 student touches.

Today, two key programs are continuing this groundbreaking work aimed at transforming education to meet the needs of the next generation’s management and workforce: the Wharton Fellows (p. 44), a network of powerful C-level executives committed to lifelong learning, and Reimagine Education (p. 47), a global competition for innovations in higher education to increase student learning and employability.

Overview of Curriculum Innovations: 
· [image: Image result for idc herzliya campus]1990-92:  The Center’s cutting-edge research on the successful 21st century corporation served as key input in the design of the new MBA curriculum, implemented in 1993-94.
· 1994: Founding of the Interdisciplinary Center, Herzliya (IDC)
· 1996-97: Proposed and designed a Global Executive MBA Network with 7 partner universities. The Dean decided not to implement the program.
· 2000: Launch of the Wharton Fellows, (further described in “Core Current Programs,” p. 44) 
· 2006: Developed the first MBA Creativity course, which gained immediate popularity and continued through 2015. (See list of  guest speakers, p. 18)
· 2014: Launch of Reimagine Education, (further described in “Core Current Programs,” p. 47) 


III. Publications & Wharton School Publishing
The Center has been the catalyst for the publication of dozens of books and hundreds of articles and chapters reinforcing Wharton’s position as a leader in the creation and innovative dissemination of business knowledge. Wharton School Publishing – a partnership between Wharton and Pearson Education – was launched in 2004 with Prof. Jerry Wind as the founding editor. During his time as editor, WSP published close to 60 books by distinguished authors from the world’s leading business schools and corporations such as CK Prahalad, Kenichi Ohmae, Colin Crook, and leading members of the Wharton School’s faculty. WSP also established a pipeline of future books. WSP has titles represented in 29 countries with over 400 translations. 

2004 also saw the publication of the pivotal The Power of Impossible Thinking, which leveraged the Center’s foundational work on Mental Models and became one of WSP’s best-selling books. Fast forward to 2016, in which two groundbreaking books further drew off the Center’s mission to radically rethink management and marketing to meet the needs of changing times: The Network Imperative: A Playbook for Creating Unprecedented Value in the Digital Age (Harvard Business Review Press) and Beyond Advertising: Creating Value Through All Customer Touchpoints (Wiley). 

A summary of illustrative publications is included in Appendix B.
[image: ]



IV. [bookmark: _Toc497306406]Distinguished Lectures
The Center has brought the insights of noteworthy speakers to campus. They include:  
	[image: Image result for Peter Drucker]
Peter Drucker
Clarke Professor of Social Science and Management at Claremont, Management Consultant


	[image: Related image]
Kenichi Omae
Organizational theorist, management consultant, Former Professor and Dean of UCLA Luskin School of Public Affairs
	[image: Image result for Percy Barnevik]
Percy Barnevik
Swedish Business Executive, Former CEO and Chairman Asea Brown Bovari, and Co-Founder of Hand-in-Hand



	[image: Image result for esther dyson]







Esther Dyson
Swiss-born American journalist, author, businesswoman, investor, commentator, philanthropist, and Founder of HICCUP

	[image: Image result for john seely brown]
John Seely Brown
Author, Researcher, and Former Board Member of In-Q-Tel







	[image: Image result for CK Prahalad]
CK Prahalad
Paul and Ruth McCracken Distinguished University Professor of Corporate Strategy 





	[image: Image result for Arno Penzias]
Arno Penzias
 American physicist, Astronomer, Nobel Laureate in Physics, and Co-Discoverer of Cosmic Microwave Background Radiation




	[image: Image result for amitai etzioni]
Amati Etzioni
Israeli-American Sociologist, Top 100 American Intellectuals, Leader of the Communitarian Network


	[image: Related image]
Benjamin Netanyahu
Israeli Prime Minister, Member of the Knesset, Chairman of the Likud Party, and UN Representative of Israel
	[image: Image result for Michael Porter]Michael Porter
Bishop William Lawrence University Professor at Harvard Business School 






	[image: Related image]
Andrew Liveris
Executive Chairman of Dow-DuPont and  CEO and Chairman of The Dow Chemical Company







	[image: Image result for Omar Saif Ghobash]
Omar Saif Ghobash
  Ambassador of the United Arab Emirates to Russia and author






	[image: Image result for Leonard a lauder']Leonard A Lauder
Chairman emeritus of The Estée Lauder Companies Inc. and Former Chief Executive






	[image: Image result for jeremy rifkin]Jeremy Rifkin
Advisor to the European Union, Principal Architect of the Third Industrial Revolution, and President of the TIR Consulting Group
	


The perspectives from these and other speakers helped inform our work in transforming business education at Wharton, which has had ripple effects throughout management education and business practice.


V. [bookmark: _Toc497306407]SEI Center Senior Fellows

The Senior Fellows program is designed for senior executives and educators who are interested in pursuing research related to the missions and objectives of the SEI Center.
[image: ]Colin Crook is the former Citibank Chief Technology Officer and current Founder and senior public relations professional consulting as the internal communications leader with FractalPR where he works alongside founders and C-suite executives to help implement, refine, or find valuable public relations process that impact brand growth. Previously, he served as the Head of Corporate Communications at MindTouch, a partner at the public relations agency, Knock Twice, and a Vice President at Voce Communications from 2005 to 2012. He also currently serves as President of the Penberen Center. He has a Bachelor of Arts degree in Journalism from Menlo College.Colin Crook
President, Penberen Center
Former Chief Technology Officer Citicorp and Citibank, N.A.


[image: https://media2.wnyc.org/i/1200/627/c/80/1/OnTheMedia_fullres01_BobGarfield.jpg]
Bob Garfield is an American journalist and commentator. He is a co-host of On the Media from WNYC, alongside Brooke Gladstone. He is also the host of The Genius Dialogues from Audible. Until 2010, he wrote the "Ad Review" TV-commercial criticism feature in Advertising Age. From 1986 to 1999, Garfield was a roving correspondent for All Things Considered and was a longtime advertising analyst for ABC News. He has also been employed as an on-air analyst for CBS News, CNBC, PBS, and the Financial News Network.Bob Garfield
Co-host, Oh the Media
Host, The Genius Dialogues


[image: Image result for robert holland board of governors economist]	
Robert C. Holland was the first staff member of the Federal Reserve System to be appointed directly to its Board of Governors. An economist, Mr. Holland worked in various jobs at the Federal Reserve Bank of Chicago from 1949-1961 before moving to the system’s headquarters in Washington, where he rose to executive director. President Richard M. Nixon named him to the Board of Governors in 1973, where he served until 1976. From 1976-1990, Mr. Holland was the president of the Committee for Economic Development, a nonprofit group of business and academic leaders that studies policy issues. In that role, he pushed for improvements in education. Mr. Holland served in the Army during World War II, and he earned a bachelor’s degree, master’s and Ph.D. in economics from the University of Pennsylvania.Robert C. Holland
American economist, Former Member of the Board of Governors of the Federal Reserve System


[image: http://tech-fair.cube-global.com/wp-content/uploads/sites/2/2017/03/Yoram_levanon-1-1024x1024.png]Yoram Levanon, Ph.D., is the Founder of Exaudios Technologies, Ltd. and serves as its Chairman and Chief Executive Officer. Dr. Levanon is also the Founder of M.S.R. Marketing and serves as its Chief Executive Officer and Principal. He served as a Technology Advisor of BVR Technologies Ltd. Dr. Levanon is a senior lecturer of Business Strategy and Marketing at Bar-Ilan University. He holds a B.Sc. in Physics, Mathematics, and Statistics, and an M.Sc. in Theoretical Physics, both from the Hebrew University, and a D.Sc. in Operations Research from the Technion Institute.Yoram Levanon
CEO MSR



[image: https://pbs.twimg.com/profile_images/2784406833/90693f6ae4c734a8f7b301fc46b46b1e_400x400.jpeg]Barry Libert is a digital board member, CEO advisor and angel investor who has spent the last decade: advising boards and leaders about how to build digital networks and platforms to drive value, growth and profits; assisting CEO’s pivot their business models; and investing in social, mobile, cloud, and big data startups.  His portfolio companies have built networks and platforms for many leading brands including Goldman Sachs, Major League Baseball, AAA, and ESPN. Mr. Liberty also sits a number of for-profit and not-for-profit boards and has co-authored 6 books. His newest is called The Network Imperative: How to Survive and Grow in the Age of Digital Business Models (published by Harvard Business Review Press, June 28, 2016). This book, along with his others–including We Are Smarter than Me and Social Nation—focus on the value of today’s technologies, new business models and networks. Mr. Libert has delivered more than 400 keynote speeches to 30,000 people globally. He has been published 1,100 articles in such periodicals as Harvard Business Review, The Wall Street Journal, Newsweek, Barron's, and The New York Times. He has also appeared on CNN, CNBC, FNN and NPR. Mr. Libert began his career with McKinsey & Company, is a graduate of Tufts University (Magna Cum Laude), and holds an MBA from Columbia University (Beta Gamma Sigma). Barry Libert
CEO, Open Matters
Designated Director,
 The 21st Century Enterprise


[image: J:\SEI Center\20 Year Report\Photos\[47]Len Lindegren.JPG]   
Len Lindegren spent five years at Johnson & Johnson in finance and market planning.  Afterwards, he spent more than thirty years at Price Waterhouse Coopers; first, as a management consultant and then as the Vice Chairman of Strategic Planning and Global Strategy Leader.  He holds a Bachelors of Science in Business Administration from Lehigh University in Pennsylvania.  He is now retired and lives with his wife in Palm Coast, Florida and Sullivan, Maine while also serving as an SEI Center Senior Fellow with the Wharton School.Len Lindegren
Former Global Strategy Lead
PricewaterhouseCoopers


[image: Vijay  Mahajan] 
Vijay Mahajan is a professor at the Red McCombs School of Business, University of Texas at Austin and author and editor of twelve books including The 86% Solution, which received the Book of the Year Award, Convergence Marketing, and Africa Rising. He currently presents his work worldwide, having been invited by more than 120 universities and institutions globally. He is the recipient of the John P. Harbin Centennial Chair in Business from the McCombs School of Business, University of Texas at Austin among numerous other lifetime achievement awards such as the American Marketing Association Charles Coolidge Parlin Award and the Distinguished Alumnus Award from the Indian Institute of Technology (Kanpur).Vijay Mahajan
Professor, Department of Marketing, Red McCombs School of Business, University of Texas at Austin


[image: https://media.licdn.com/mpr/mpr/shrinknp_200_200/p/3/000/121/367/363758b.jpg]Mark Morris is a global marketing and advertising executive who rose from Management Trainee to Chairman over a 36 year career with a single agency, Bates Worldwide. Demonstrated strategic leadership and operational skills in building strong client relations both in the US and across the globe with international assignments including a 3 year tour managing the agency’s Italian operation and serving as Worldwide Client Director for the agency’s largest account Warner Lambert/Pfizer, for 10 years. Currently he is on the board of trustees at the Bogliasco Foundation and an International Partner at the Italian marketing and communications company, The FiftySeven.Mark Morris
Former Chairman
Bates North America


 
[image: https://pbs.twimg.com/profile_images/2966848120/732bef675fbc48f97b39673a77d161f0_400x400.jpeg]
Howard Moskowitz is a market researcher and psychophysicist. He is best known for the detailed study he made of the types of spaghetti sauce and horizontal segmentation, pioneering the idea of intermarket variability as applied to the food industry. Mr. Moskowitz is the CEO of i-Novation Inc. as well as President of Moskowitz Jacobs Inc. He graduated from Harvard University in 1969 with a Ph.D. in experimental psychology. He has written/edited sixteen books and published well over 300 articles. His latest book with co-author Alex Gofman, Selling Blue Elephants and popularizes how IdeaMap (i-Novation`s flagship product) creates new products and messages from areas as diverse as credit cards, jewelry offers, presidential messaging during election years, stock  market communications, and trans-national innovation. Mr.Moskowitz has won the Scientific Director`s Gold Medal for outstanding research, and the 2001 and 2003 awards by ESOMAR (European Society Of Market Research). In 2004 he was elected as an IFT Fellow and awarded the David R. Peryam Award from ASTM in recognition of outstanding contributions to the field of basic and applied sensory science. In 2005, he received the Charles Coolidge Parlin Marketing Research Award for his substantial contributions to marketing research. He was the recipient of the ARF Research Innovation Award and The Market Research Council Hall of Fame Award, both in 2006.Howard Moskowitz
Moskowitz Jacobs, Inc.

	

[image: Image result for joe plummer advertising research]Joseph Plummer is an adjunct professor at Columbia Business School and Senior Associate at Olson Zaltman Associates. He is co-author of The OnLine Advertising Playbook, focusing on the emergence of the Internet as a marketing platform. Prior to teaching at Columbia, Plummer was Executive Vice President at McCann Worldgroup, Vice Chairman at D’Arcy Masius Benton & Bowles (DMB&B), Executive Vice President at Young & Rubicam and Senior Vice President at Leo Burnett. He was also a managing director at Paine Webber/Y&R Ventures and Chief Research Officer at the Advertising Research Foundation. Plummer is a board member of Media Advisory Partners LLC, Zogby International, Voxpop Investing, AdSafe, Innerscope Research Inc. and C3 Research. Previously he was a board director of Sunstus, Audits & Surveys, McCann Worldgroup, DMB&B, and Young & Rubicam.  He was a member of the Board of Trustees at his alma mater, Westminster College, where he earned his bachelor’s degree, and on the Presidents Council at The Ohio State University, where he received his master’s and doctorate degrees. In addition to The OnLine Advertising Playbook, Plummer has published more than 25 articles in journals, written more than 20 chapters for books and has been the editor of The Journal of Advertising Research. In 2007 he was selected as Distinguished Marketing Practitioner by the Association of Marketing Science and in 2012, Plummer received the distinguished Lifetime Achievement Award from the Advertising Research Foundation.Joe Plummer
Former Chief Research Officer
The Advertising Research Foundation



[image: https://media.licdn.com/mpr/mpr/shrinknp_200_200/p/7/000/227/11e/2f2c592.jpg]Steve Rappaport is a widely followed advertising industry researcher, forecaster and strategist. Co-author of The Online Advertising Playbook and the ARF Listening Playbook he has served as Director, Knowledge Solutions for the Advertising Research Foundation and previously served in a variety of leadership roles for Interpublic, McCann World Group, BBDO and DMB&B.  Since the late 1970s, Steve has explored the implications of new electronic technologies and their impact on advertising and marketing. As the chief marketer for several business-to-business and consumer packaged goods companies, Steve applied those insights to the marketing and advertising of new and in-market products and services. Steve holds a Masters degree from University of Pennsylvania and an undergraduate degree from Stony Brook University. Steve Rappaport
Former Director of Knowledge Solutions, The Advertising Research Foundation




















VI. [bookmark: _Toc497306408]Illustrative Faculty Participants

	
Name
	Title

	Franklin Allen
	Nippon Life Professor Emeritus of Finance

	Elizabeth Bailey
	Professor Emeritus of Business Economics and Public Policy

	David Bell
	Xinmei Zhang and Yongge Dai Professor, Professor of Marketing

	Jonah Berger
	Professor of Marketing

	Eric Clemons
	Professor of Operations, Information and Decisions; Professor of Management

	Tom Colligan
	Vice Dean and Director of The Aresty Institute of Executive Education at the Wharton School

	George Day
	Geoffrey T. Boisi Professor Emeritus; previously the Executive Director of the Marketing Science Institute

	Michael X. Delli Carpini
	Professor of Communication; Walter H. Annenberg Dean of the Annenberg School for Communication

	Josh Eliashberg
	Sebastian S. Kresge Professor of Marketing; Professor of Operations, Information and Decisions

	Marie Foregeard
	Post-Doctoral Fellow, Behavioral Health Partial Hospital Program; Harvard Medical School Clinical Fellow in Psychology

	Edward George
	Universal Furniture Professor of Statistics

	Mauro Guillen
	Dr. Felix Zandman Professor of International Management; Professor of Management; Director, The Lauder Institute

	Gulent Gultekin
	Associate Professor of Finance

	Gabriel Hawawini
	Visiting Professor of Finance; Former Dean of INSEAD

	Steve Hoch
	Emeritus Professor of Marketing

	David Hoffman
	Professor of Law

	Chris Ittner
	EY Professor of Accounting; Chairperson, Accounting Department

	Anjani Jain
	Vice Dean of Wharton’s MBA Program for Executives; Adjunct Professor of Operations and Information Management

	Barbara Kahn
	Patty and Jay H. Baker Professor; Professor of Marketing

	Ziv Katalan
	Adjunct Professor, Operations Information and Decisions; Managing Director, Wharton Global Initiatives

	Michael Kearns
	Professor and National Center Chair, Department of Computer and Information Science

	Paul R. Kleindorfer
	Professor Emeritus

	Abba Krieger
	Robert Steinberg Professor; Professor of Statistics; Professor of Operations, Information and Decisions; Professor of Marketing

	Howard Kunreuther
	James G. Dinan Professor; co-Drector, Risk Management and Decision Processes Center; Professor of Decision Sciences and Business Economics and Public Policy; Professor of Operations, Statistics, and Decisions

	Daniel Langleben, MD.
	Associate Professor of Psychiatry; Perelman School of Medicine

	David Larcker
	Ernst & Young Professor of Accounting

	Noam Lemelshtrich Latar
	Founding Dean of Sammy Ofer School of Communications at IDC Herzliya

	Peter Linneman
	Albert Sussman Professor of Real Estate, Finance and Public Policy; Founding Chairman of Wharton’s Real Estate Department

	Ian MacMillian
	The Dhirubhai Ambani Professor; Professor of Innovation and Entrepreneurship; Director, Sol C. Snider Entrepreneurial Research Center

	Marshall Meyer
	Emeritus Professor of Management; Tsai Wan-Tsai Professor Emeritus

	Mark Myers
	Former Visiting Executive Professor, Management Department

	Eric Orts
	Guardsmark Professor; Professor of Legal Studies & Business Ethics; Management Director, Initiative for Global Environmental Leadership

	Mark Pauly, Ph.D.
	Bendheim Professor, Professor of Health Care Management, Professor of Business Economics and Public Policy, the Wharton School

	Jagmohan Raju
	Joseph J. Aresty Professor; Executive Director, Wharton Co-Sponsorship of Indian School of Business; Professor of Marketing; Vice Dean, Wharton Executive Educationja

	David Reibstein
	William Stewart Woodside Professor; Professor of Marketing

	Jay Reise
	Composer and Professor of Music

	Thomas Robertson
	Joshua J. Harris Professor; Professor of Marketing; Interim Director, Jay H. Baker Retailing Center

	Harvey Rubin
	Professor of Medicine

	Paul Schoemaker
	Senior Fellow, Mack Institute for Innovation Management, the Wharton School

	Richard Shell
	Thomas Gerrity Professor; Professor and Chari of Legal Studies & Business Ethics & Management

	Harbir Singh
	Mack Professor; Professor of Management; Co Director, Mack Institute for Innovation Management; Vice Dean, Wharton Global Initiatives

	J. Michael Steele
	C. F. Koo Professor; Professor of Statistics; Professor of Operations, Information and Decisions

	An-Li Wang
	Clinical Associate of Psychiatry

	Kevin Werbach
	Associate Professor of Legal Studies and Business Ethics

	Justin Wolfers
	Professor of Economics and Public Policy

	Amir Yaron
	Robert Morris Professor of Banking and Finance
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[bookmark: _Toc497306410]The Wharton Future of Advertising Program
Overview
The Wharton Future of Advertising Program (WFoA), launched in 2008 in the SEI Center for Advanced Studies in Management by Jerry Wind and founding executive director, Catharine Hays, is broadly viewed as the preeminent academic institution bridging academia and practitioners to transform the scope, value, and impact of advertising and marketing, with a who’s who Global Advisory board and a growing global network of innovators. Corporate supporters and grants enable WFoA’s network enrichment, research collaborations, adaptive experimentation initiatives, thought-leadership roundtables and conferences, student- and alumni-focused programs, and presentation content development and delivery for influential executive audiences. The Program’s recently published book, Beyond Advertising: Creating Value Through All Customer Touchpoints (Wiley, 2016), presents a concrete set of principles and actionable steps, including the All Touchpoint Value Creation Model, designed to lift us out of reactive thinking and encourage the co-creation of a better future for business, people, and society. Experimentation is advocated as mandatory for marketers.
	
Mission
Serve as an independent, interdisciplinary catalyst to inspire, enable, and celebrate a global community of innovators, executives, students, academics, and influencers to co-create a more desirable future of advertising and marketing for brands and people and society.

Key Accomplishments
Generated Empirical Generalizations in Advertising I & II Findings and Special JAR Issues
In 2008 and 2012, WFoA co-hosted with the Ehrenberg-Bass Institute, Empirical Generalizations in Advertising Conferences.  Each conference convened over 100 international academics and researchers to establish rigorous “law-like” findings about what works and what doesn’t work.  Top papers were featured in best-selling, special issues of the Journal of Advertising Research What We Know About Advertising (June 2009) and What We Know About Advertising II (June 2013)

Launched and Led Global Advertising 2020 Idealized Design and Collaboration Project
In 2012, WFoA launched the Advertising 2020 Project, using an Idealized Design approach to address the key challenges facing the industry. We asked executives and academics to step back from day-to-day demands to imagine a future on the other side of the current maelstrom:
1. What could/should advertising look like in 2020? 
2. What should we do now for this future?

Over 200 thought leaders, innovators, and visionaries from a breadth of disciplines and 22 countries provided 1000-word or less essays, all of which are posted on the WFoA website for broad accessibility, themed “playlists”, and comments. Preliminary findings from the entries and comments were presented in a keynote presentation at the 2013 Cannes Lions Festival of Creativity, the annual international “Oscars” of the advertising and marketing world.

Published Beyond Advertising, Wiley 2016
WFoA distilled the substance of the Advertising 2020 Project into a model and roadmap for the future, Beyond Advertising: Creating Value through All Customer Touchpoints, (Wind, Hays, and the WFoA Innovation Network) to highly positive reviews. Wharton’s FoA Program now enjoys a reputation as the independent, credible, forward-thinking leader in creating a movement to align the interests of advertisers/marketers, people and their lives, and culture and society to reimagine better, more desirable and impactful outcomes for each. 
[image: ]
This book is for all those who are realizing that tremendous and far-reaching changes continue unabated in the field of advertising and marketing and are having far-ranging consequences beyond these disciplines. With the impacts reverberating across executive ranks, throughout all reaches of organizations, and on to their stakeholders, the new concepts we present apply to large corporations and small enterprises alike, to anyone who has the desire to understand and harness the tremendous forces of change... or else risk being overtaken by those who do.

From over 200 diverse perspectives emerge a broader conception of the scope, practice, and value of “advertising,” encompassing every communication or point of interaction between a brand and a person. These include touchpoints outside the traditional realm of advertising and marketing such as product development, package design, customer service, store design, etc. In order to be successful today and in the future, all touchpoints must be orchestrated with optimized context and content as well as aligned objectives for win-win-win outcomes. In short, we need to move “beyond advertising.” 

“This book is a must-read for anyone who wants to be effective in reaching, influencing, and creating value. I think this book will be a milestone in the history of marketing communication.” 
-Philip Kotler, S.C. Johnson & Son Professor of International Marketing, 
Kellogg School of Management, Northwestern University 

In addition to broad adoption by practitioners, some or all of the book is now on recommended reading lists for courses at Wharton, Columbia, Northwestern, Notre Dame, and Rutgers and is being adopted by many advertisers and agencies.

Created and Convened the Annual Media Future Summit (Ongoing) 
Launched in 2015, WFoA co-hosts The Media Future Summit with MediaPost and Bob Garfield, Host of NPR’s On the Media and WFoA Global Advisory Board member. The Summit is an exclusive gathering of top executives tapped from throughout the media ecosystem to seek lasting business solutions amid digital-age reordering of the media economy for the common cause of “vibrant, ethical and sustainable media in a democratic society”. MFS is invitation-only and participation signifies an ongoing commitment, leadership role and influence that can be marshaled at only the highest levels of ownership and management. Keynotes have included Alec Baldwin, Craig Newmark and in 2017, Preet Bharara.

Created a Growing Global Who’s Who Network of Academics and Practitioners (Ongoing)
Executives and academics look to Wharton and WFoA as the independent, inter-disciplinary global leader in the future of advertising and marketing, attracting a global Who’s Who of influentials: 
· Global Advisory Board (90+) 
· Advertising 2020 Contributors (200+) 
· Marketing Matters/CMO Spotlight Radio Show Guests (~150) 
· International Meeting/Workshop/Symposium Participants (1000+) 
· Researchers (300+ from EGI and EGII and other research collaboration initiatives) 
· Strategic Partnerships with Key Associations including ANA, ARF, 4As, ICA (Canada), IPA (UK), Cannes Lions, Effies Worldwide, MMA, MSI, Advertising Week
· Newsletter subscribers via website: 500+

Collaborated on Research, Guidance, and Discourse for CMOs of the Future (Ongoing)
Wharton FoA has a strong and increasing presence with influential Chief Marketing Officers and other executive titles that are emerging to support the new areas of expertise and focus
· 50+ CMOs on Marketing Matters Radio Program (Forbes CMO Network collaboration)
· Forbes CMO Master Class (2014)
· WFoA/Facebook Personalization at Scale Executive Committee (2015) 
· ANA Executive Board Master Classes (2016)
· Deloitte Next Generation CMO Academy (January 2017)
· ANA/Deloitte CMO North Star Project and Conference Presentation (2017-2018)

[image: ]Developed, Co-Created & Delivered Content for Broad, Practicable Knowledge Dissemination (Ongoing)
Wharton FoA invites and is invited to present, publish and provide guidance at top gatherings of influentials around the world
· Convened over 20 Executive Roundtable Working Sessions in London, New Delhi, Singapore, Beijing, Paris, Toronto, New York, Philadelphia, Chicago, Los Angeles
· WFoA Blog summarizes key insights from Hays’ Marketing Matters/CMO Spotlight radio show guestsDr. Matthew Sawyer interviewed Dr. Jerry Wind, WFoA Academic Director, and Executive Director Catharine Findiesen Hays on July 7, 2017. Dr. Sawyer will be teaching a class at Columbia University called “The Industry Insider” in which he will be using Beyond Advertising as the class’s core text.

· Articles/Podcasts/Webinars/Video Series: e.g., Knowledge@Wharton: Marketing in the World of AI, Marketing Sherpa Blog; Marketing Science Institute Webinar, Marketing Matters Podcasts, Five Forces of Change Video Series with Hearts & Science, Six Degrees of Separation Podcast
· Keynotes, Presentations, and Panels: e.g., Marketing Hall of Fame Induction (Wind), ARF, ANA, 4As, Cannes Lions, ESOMAR, Advertising Week NYC, Marketing Sherpa, ad:tech, CreateTech, AHAA, Mobile Marketing Assn., TV of Tomorrow
· Academic Partner: IPA (London) Inaugural Effectiveness Week, Mobile Marketing Assn., Trust Forum
· Advisory Board Roles: Effies Worldwide (NY) (Effectiveness in Marketing Communications), JAR, Turner Ad Labs, Ehrenberg-Bass Institute, R/GA Accelerator

Support Wharton/Penn Students, Faculty & Alumni Interested in the Future of Advertising & Marketing 
[image: ]Wharton and Penn students and alumni look to WFoA to learn about, and co-create current and future opportunities in, and transformational role of, the new world of advertising and marketing
· Mentor 3-4 Penn/Wharton undergrads per semester as research and admin assistants 
· Sponsor & provide speakers for Undergrad Marketing Conference and MEME Weeks 
· Provide introductions for students to WFoA thought leaders for research projects
· Provide Guest Lecturers and Cases for MKTG724001, Advertising Mgmt. and MKTG101
· WFoA and Beyond Advertising concepts pervade Wharton Fellows Program, Education of the Future, Wroe Alderson Marketing Department lecture, and other SEI Center initiatives
· Collaborate with Wharton and Penn Faculty on research projects and initiatives

Enlisted Corporate Sponsorship and Support for Research Initiatives (Ongoing)
Wharton FoA attracts gifts to enable research collaborations
· Total gifts and income since 2008: $1.34m (20% to University overhead)


[image: http://static.adweek.com/adweek.com-prod/wp-content/uploads/files/news_article/baba-schetty-hed-2013_0.jpg] “No one has done a better job at bridging academic and industry thinking in marketing than Jerry Wind, Catharine Hays, and the team at the Wharton Future of Advertising Program.”
--Baba Shetty, CEO, Invisible Science; former CEO Newsweek/The Daily Beast

[bookmark: _Toc497306411]The Wharton Fellows
Founded in 2000, The Wharton Fellows Program was designed as a life learning education program and network to prepare CEOs and other senior executives for Transformation Leadership. The Wharton Fellows Program challenges leaders to rethink their existing mental models and enhances the latest leadership development methods of successful organizations around the globe.
[image: ]Wharton Fellows: Master Classes and Networking for Senior Executives is a network of peers, faculty, and other experts drawn from the best of academia, business, and other relevant fields (including technology, science, politics, and the arts). The Fellows experiential learning takes place at corporate sites of the world’s most influential organizations, where they gain current, actionable insights into industry-transforming business models, and meet with leaders who are continuously challenging the status quo, whether running a start-up or a decades-old firm. 
Providing a robust forum for seasoned colleagues to share practical wisdom, the exclusive Fellows program immediately impacts the way they captain their organizations. In fact, the duality of the program’s design remains its most unique feature. By coupling Wharton and peer knowledge in the classroom with onsite learning at best-of-breed organizations, Wharton Fellows offers today’s leaders an intense, hands-on learning experience with the immediacy and credibility necessary to work in a rapidly changing environment. And with host cities throughout the USA and overseas, Wharton Fellows Master Classes set cutting-edge knowledge directly at the heart of some of the world’s timeliest issues. From Wharton’s original home in Philadelphia to New Delhi, Silicon Valley, Cape Town and Nairobi, Master Classes travel the world.
[image: J:\Jerry's Retirement Party\2005 Images\SEI barcelona 2005 (34).jpg]A typical Wharton Fellows pedagogical structure involves a 3 ½ day Master Classes in international destinations for intense experiential learning with onsite visits while living case studies unfold. The streamlined and efficient model allows for minimal time away from the workplace during which Fellows learn from distinguished Wharton faculty—along with industry and regional market experts worldwide—through interactive dialogues in classrooms designed exclusively for only 50 peers. With a focus on current business themes and industry verticals, faculty and experts from the best of academia and business collaborate with those from diverse fields, including technology, science, health care, government and the arts. Online learning and networking in between Master Classes augments the on-site model. Fellows achieve Wharton alumni status after completing 12 Master Classes, joining a community of more than 95,000 worldwide and gaining access to regional alumni forums, local clubs and the Wharton alumni online community. In partnership with Wharton’s Aresty Institute for Executive Education, Fellows are further invited to take advantage of additional world-renowned learning opportunities at the Wharton School.  
Critical topics – such as managing the speed of change, driving innovation, and achieving profitable growth – create a curriculum of highly relevant and timely material that focuses on transformational leadership. Wharton professors generate the knowledge and innovations that transform business practice and public policy worldwide, and their knowledge guides every Master Class. 

[image: Image result for marcus thompson HSBC] “The Wharton Fellows program has helped me keep abreast of the latest developments in the business world. The programs help participants get beneath the skin of those issues which you read about in the newspapers.”
--Marcus Thompson, Managing Director and CIO, Hongkong & Shanghai Banking Corporation Ltd. (HSBC) Private Equity (Asia) Ltd., Hong Kong


Current Wharton Fellows membership is over 400 network participants. Current Master Classes focus on The Next Big Thing, and have been held in Silicon Valley, New York, Boston, Seattle, Philadelphia, Israel and Austin. Other recent Master Classes were held in Sao Paulo, Argentina, Dubai, Washington DC, Singapore and Las Vegas.
2000 eFellows • Wharton Fellows in e-Business • 2002 All Fellows Meeting • Foundations I • 2003 Foundations II • Top Line Growth in  Turbulent Times • 2004 Success: What's Next • Milken & the Media • Leveraging Japan • China: Transformation from the Inside • Toward a New Europe • Merger, Acquisition, and Renewal • 2005 India: Market and Sourcing Opportunities • Working with Government • Core Program: Design, Innovation & Strategy • Opportunities in Latin America and the U.S. Hispanic Markets • 2006 Managing in an Evolving World • Silicon Valley: What's Next • Islam and the West • 2007 Managing in an Evolving World • Globalization Revisited • Silicon Valley: the Next Big Thing • 2008 Innovation, Customer Insights, and Creative Growth Strategies • Innovation and Creativity • Islam and the West: Insights and Opportunities • 2009 Finding Opportunity in Times of Economic Crisis • Opportunities in Times of Crisis: the Changing Relationship between Business and Government • 2010 Wharton Fellows at the Conference Board: Lessons for Profitable Growth • Wharton Fellows at the Conference Board: China: Insights and Opportunities • Wharton Fellows at the Conference Board: Israel: The Holy Land of Innovation and Entrepreneurship • 2011 What's Next in Management Disciplines and Business Transformation • Argentina: Insights and Opportunities • Brazil: Insights and Opportunities • 2012 Insight, Market Resource, and Partnership Opportunities • Innovative Growth Strategy • 2013 The Next Big Thing • 2014 The Next Big Thing: The New York Perspective • The Next Big Thing: The Seattle Perspective • The Next Big Thing: The Tel Aviv Perspective • The Next Big Thing: The Boston Perspective • 2015 The Next Big Thing: The Austin Perspective • The Next Big Thing • The Next Big Thing: The Philadelphia Perspective • 2016 The Next Big Thing: The San Francisco Perspective • The Next Big Thing: Lessons from Singapore • 2017 The Next Big Thing: The LA Perspective 
Where Fellows Master Classes Have Happened:
[image: ]
Where Fellows Are From:
[image: ]


[bookmark: _Toc492887836][bookmark: _Toc492888359][bookmark: _Toc497306412]Reimagine Education
[image: ]Mission 
To prepare the leaders of tomorrow and fulfill the lifelong learning needs of the billion+ learners in a higher education world complicated by enormous advances in science and technology allowing the customization of education to individual learning styles; empowered, multitasking student populations of all ages and needs; the continuously increasing cost of traditional higher education; the need to make the most of distance and presence learning, and the need for interdisciplinary expertise in the global competitive environment.

Overview
[image: ]In 2014, The Wharton SEI Center joined forces with QS Quacquarelli Symonds to launch the first global competition for the most innovative and scalable pedagogical approaches to enhance learning and employability. In 2015, it additionally partnered with the University of Pennsylvania Graduate School of Education. Each year, an international panel of 40 distinguished judges evaluates the entries, which currently number above 1,000. There is a $50,000 cash prize for the overall winner, as well as disciplinary awards in all major subject areas; regional awards for the Americas, Africa, Asia, Europe and the Middle East; area awards for e-learning, presence learning, hybrid learning, assessment, teaching delivery, employability and digital content; and special prizes for Ethical Leadership, Advancing Curiosity, and Sustainability.



[image: ]Winners are announced at the culminating conference and awards ceremony each December in Philadelphia.  The conference is the nexus of an ecosystem that explores new ideas for teaching and learning through the collaborative lens of researchers, practitioners, entrepreneurs, technology companies and investors. It has grown to become an elite educational forum, at which delegates from technology luminaries like Microsoft, IBM, and Google liaise and debate with representatives of the globe’s strongest research institutions. 
Associated Institutes & Sponsorships
The Reimagine Education conference not only awards prizes for innovation in education, but also provides a platform to discuss pedagogical vision for educational transformation with deans and administrators from the world’s leading universities and a cohort of over 500 highly influential delegates from higher educational, governmental, and educational technology spheres. Last year’s speakers included Jonathan Rochelle, Director of Google Apps for Education; Rob Curtin, Director of Higher Education at Microsoft; Prof. Martin Seligman, founder of Positive Psychology; and Richard Culatta, Chief Innovation Officer for the state of Rhode Island. 

Reimagine Education is committed to identifying and working with partners at the forefront of educational change, seeking out organizations and academic institutions that are innovating in the fields of teaching and learning.  With Amazon, Google, MIT, Carnegie Mellon, New York Times bestselling author William Deresiewicz, UCL, and Columbia University all represented, the 2017 Reimagine Education conference agenda proves to be invaluable for anyone invested in the future of education.
[image: ]

[image: ]

At this year’s 2017 conference, the overall winner will receive $100,000 in total funding: $50,000 in cash and $50,000 in Amazon Web Services (AWS) credits. The latter prize is provided in association with our Gold Tech Sponsor, Amazon Web Services. Other sponsors for 2017 include the University of Nicosia at the gold level, the University of Bristol at the silver level, and Newcastle University at the bronze level. 

Award Categories
Each year, the judges of the Reimagine Education Competition look for evidence of innovative pedagogies that produce improved learning and/or employment outcomes for students. As such, the awards are divided into 17 categories, with each category addressing prominent and cutting-edge areas of higher education. 
[image: ]
The award categories are:
· E-Learning Award Hybrid Learning Award, 
· Presence Learning Award
· Teaching Delivery Award
· [image: ]Learning Assessment Award
· Sustainability Award
· Nurturing Employability Award
· Ethical Leadership Award 
· K-12 Award
· [image: ]ICT Tools for Learning and Teaching Award
· ICT Support and Services Award
· Educational App Award
· Digital Educational Award 
· VR/AR Award
· MBA and Executive Education Award
· Cultivating Curiosity Award
· Student-led Innovation Award
	
Illustrative Speakers
2017 Conference Andrew Ackerman: Managing Director, Dreamit • Brittany Bir: COO, 42 • Martin Boehm: Dean, IE Business School • Matthew Brink: Assistant Executive Director, National Association of Colleges and Employers • Peter Bryant: Head of Learning Technology and Innovation, London School of Economics and Political Science • Sangeet Chowfla: President and CEO, GMAC • Michael Crow: President, Arizona State University • Bill Deresiewicz: Award-winning Author, Freelance • Jeff Dieffenbach: Associate Director, MITili, Massachusetts Institute of Technology • Bart Epstein: Founding CEO, Jefferson Education Accelerator • Geoffrey Garrett: Dean of The Wharton School • Pam Grossman: Dean, Penn Graduate School of Education • Jean Hammond: Co-Founder and Partner, LearnLaunch • Stephanie Hunter: Director, Campus Relations and Talent Outreach, Walmart • Andrew Ko: Managing Director, Global Education AWS • Kenneth Koedinger: Professor of Human-Computer Interaction and Psychology, Carnegie Mellon University • Barbara Kurshan: Executive Director of Academic Innovation, Penn Graduate School of Education • Cindy Leow: Student, Minerva Schools •Doug Messer: CEO, University Beyond • Pedro Nueno: Professor and President, CEIBS • Ivan Ostrowicz: Co-Founder and CEO, Domoscio • Michael Platt: James S. Riepe University Professor, University of Pennsylvania • Nunzio Quacquarelli: CEO, QS • John A. Quelch: Dean, University of Miami Business School • Jonathan Rochelle: Director of Product Management, Google • Alan Schulman: National Director of Creative Experience and Content Marketing Deloitte Digital • Yoav Shefi: Executive Chairman, DreamTime Vision • Jenny Smith: Recruiter, adidas Group • Sarah Toms: IT Technical Director of the Wharton Learning Lab, The Wharton School •   Professor Jerry Wind: The Wharton School, University of Pennsylvania • Rebecca Winthrop:  Director, Center for Universal Education, Brookings Institute • 2016 Conference Haif Bannayan: CEO, Queen Rania Teacher Academy • Roger Berry: CEO, Fullbridge Inc. • Brittany Bir: COO, 42 • Mads Bonde: CEO, Labster • Patrick Brothers: Chief Development Officer at Navitas • Liz Coleman: Former President, Bennington College • William Confalonieri: Chief Digital Officer, Deakin University • Richard Culatta: Chief Innovation Officer, State of Rhode Island • Christopher L. Curran: Founder & Managing Partner, Tyton Partners • Rob Curtin: Director of Higher Education, Worldwide Public Sector at Microsoft • Gavin Dykes: Program Director, World Education Forum • Bart Epstein: CEO, Jefferson Education Accelerator • Eric Glustrom: President, Watson University • Pam Grossman: Dean, Penn Graduate School of Education • Jean Hammond: Co-founder and Partner at LearnLaunch • Jerry Huang: COO, iTutorGroup • Nina Huntemann: Director of academics and research at edX • Professor Wu Jiang: Executive Vice President, Tongji University • Barbara Kurshan: Executive Director of Academic Innovation, Penn Graduate School of Education • Huntington Lambert: Dean, Harvard - Continuing Education • Charles McIntyre: Co-founder, EdTechXGlobal • Larry Nelson: Worldwide Managing Director of Global Education Partners, Microsoft • Ben Nelson: CEO, Minerva Project • Satya Nitta: Global Head & Program Director of Cognitive Science & Education Technology, IBM Research • Grace O’Shea: COO and Co-founder, room2learn • Professor Tan Oon Seng: Director of the National Institute of Education, Singapore • Jeff Stebar: Principal, Global Higher Education Practice Leader at Perkins+Will • Nunzio Quacquarelli: CEO, QS • Deanna Raineri: Vice-President of University Partnership, Teaching & Learning at Coursera • William Rankin: Consultant, Unfold Learning, formerly Director of Learning at Apple • Uri Reichman: President & Founder of the Interdisciplinary Center, Herzliya • Jonathan Rochelle: Director of Product Management, Google • Yoav Shefi: Executive Chairman, DreamTime Vision) • Matt Sigelman: CEO, Burning Glass Technologies • Martin Seligman: Founder of Positive Psychology, Zellerbach Family Professor of Psychology, Director of the Positive Psychology Center • Felipe Sommer: President and Co-founder of Nearpod • Anne Trumbore: Senior Director, Wharton Online at The Wharton School • Professor Pete Turchi: College of Liberal Arts and Social Sciences, University of Houston • Dr. Dan Wagner: Professor of Education at Penn GSE, UNESCO Chair in Learning and Literacy • Michelle Weise: Executive Director, The Innovation Lab at Southern New Hampshire University • Professor Jerry Wind: The Wharton School, University of Pennsylvania • Stanton Wortham: Dean of the Lynch School of Education at Boston College • Betsy Ziegler: Associate Dean, Chief Innovation Officer, Kellogg School of Management 2015 Conference Dr. Susan Aldridge:  President, Drexel University Online • Anant Agarwal: CEO, edX • Mads Bonde: Founder and CEO, Labster • Dr. Wallace E. Boston: President and CEO, American Public University System • Don Burton: co-Founder, EDGE Edtech • Candice Carpenter Olson: Co-CEO, Fullbridge • Jaime Casap: Chief Education Evangelist, Google • Kathleen deLaski: Founder, Education Design Lab • Colum Elliott-Kelly: Head of Education, Blippar • Bart Epstein: Founding CEO, Jefferson Education Accelerator • Russell Greiff: Managing Director 1776 Ventures • Martin Ihrig: Practice Associate Professor, University of Pennsylvania • Santiago Iñiguez: Dean of IE Business School & Vice-Chair of AACSB • John Katzman: Founder and CEO, Noodle Education • Shiv Khemka: Executive Chairman, The Global Education & Leadership Foundation • Joshua Kim: Director of Digital Learning Initiatives, Dartmouth College • Rob Kingyens: President & CEO, Qubed Education • Huntington D. Lambert: Dean, Harvard Continuing Education and University Extension • Charles McIntyre: CEO, EdTech Europe • Ben Nelson: CEO and Founder, Minerva Project  • Nunzio Quacquarelli: CEO, QS • Dr. William Rankin: Director of Learning, Apple Inc. • Uri Reichman: President and Founder, IDC Herzliya • Jeremy Rifkin: Founder, Jeremy Rifkin Enterprises • Dr. Linda G. Roberts, National Consultant on Educational Technology • Andrew S. Rosen: Chairman and CEO, Kaplan Inc. • Dan Sandhu: Chairman and CEO, Digital Assess • Dr. Satya V. Nitta: Program Director, Learning Sciences and Cognitive Computing, IBM Research • Jake Schwartz: CEO, General Assembly • Arun Sharma: Deputy Vice-Chancellor at Queensland University of Technology • Jim Shelton: Chief Impact Officer, 2U Inc., Formerly Deputy Secretary, U.S. Department of Education • Ben Sowter: Head of Research, QS Quacquarelli Symonds • Dr. John Williams: President, Muhlenberg College 2015 Conference Dror Ben-Naim: CEO, Smart Sparrow • Bruce Brownstein: Director, Marketing Innovation Programs, SEI Center, Wharton School • Debbie Cavalier: VP Online Learning & Continuing Education; CEO Berklee Online Teaching Music Composition & Film Scoring with Berklee Online • Professor Ichiro Fujisaki: Former Japanese Ambassador to USA, Professor of Sophia University & Keio University • Geoffrey Garrett: Dean of The Wharton School • Pat Harker: President, University of Delaware • Gabriel Hawawini: Professor of Finance and former Dean of INSEAD • Martin Ince: President of Association of British Science Writers • Sara Ittelson: Director of Business Development, Knewton • Michael King: Vice President, IBM Global Education Industry • Daphne Koller: Co-Founder and President, Coursera • Professor Martin Korte: University of Brunswick Institute of Technology Biocenter, Division of Cellular Neurobiology • Barbara “Bobbi” Kurshan: Executive Director of Academic Innovation, University of Pennsylvania Graduate School of Education • Charles MacIntyre: CEO EdTech Europe • Ben Nelson: CEO, Minerva Project • Dr. Satya V. Nitta: Program Director and Master Inventor, Cognitive Computing for Education Transformation, IBM Thomas J. Watson Research Center • Professor Seung Bin Park: Vice President of Budget and Planning Dept. of Chemical & Biomolecular Engineering, KAIST • Andy Porter: Dean of the Graduate School of Education, University of Pennsylvania • Inder Sidhu: Senior VP, Strategy & Planning, Worldwide Operations, Cisco • Paul W. Thurman: Clinical Professor of Management and Director, Professional Development and Non-Degree Executive Education Programs, Columbia University Mailman School of Public Health Department of Health Policy and Management  


[bookmark: _Toc492887837][bookmark: _Toc492888360][bookmark: _Toc497306413]The Nation Branding Initiative
Mission: 
[image: ]To help nations improve their economies by improving perceptions of their nation brands, the Wharton SEI Center for Advanced Studies in Management is spearheading the Nation Branding Initiative. The center’s groundbreaking research examines—on a global scale—the correlation between the perceptions people have of a nation and the nation’s Gross Domestic Product (GDP). Employing business-world concepts of marketing metrics and brand equity, the SEI Center uses data analytics (1) to show how internal perceptions of a nation’s brand may differ from global perceptions and (2) to target the most efficient areas for a nation’s brand improvement. The center is applying its research to nations around the world, including Israel, so as to expand global understanding of the impact of a nation’s brand on exports, tourism, and foreign direct investment.

Vision: What is Nation Branding?
Just as consumer products have associations in customers’ minds known as “brands,” so do nations. Nation brands are comprised of perceptions that people have of a nation—perceptions about what people can expect if they visit an area, buy goods from the area, or invest capital there. Companies invest heavily to improve their brands. They do so for economic reasons—to increase sales and profits. With stronger brands, they can increase sales through added volume and/or charge higher prices and create more loyal customers. Similarly, there are economic reasons a nation should be concerned about its brand. A stronger nation brand leads to a higher GDP through tourism, foreign direct investment, and foreign trade.

[image: ]
Action: The Best Countries Survey:
As part of the Nation Branding Initiative, Wharton professor David J. Reibstein created the Best Countries survey in partnership with U.S. News & World Report and Young & Rubicam’s BAV Consulting. The inaugural 2016 Best Countries survey ranked 60 top nations based on the views of 16,200 participants from around the world, including business experts and informed elites, regarding 65 country attributes. Germany ranked No. 1 and the United States No. 4.

Released at the 2016 World Economic Forum in Davos, Switzerland, the Best Countries survey received global media attention, including The New York Times, The Washington Post, and The Drudge Report. Leaders who cited the survey favorably included Israel’s Prime Minister, Benjamin Netanyahu (www.jpost.com/Israel-News/Politics-And-Diplomacy/Netanyahu-Israel-ranked-the-eighth-strongest-country-in-the-world-446439), and the President of the United States, Barack Obama (www.youtube.com/watch?v=IHINUtgL8YU). The survey also received massive popular attention, with millions of page views of the website (www.usnews.com/news/best-countries). The survey was even featured in a network television monologue on “Jimmy Kimmel Live!” (www.whartonnationbrandconference.com/jimmy-kimmel-jokes-about-best-countries). The SEI Center has promoted the Best Countries survey through countless articles and interviews and in lectures around the world in cities such as Amsterdam, Herzliya, Hyderabad, San Francisco, and Taipei.
[image: ]The Best Countries survey is conducted annually to track the trends of nation brands. The 2017 edition was expanded to rank 80 nations with an increased sample size of over 21,000 people. A release event for the 2017 edition was held in March in Washington, D.C., at the Meridian International Center, a non-partisan organization that promotes global leadership through the exchange of ideas, people, and culture.  The 2018 study will again be featured at Davos and will also include ratings of the heads of state (Presidents and Prime Ministers) of leading countries.
[image: Image result for david reibstein]
 “Part of what happens from the Best Countries study is that we get to learn how other parts of the world view our country. We get to see what aspects of our country are thought very highly of and which ones still need more improvement. As a government official or business leader you can see the actions that are necessary and the perceptions that need to be changed in order to enhance the economic results for that nation.”
— Professor David J. Reibstein

Network:
World leaders concerned about the nation’s perception around the globe and its impact, including the Israeli Ambassador, the heads of branding of India and China, the Presidents of Kazakhstan and Taiwan, senior officials from Saudia Arabia, and others in comparable positions.

[bookmark: _Toc492887838][bookmark: _Toc492888361]

[bookmark: _Toc497306414][image: http://www.davidreneke.com/wp-content/uploads/2011/12/scope.jpg]Looking Ahead
For nearly 30 years, the Wharton SEI Center for Advanced Studies in Management has been a global catalytic force bringing together business and academic leaders to reimagine, redesign and advance transformational business insights.  Integrating these insights with new pedagogical approaches ensures the relevance of management education as it meets the evolving needs of business and society in the 21st century.
 
With your support and collaboration, the Center has fulfilled its founding vision as the world’s first “think tank” for management education and, as such, is closing, and as outlined below, we will be transferring its current activities to others.  We are immensely thankful for your engagement, contributions and friendship over the years.  We extend special thanks to our board members for their brilliant, creative and energetic guidance.
 
[bookmark: _GoBack]We are pleased to celebrate the Center’s lasting legacy with you. Our 28 Year Report summarizes highlights from our many programs and from the symposia inspired by the Center’s three decades of collaborative research and publications.  We hope you will enjoy reflecting on these achievements and that you will continue to experiment with their lessons and, as always, “Share with us the results!” Now more than ever, challenging outdated mental models, both in business and in our society, is vital.
 
While the Center has closed, a number of programs and forums will continue to build on the Center’s initiatives which we encourage you to participate in with us including:
 
The Reimagine Education Competition
This global competition for innovative pedagogical approaches in higher education which will impact learning and employability for the next generation’s workforce is now entering its fifth year.  Along with our co-founder at QS and our partners at the Penn Graduate School of Education, we will redirect this prestigious initiative to the Alfred P. West Jr. Learning Lab. The leadership of the Learning Lab has been involved with us for the past year and the transition is a natural extension of their work which will strengthen both the Lab and the Reimagine Education competition and conference. 

The Wharton Fellows Program
Our innovative lifelong learning platform for transformation leadership is celebrating its 18th year. Going forward, Wharton’s Aresty Institute of Executive Education will lead the Wharton Fellows Program as part of their suite of senior management programs.
     
The Wharton Future of Advertising Program
Launched in 2008, the Wharton Future of Advertising Program will also be closing.  Jerry will continue to pursue research and collaborations in this area in his emeritus professor capacity and welcomes your ideas and suggestions.  Catharine Hays, the founding executive director of the Program is currently exploring options for her next chapter. We are deeply grateful to our WFoA board members, partners, collaborators and contributors for driving our exploration of the future, and to all the innovators and influencers across the globe who have inspired us for nearly a decade. We hope the conversations that started here will continue to flourish and inform future advertising and marketing to benefit business, people and society.
  
The Distinguished Lecture Series
Beginning with Peter Drucker and subsequently featuring luminaries such as Benjamin Netanyahu and Leonard Lauder, the SEI Center Distinguished Lectures have brought the transformative insights of noteworthy leaders to campus. We are requesting that the Dean consider directing the remaining SEI Center endowment funds to the continuation of this important series. This will also be an appropriate recognition of SEI’s many contributions to Wharton.
 
 As an emeritus professor, Jerry will also continue research and publishing in the two key areas that were developed in the SEI Center: challenging mental models with Colin Crook, the coauthor of The Power of Impossible Thinking, and a new book on creativity and innovation with Derek Gillman and Barbara Eberlein.  Additionally, Jerry has launched two new research projects: a book on the architecture of disruption and a project on platform businesses with IBM which will be a natural follow up to the Network Imperative book. 
 
We hope you share with us your ideas for future collaboration.
 
Thank you again for your belief in the mission of the Wharton SEI Center, for your many contributions to our activities and, most importantly, for your friendship.

We look forward to keeping in touch and wish you and yours a happy, healthy and productive 2018. 
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The Wharton SEI Center Board of Directors
	[image: http://w3.mirrorgate.se/wp-content/uploads/2014/10/Percy-extra-HIGHRES-7-cropped.jpg]
Percy Barnevik
Former President and CEO
ABB Asea Brown Boveri Ltd.
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David G. Marshall
Chairman and CEO
Amerimar Realty Company
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Roy Carriker
Chariman
Global Advisors, LLC.
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Kenichi Ohmae
Managing Director
Ohmae & Associates
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John  Chen
Chariman, CEO, and President
Sybase Inc.
	[image: https://imagescaler.hbpl.co.uk/resize/scaleWidth/614/cached.offlinehbpl.hbpl.co.uk/news/ORP/CEO.Jerome-Peribere-20141023052620223.jpg]
Jerome Peribere
President and COO
Sealed Air
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Colin Crook
Former CTO Citigroup
President, Penberen House
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Marcus Vinicius Pratini de Moraes
President
JBS S.A.
Former Brazilian Minister of Agriculture Livestock and Food Supply
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Dolf DiBiasio
Former EVP, Strategy & Investments
AOL Time Warner Inc.
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Stewart A. Resnick
Chairman and CEO
Roll International
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David Farber
Distinguished Career Professor
of Computer Science and Public Policy
Carnegie Mellon University
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Paul G. Stern
Chairman
Claris Capital LLC
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Gregory Farrington
Executive Director
California Academy of Sciences
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Henry A. Sweetbaum
Managing Director
PS Capital LLC
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Howard Frank
Professor of Management Science
Former Dean
Robert H. Smith School of Business
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Alberto Vitale
Former Chairman of the Supervisory Board
Random House Inc.
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Victor K. Fung
Chariman
Li&Fung
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Alfred P. West, Jr.
Chairman and CEO
SEI Investment
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S. A. Ibrahim
CEO
Radian Group Corporation
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Jerry Wind
The Lauder Professor
Professor of Marketing
The Wharton School
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Joel Kurtzman (deceased)
Founder and Chairman
Kurtzman Group
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Yip Yan Wong
Chairman
The WYWY Group
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Dr. David K. P. Li
Chairman and CEO
The Bank of East Asia, Ltd.
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Tan Sri Dato' (Francis) Yeo Sock Ping
Managing Director
YTL Corporation Berhad
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Len Lindegren
Former VC Strategy
Price Waterhouse Cooper
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Wayne P. Yetter
Chief Executive Officer
Verispan LLC


 



Global Advisory Board: The Wharton Future of Advertising Program
	WFoA Global Advisory Board Members - August 2017

	No.
	First Name
	Last Name
	Title
	Organization

	1
	Douglas
	Alexander
	President
	Actua

	2
	Ryan
	Anderson
	Vice President of Marketing
	A+E Networks

	3
	Bob
	Arnold
	Digital Media & Strategy Lead, North America
	Google

	4
	Dave
	Balter
	CEO
	Mylestoned, Inc.

	5
	Paul
	Bascobert
	President of Local
	XO Group Inc.

	6
	Jeff
	Bell
	CEO; Board Member; Chairman of the Board of Advisors
	LegalShield; NCT Ventures; DOMedia

	7
	Celia
	Berk
	Chief Employee Experience Officer; Group Talent Partner
	Y&R; J. Walter Thompson Worldwide; WPP

	8
	Saul
	Berman
	VP & Global Chief Strategist
	IBM Global Services

	9
	Winston
	Binch
	Chief Digital Officer
	Deutsch North America

	10
	Les
	Binet
	Head of Effectiveness
	Adam & Eve DDB

	11
	J.
	Brooks
	Founder and CEO
	GlassView

	12
	Thomas
	Burkhardt
	SVP Global Brands, Marketing & Design
	Marchon Eyewear

	13
	Alex
	Butler
	Managing Director
	The EarthWorks

	14
	Lou
	Capozzi
	President; Adjunct Professor
	PRSA Foundation; New York University & Baruch College

	15
	Yubo
	Chen
	Professor & Associate Dean on Faculty Recruitment; Deputy Chair of Marketing Dept.
	School of Economics and Management, Tsinghua University

	16
	Kirk
	Cheyfitz
	Co-Founder
	Story Worldwide

	17
	Howard
	Courtemanche
	President, Healthcare
	Y&R

	18
	Phil
	Cowdell
	North American CEO;President, NA Platform Services 
	MediaCom North America; GroupM

	19
	Roel
	de Vries
	Corporate Vice President; Global Head of Marketing, Communications & Brand Strategy
	Nissan Motor Company

	20
	Mike
	Donahue
	Former Executive Vice President;  Founder
	4As; Connect the Dots Consultancy

	21
	Tomas
	Emmers
	Global Head of Consumer & Market Insight
	HEINEKEN

	22
	Andrew
	Essex
	CEO
	Tribeca Enterprises

	23
	Mike
	Follett
	Managing Director
	Lumen Research

	24
	Matt
	Freeman
	Managing Director
	Bain Capital

	25
	Robert
	Friedman
	CEO
	Bungalow Media + Entertainment, LLC

	26
	Gayle
	Fuguitt
	Chief of Customer Insight and Innovation
	Foursquare

	27
	Gian
	Fulgoni
	Co-Founder and CEO
	comScore, Inc.

	28
	Bob
	Garfield
	Host
	NPR's On the Media

	29
	Georgia
	Garinois-Melenikiotou
	EVP Corporate Marketing
	The Estée Lauder Companies

	30
	Vaasu
	Gavarasana
	Head of Digital, Asia 
	IAG

	31
	Sabine
	Gilliam
	Vice President, Rare Disease Country Lead, Japan
	Pfizer

	32
	Matthew
	Godfrey
	President
	Y&R Asia

	33
	Mark
	Goldstein
	Co-Founder; Managing Partner; Executive Chairman; Chairman
	Bad Ass Advisors; Advisors.fund; HireAthena; Camio

	34
	Scott
	Goodson
	CEO & Founder; Author
	StrawberryFrog; Uprising

	35
	Sanjay
	Govil
	Chairman
	Infinite Computer Solutions

	36
	Gillian
	Graham
	Former CEO
	Institute of Communication Agencies

	37
	Richard
	Guest
	President, North America
	Tribal Worldwide

	38
	Scott
	Hagedorn
	Founder and CEO
	Hearts & Science

	39
	Alan
	Hallberg
	CMO
	BAE Systems Applied Intelligence

	40
	Tim
	Hanlon
	Founder & CEO
	Vertere Group

	41
	Karl
	Isaac
	VP, Global Brand
	eBay

	42
	Paran
	Johar
	CEO & Founder; Global CEO
	Modern Marketing Summit; ad:tech, iMedia, MMS

	43
	George
	John
	Operating Partner
	Khosla Ventures

	44
	Max
	Kalehoff
	CMO
	SocialCode

	45
	Madhukar
	Kamath
	Group CEO & Managing Director
	DDB Mudra Group

	46
	Michael
	Kassan
	Chairman & CEO
	Media Link LLC

	47
	Ed
	Keller
	CEO
	Engagement Labs; The Keller Fay Group

	48
	Courtney
	Kelso
	Senior Vice President, Global Strategy, Brand, and Field Enablement; Global Commercial Payments
	American Express

	49
	Stephen
	Kim
	Vice President, Global Accounts 
	AOL

	50
	Karsten
	Koed
	CEO
	NEW&

	51
	Akihiko
	Kubo
	Japan Representative Director; Managing Director North Asia for Consumer, Retail, and Life Sciences Sectors
	Williams Lea Tag

	52
	Laurent
	Larguinat
	Director, Mars Marketing Lab
	Mars Inc.

	53
	Alessandra
	Lariu
	Co-Founder
	SheSays

	54
	Denise
	Larson
	Founder, President/CEO
	ThinkingRight, LLC

	55
	William
	Lauder
	Executive Chairman
	The Estée Lauder Companies

	56
	Jim
	Lecinski
	VP, Customer Solutions for the Americas
	Google

	57
	James
	Lee
	Managing Partner
	Lee & Partners Denmark

	58
	Meredith
	Kopit Levien
	EVP and Chief Revenue Officer
	The New York Times

	59
	Tara Walpert
	Levy
	Vice President of Agency and Media Solutions
	Google

	60
	Sebastien
	Lion
	Global Petcare Consumer & Marketing Insight Director
	Mars

	61
	Wonya
	Lucas
	Member, Board of Directors; President and CEO
	NPR; Public Broadcasting Atlanta

	62
	Chris
	Lyons
	President/CRO Marketing Group
	NAPCO Media

	63
	Rob
	Malcolm
	Past Chairman; Executive in Residence, Center for Consumer Insight & Marketing Strategy
	American Marketing Association; McCombs School of Business

	64
	Mark
	Morris
	International Partner; Trustee
	The FiftySeven; The Bogliasco Foundation

	65
	Tom
	Morton
	SVP, US Strategy
	R/GA

	66
	Graham
	Mudd
	Director, Monetization Product Marketing
	Facebook

	67
	Alan
	Murray
	Partner / Founder
	Coriolis Ventures [Media6degrees] / Neuehouse

	68
	Miles
	Nadal
	Founder, Chairman & CEO
	Peerage Capital Group

	69
	Wes
	Nichols
	Co-Founder; Board Partner
	MarketShare Partners; Upfront Ventures

	70
	Martin
	Nitsche
	President; Managing Partner
	German Direct Marketing Association (DDV e.V.); Solveta GmbH

	71
	Rob
	Norman
	Chief Digital Officer Global; Non-Executive Director
	GroupM; BBC Global News Limited

	72
	Kelly
	O'Keefe
	Professor & Head of Creative Brand Management
	VCU Brandcenter

	73
	Jim
	Oliver
	VP Member & Business Intelligence
	Sam's Club

	74
	Joe
	Plummer
	Adjunct Professor of Marketing; President
	Columbia Business School; Sunstar Americas Foundation

	75
	Chuck
	Porter
	Partner/Chairman; Chief Strategist
	Crispin Porter + Bogusky; MDC Partners

	76
	Penry
	Price
	VP Marketing Solutions
	LinkedIn

	77
	Babs
	Rangaiah
	Executive Partner, Global Marketing iX
	IBM

	78
	Mitchell
	Reichgut
	CEO
	Jun Group

	79
	Gary
	Reisman
	CEO & Co-Founder
	LEAP Media Investments

	80
	Randall
	Rothenberg
	President & CEO
	IAB

	81
	Mark
	Samuels
	CMO and EVP
	SEI

	82
	Alejandro
	Segura
	EVP (ret.)
	euro RSCG vale

	83
	Byron
	Sharp
	Professor Marketing Science; Director
	University of South Australia; Ehrenberg-Bass Institute

	84
	Baba
	Shetty
	CEO
	Invisible Science

	85
	Andres
	Siefken
	Executive Vice President Marketing and Communications, North America
	Mastercard

	86
	Clive
	Sirkin
	Chief Growth Officer
	Kellogg

	87
	Jim
	Speros
	Former EVP & Chief Brand Acceleration Officer
	Fidelity Investments

	88
	Daniel
	Stein
	Founder & CEO
	EVB

	89
	Mark
	Stewart
	EVP Chief Strategy Officer
	Townsquare Media LLC

	90
	Greg
	Stuart
	CEO
	Mobile Marketing Association

	91
	Raymond
	Tao
	Senior VP of Global Marketing Partnerships
	NBA

	92
	Rishad
	Tobaccowala
	Strategy and Growth Officer, Member of Directoire+
	Publicis Groupe

	93
	Uli
	Veigel
	Founder
	Uli Veigel Brand Consultancy

	94
	Barry
	Wacksman
	EVP, Global Chief Strategy Officer
	R/GA

	95
	Jack
	Wakshlag
	Chairperson, US Advisory Board
	Ehrenberg-Bass Institute

	96
	Tristan
	Walker
	Founder & CEO
	Walker & Company Brands

	97
	Kevin
	Werbach
	Associate Professor
	The Wharton School

	98
	John
	Winsor
	Founder/CEO; Co-Founder 
	Speakeasy Guild; Victor & Spoils

	99
	Shelley
	Zalis
	Chairwoman; CEO and Founder
	TFQ Ventures; The Girls' Lounge




	WFoA Global Advisory Board (GAB) Members by Title - August 2017

	Title
	Number of GAB Members

	Founder, CEO and/or President
	45

	CMO
	3

	Vice President
	21

	Academic
	7

	Independent/Brand Strategist
	5

	Other High-Level Marketing Executives
	18

	Total GAB Members
	99





[bookmark: _Toc497306417]Appendix B: Illustrative Partnerships
A. Penn Partnerships
We have collaborated with other centers to host roundtable sessions and bring together
selected members of our advisory boards and communities for idea sharing on various
topics. They include:
· Jay H. Baker Retailing Center
· Wharton Sports Business Initiative
· Wharton Customer Analytics Initiative
[image: Image result for baker retailing center wharton]

[image: Image result for wharton sports business initiative]



		
[image: Image result for wharton customer analytics initiative]
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[image: Image result for upenn school of social policy and practice center for curiosity][image: Image result for wharton alumni relations penn]Wharton Global Initiatives 
· K@W 
· [image: Image result for penn gse]Alumni Relations 
· [image: Image result for leonard davis institute]Penn Graduate School of Education 
· Penn School of Social 
Practice & Policy, Center for Curiosity
· Leonard Davis Institute of Health Economics



B. External Partnerships[image: ][image: Image result for ehrenberg bass institute university south australia\]

· Ehrenberg-Bass Institute for Marketing Science, 
University of South Australia
· [image: Image result for advertising foundation research]The Advertising Research Foundation 
· Marketing Science Institute 
· [image: ]Association of National Advertisers 
· American Association of Advertising Agencies
· [image: Image result for assoc of national advertisers]Google 
· MediaPost
· [image: Image result for marketing science institute]Facebook
· [image: ]Glassview
· Pfizer
· [image: Image result for google logo]Jun Group
· [image: ]Deloitte
· Forbes
· Tribeca Ent
· [image: ]Turner Adlab
· [image: ][image: ]Hearts & Science
· Miami Ad School
· Cannes Lions
· [image: ]Crispin Porter + Bogusky
· [image: ]Domino’s Pizza
· [image: ]Story Worldwide
· [image: ]Mars, Incorporated
· [image: ]StrawberryFrog
· [image: ]WIRED
· Yahoo!
· [image: ]Young & Rubicam
· [image: ][image: ]Mastercard
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[image: ][image: ][image: ]

[bookmark: _Toc497306418]Appendix C: Illustrative Recent SEI Center Board Meetings

g
2008 What Lies Ahead
Faculty participants: 12
Industry Participants: 26

2009 Success in Economic Failure
Faculty participants: 17
Industry Participants: 32

2010 What Lies Ahead
Faculty participants: 10
Industry Participants: 29

2011 Growth
Faculty participants: 8
Industry Participants: 22

2012 Creativity
Faculty participants: 10
Industry Participants: 25
2013 Bridging the Silos—Revving up for the Next Big Thing
Faculty participants: 11
Industry Participants: 27
2014 The Next Big Thing
Faculty participants: 10
Industry Participants: 28
2015 The Network Imperative
Faculty participants: 10
Industry Participants: 28
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