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Atkinson: Cultivating innovation around the world.

The alumni of the Atkinson Graduate School are the ones developing new 
ideas, garnering support and leading change. From Salem to Shanghai, our 
graduates make new connections while sharing a common spirit of innovation. 
Using Portland as a case study, this Dean’s Report illustrates the impact our 
alumni and students have in the community.

Portland is truly a city that embodies innovation. From its powerful high tech 
fi rms to its creative artisans, the Rose City is a unique blend of culture and 
commerce, beauty and functionality. Whether you’re an outdoors enthusiast, 
an urban professional, or both, the city and surrounding areas offer a perfect 
setting to live and fl ourish.

This has been an exciting year at Atkinson, welcoming a new, highly motivated 
class of full time students in Salem, as well as establishing a strong presence 
in the Portland market. In December, General Colin Powell joined us as we 
offi cially kicked off the Campaign for Willamette. We announced a bold goal of 
$8.5 million for Atkinson — investing in our future and creating an innovative, 
collaborative environment. 

Our full-time students are making a mark on our Salem and Portland 
communities through consulting projects, service to non-profi t organizations 
and new ventures they have developed. This report highlights a few of these 
innovative, exciting ideas.

Atkinson’s newest venture, the Professional MBA program in Portland, 
welcomed its fi rst class of students in January. The class is composed of 
an extremely talented group from a variety of industries and corporate 
backgrounds who have made the Portland expansion a tremendous success. 

We are continuing to grow our Executive Development Center, increasing our 
programs and partnerships. Recently, I announced a partnership between Atkin-
son and Babson College. This will, indeed, be an exciting project focused on the 
design of continuing education programs benefi ting local business leaders.

Innovation is about the process of taking a great idea, tailoring it to the needs 
of the marketplace, and making a positive impact in the world. It’s a value  
embedded into the culture of the Atkinson Graduate School and lives in the 
minds and hearts of our faculty, students and alumni.

JAMES A. GOODRICH
Ph.D., Dean, Atkinson Graduate School of Management

Dean James Goodrich and 
daughter, Jessica, pose for a photo 
with General Colin Powell at the 
Willamette University Campaign 
Kickoff Event.

Dean James Goodrich and Dean 
Mark Rice of Babson College’s 
F.W. Olin Graduate School of 
Business announce their executive 
education partnership at the 
Willamette Portland Center.
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F A C U L T Y  D I R E C T I O N S

STEVEN MASER
Professor of Public Management 
and Public Policy

S.B. Massachusetts Institute of 
Technology
MA, Ph.D. University of Rochester

Rob Wiltbank
Teaching strategy for unpredictable business scenarios.

Strategy traditionally relies on prediction, using historical data as a basis for 
deciding what to do next. But what do successful entrepreneurs do when 
there is little or no historical data and little framework for deciding how 
to proceed? While completing his Ph.D. in Strategic Management at the 
University of Washington, Atkinson Professor Rob Wiltbank analyzed how 
expert entrepreneurs approach uncertainty, and found a clear preference for 
avoiding prediction and emphasizing control over how uncertainty is resolved. 
Further studies helped Wiltbank identify core principles of non-predictive 
strategy, which he teaches in the New Ventures to Market course.

Wiltbank coaches students as they put their business plans into action. “We’re 
teaching entrepreneurship by encouraging students to try it fi rst hand.” 
Wiltbank explained. “So we’re able to understand these non-predictive 
control strategies not only conceptually, but in the hard reality of the startup 
world.” Atkinson recently received an endowed gift of $50,000 in support of 
these student entrepreneurial efforts. 

Steven Maser
EDC prepares executives to lead change.

The Executive Development Center (EDC) helps organizations solve their 
problems by delivering topical workshops, such as supply chain management 
or business forecasting, and certifi cate programs, such as utility management, 
community transit management or public management.  According to Steven 
Maser, Director of the Utility Management Certifi cate Program, “all EDC 
programs arise from market needs as managers confront specifi c challenges.  
Every offering involves alliances with organizations or professional associations 
that want to expand the opportunities for their employees or members to 
develop through management education.”

“The EDC is a knowledge broker,” Maser explained. “We assemble experts 
in learning and subject matter areas, and then target those resources to 
help organizations that don’t have the time or resources to develop in-house 
programs. We deliver management skills to increase productivity, identify 
opportunities, reduce mistakes and shorten idea-to-market cycles. Our 
programs promote creativity and provide tools for managers to determine 
whether their ideas are truly innovations that will produce durable results.”

ROB WILTBANK
Assistant Professor of Strategic 
Management, Certifi ed Managerial 
Accountant (CMA)

B.S. Oregon State University
Ph.D. University of Washington

Innovative Facts

Of the fastest growing 500 companies over the last fi ve 
years, only 10% of them had any formal venture capital 
investment. Most started with less than $50,000. (Inc. 
500)

Entrepreneurs typically provide 65% of their own 
startup capital. The rest usually comes from close 
relationships.

In Oregon, it typically takes nine months for a start-
up company to get the cash it’s looking for in an early 
investment round.

$156 million in venture capital money was invested in 
Oregon in 2005, up from $134 million in 2004, for a 
total market of $22 billion.

At least two-thirds of angel investments fail, while 18% 
of them return 20 times their investment (on average). 
This is comparable to formal venture capital outcomes.

The overall venture capital market was approximately 
$22 billion in 2005, slightly smaller than the $23 billion 
angel investor market.  

Angel investors put $6 billion into seed stage (very 
young) investments while formal venture capitalists put 
a mere $346 million into companies at the same stage. 

Only one-third of fi rms making an IPO have ever had 
formal venture capital investment in their business. 
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S T U D E N T  D I R E C T I O N S

Fadi Bouri
Fulbright Scholar invests in his home country of Jordan.

Fadi Bouri was assigned to Atkinson by the Fulbright Scholarship organization 
and couldn’t be more satisfi ed, particularly with the opportunity to experience 
investment banking fi rst hand.

Participating in Atkinson’s Student Investment Fund and the New Ventures 
to Market courses, he was able to manage stocks with real money and 
formulate a business plan. “I’ve always dreamed of raising and managing a 
community development fund to fuel economic development and create job 
opportunities in distressed communities,” Bouri said.

The Jordan Community Development Private Equity Fund (“The Fund”) is the 
realization of his dreams. “It’s a for-profi t organization that provides equity 
investments to early and growth-stage businesses that otherwise wouldn’t 
have access to them,” Bouri explains. “It invests not just money, but a great 
deal of time and effort in helping the companies succeed.” Bouri plans to 
continue pursuing his career in investment banking and take “The Fund” back 
to Jordan with him upon graduation. “Although it may take some time, I aim 
to raise ‘The Fund’ and make a difference in the lives of the people of Jordan.”

Ashleigh Williams
Atkinson student serves up innovative idea.

While enrolled in the New Ventures to Market class, Ashleigh Williams had 
a simple idea: work with restaurants to develop a hosting system to page 
patrons via cell phones when their tables were ready. From this plan, EnQue 
was born — an electronic wait-list system that replaces the expensive pagers 
restaurants currently use. 

“The ability to page patrons on their cell phones means lobbies are less 
crowded, which is often a major deterrent for potential customers,” Williams 
said. “Our system increases the effi ciency of restaurants by increasing table 
turns and decreasing personnel needs.” To date, Jakes Restaurant and Zao 
Noodle Bar in Portland have picked up the EnQue system and are running 
beta tests. “We’re hoping EnQue will become self-sustainable and the four of 
us currently working on the project can grow the business full time,” Williams 
said. For more information, visit EnQue online at www.N-Q.com.

ASHLEIGH WILLIAMS
MBA ‘06

Boise, Idaho

FADI BOURI
MBA ‘06

Amman, Jordan

“The New Ventures to Market course 
is almost completely self-directed, 
enabling you to see results right 
away. You have the opportunity to 
implement concepts you learned 
in other classes in real-time. In this 
way, you get instantaneous feedback 
about what works and what doesn’t.”

— Ashleigh Williams, Full-time MBA Student
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Is it the physical location, neighbored by 

mountains, forests, rivers and beaches? The 

variety of business opportunities — luring  

entrepreneurs with a vision for something 

new? Is it the creative energy that draws 

young, educated, ambitious professionals? 

Or is it the livability of the area, rich 

with cultural, business, educational and 

recreational opportunities? It’s all of this and 

more that makes Portland a unique, vibrant 

and growing city. And Atkinson is proud to 

be part of it all.

“The current landscape 
for young professionals 
is derived from Portland’s 
reputation of being a 
terrifi c place to live, and 
the constant fl ow of people 
moving to the area 
has brought experiences 
and ideas from other 
communities.”

Chris Littrell, 
PMBA student

What makes Portland unique?



SHARON PEREZ
MBA ‘95

Director of Development 
and Marketing
Oregon Historical Society

CHRIS COLEMAN
Artistic Director
Portland Center Stage
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Sharon Perez
Making history by combining creativity and 
business sense.

In her role at the Oregon Historical Society, Atkinson 
alumna Sharon Perez helps bring history to life. The 
non-profi t leader, and 2006 Portland Business Journal 
Orchid Award winner helped plan the Oregon 
Historical Society’s Lewis and Clark Bicentennial 
Commemoration, featuring two years of programs, 
special events and exhibits. Programs included Lewis 
& Clark: The National Bicentennial Exhibition, the 
most comprehensive collection of Lewis and Clark 
Expedition artifacts, artwork and documents ever 
assembled.

“The sheer breadth of what we covered — from 
logistical details and technical systems to 
coordinating with national museums and local 
Native Nations — was awesome,” Perez explained. 

“We worked hard to make history come alive by 
presenting many different aspects of the Lewis & 
Clark Expedition story.” It was a huge undertaking 
which included building a new 3,000 square foot 
entrance pavilion, implementing a new ticketing 
system, hiring temporary staff, recruiting volunteers, 
raising more than $2.5 million and remaining open 
to the public seven days a week/12 hours a day for 
nearly fi ve months. In the end, more than 65,000 
people visited the exhibit, including over 10,000 
school children from throughout the state.

“My Atkinson education helped me channel my 
creativity more effectively and effi ciently, so that I 
can manage more with less resources.” Perez said. 

“Atkinson taught me new ways to think outside the 
box and continuously strive for the best solution.”

While the largest undertaking in the Society’s 107-
year history is complete, Perez remains dedicated to 

introducing new constituents to programs, exhibits 
and membership. She started the Young Historians, a 
group designed to attract young professionals. “This 
group is important to me, because the intention is to 
get a whole new generation introduced and involved 
in the Historical Society,” she said.

•  •  •  •

Chris Coleman
Creativity is the fuel in our engine.

As we search for the story of who Portland is 
becoming, two words seem to rise to the surface: 
creativity and innovation.

Richard Florida studied what was driving regional 
economic performance and published his fi ndings 
in a book entitled The Rise of the Creative Class. 
The basic theory he drew from his fi ndings was that 
economic success was no longer driven by which 
companies were in a particular region, but by which 
talent could be attracted to and retained in that 
region.

The Creative Worker wants a creative city because it 
is more interesting to live in; and he needs a creative 
city because the stimulation it affords is required in 
order to perform at his peak. A company’s ability to 
differentiate and compete in today’s marketplace 
is increasingly driven by their ability to innovate. 
Innovation is driven by a high level of talent. That 
talent is attracted fi rst to the place, then to the job.

Statistically, Portland is doing a pretty good job 
of attracting talent. But are we able to attract and 
retain the level of talent that will allow us to stay 
competitive? Those of us in the “arts community” 
need to change the lenses on our glasses. Instead 
of asking, “How can we get business to more 



MAT HUNNICUTT
MBA ‘03

Managing Partner
Frazier Hunnicutt Financial

MISSY SAMIEE
Masters of Management 
(MBA) ‘93

President
EXIT Real World
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YOUNG PROFESSIONALS OF PORTLAND

Established in 2004, YPOP provides a place where young professionals can connect with other 

young professionals — to meet new people and further their careers. The group meets on 

the last Tuesday of each month at a downtown hot spot and hosts a quarterly event. There 

is no membership fee for the monthly meetings, and no structured format for events. For 

information, visit www.YoungProfessionalsOfPortland.com.

generously support the Arts?” We need to ask 
instead, “What kind of investment could we 
collectively make to transform this city into one of the 
most creative communities on the planet?”

When The Rise of the Creative Class was printed in 
2001, Portland was ranked 16th on Florida’s overall 

“Creativity Index.” But when the book was reprinted 
in 2004, we ranked 6th. To me, this says that many 
of the advantages a community needs to thrive 
economically are already here, alive and kicking. Our 
job as leaders is to look in the right direction, seek 
out the connective tissue, remove the obstacles, 
connect talent to capital — and most critically — to 
reframe the story of who Portland is becoming.  

Excerpted from a speech given by Chris Coleman at the 
NWBCA Breakfast of Champions.

•  •  •  •

Missy Samiee
Making the right move to Portland brings 
extra success.

Missy Samiee grew up around skateboards, skiing 
and snowboarding. So it came as no surprise when, 
during her second year at Atkinson, she did an 
independent study about opening a business in the 
snowboard industry. 

Today Samiee owns EXIT Real World — with stores in 
Salem, Portland and at Mt. Hood, as well as a web 
store at www.exitrealworld.com. Unlike other stores 
of its kind, EXIT is a friendly, non-intimidating retail 
snowboard shop for people of all ages, with a clean, 
almost boutique feel to it. “Both of these concepts 
were quite unique, as most shops had the grunge 
look and vibe atmosphere,” she explained. “These 
two factors have been the basis for EXIT’s style, and I 
believe its success as well.”

The EXIT store in Portland is located on Northwest 
23rd Avenue, a location that took nearly six years to 
fi nd. “We’ve been at this location almost three years 
now, and could not be happier. Both the neighbor-
hood business association and the city work hard to 
promote the area. In addition to tourists, we have a 
great deal of business from the neighborhood locals,” 
Samiee said. 

“Atkinson really encouraged my entrepreneurial spirit 
and prepared me for the undertaking,” she said. 

“The business skills I learned at Atkinson come into 
play on a daily basis.”

•  •  •  •

Mat Hunnicutt
This young professional is making a big 
impact in Portland.

Since receiving his Willamette MBA, Mat Hunnicutt 
hasn’t just started his career — he’s built a successful 
business, helped create a popular networking group 
for young professionals and taken a leadership role in 
community organizations. “I’ve found that in Portland, 
if your heart is in the right place and your involve-
ment is sincere, people take notice and want to help 
and support you,” Hunnicutt explained. 

As top producer in his entering class at AXA Advisors, 
LLC in Portland, Hunnicutt partnered with fellow Wil-
lamette undergraduate alumnus and current PMBA 
student, Andrew Frazier. They renamed their fi rm 
Frazier Hunnicutt Financial and have had great suc-
cess by emphasizing education to help clients make 
good decisions. In 2004, Hunnicutt, Frazier and Brad 
Macomber (JD ’02) started Young Professionals of 
Portland, a non-profi t networking organization. “We 
wanted to start something meaningful. Now we have 



STEVE MICKELSON
MBA ‘00

Liner Development 
Manager, Marine Division, 
Port of Portland
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more than 600 members, a seven-person board and 
sponsors.” All this, and Mat remains very involved 
with the community, taking leadership roles in every 
community group he joins.  

“The education I received from Atkinson has been 
priceless,” he said. “I continually go back to the 
course work to assist me in structuring our business 
plan.  And the non-profi t education helped me estab-
lish a foundation for my work with non-profi ts.”

•  •  •  •

Steve Mickelson
Connecting Portland to the world.

As Liner Development Manager, Steve Mickelson 
retains and attracts container carrier services from 
Europe, South/Central America and Australia/New 
Zealand into the Port of Portland’s marine Terminal 
6. He also assists in attracting services between Asia 
and the U.S. west coast.

“The Port of Portland is one of the most important 
economic catalysts in our region,” he explained, 

“providing Oregon businesses with the opportunity 
to continue development of international trade. 
By maintaining a strong container carrier base in 
Portland, shippers are able to utilize the barge 
services offered on the Columbia and Snake Rivers to 
reduce their inland costs by as much as 50%.” On the 
import side, Oregon imports large volumes of lumber 
from Chili and New Zealand, providing raw materials 
to keep mills running throughout the region. 

What does Mickelson see for Portland’s future? 
“Outside of growth, I expect transportation issues to 
be one of the keys to our organized development,” 
he said. “I’m excited for the possibilities.”

The Port of Portland is a public entity that relies 
heavily on self-generating revenues to operate. 
This business takes a different mindset than the 
typical private sector or public organization requires, 
Mickelson said. “The unique education model 
that Atkinson provided was probably the best 
combination of public and private management 
skills that anyone could expect to receive at an MBA 
program,” he said. “If I had the opportunity to do it 
all over again, I wouldn’t hesitate.”

•  •  •  •

How does Portland 
Compare?

• The federally designated Portland-Salem 
metropolitan area has more young adults 
than most large metropolitan areas in 
the United States. 15.2% of Portland’s 
population is between 25 and 34. The 
U.S. average is 14.5%.

• Portland’s young-adult population grew 
by 12% between 1990 and 2000, while 
the U.S. young-adult population declined 
by 8%.

• Portland is the 21st fastest growing 
metro area in the U.S., with suburbs like 
Lake Oswego and Happy Valley ranking 
#1 in fastest growing neighborhoods in 
the country.

• Portland was named North America’s 
“Best Big City” by Money magazine.

• Portland was among American Style 
magazine’s “Top 25 Arts Destinations.”
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P R O F E S S I O N A L  M B A  D I R E C T I O N S

Judy Hutchison
Professional MBA student follows father’s example.

Judy Hutchison attributes her career path and involvement in civic activities to 
her father, a well-respected Portland CPA. After receiving her undergraduate 
business degree at the prestigious Wharton School, she embarked on a 
career in commercial banking that took her to Baltimore and later back to her 
roots in Oregon. “As a Vice President and Client Service Offi cer for Capital 
Pacifi c Bank, I partner with my clients concerning their fi nancing and cash 
management needs,” Hutchison explains. “I’m also involved in the Rotary 
Club of Portland and Toastmasters International.”

Hutchison connected with Willamette’s Professional MBA program at just the 
right time in her personal and professional life, and has found the experience 
rewarding. “I am honored to be affi liated with Willamette, its top-notch 
professors, and accomplished alumni network,” Hutchison said. “I know that 
the relationships I am building will be lifelong and meaningful. I look forward 
to every class, eager to learn skills I can apply in the real world.” 

Chris Littrell
He fi nds Portland a great place to live, work and learn.

After receiving his undergraduate degree from Willamette University, Chris 
Littrell helped build a software company in Salt Lake City. Then he had the 
opportunity to become a loan offi cer for the StanCorp Mortgage Investors 
(SMI), a subsidiary of the Standard Insurance Company in Portland. “The 
Standard Insurance Company has a signifi cant place in Oregon history and is 
currently celebrating its 100th anniversary,” Littrell explained. “Yet it does not 
have the stereotypical feel of a stodgy, old company. The leadership team has 
created an innovative environment very similar to a startup company, making 
it a great place to work.”  

Littrell fi nds Portland a great place to live, too. He’s involved in several groups, 
including the University Club, the Young Professionals of Portland as well 
as the Oregon Symphony’s Soiree group. About his decision to enroll in the 
PMBA program, Littrell said “I was thrilled at Atkinson’s innovative decision 
to venture outside of the Salem campus to fi ll a void in the Portland market. I 
cannot say enough about the faculty and staff involved, and the education is 
immediately relevant to my position with The Standard.”

JUDY HUTCHISON
MBA ‘07

Vice President
Capital Pacifi c Bank

CHRIS LITTRELL
WU ‘97, MBA ‘07

Loan Offi cer
StanCorp Mortgage Investors 
(The Standard)

“The Professional MBA program at Willamette is the only graduate program I 
considered. Its comprehensive and integrated curriculum, full-time faculty and 
convenient location in Portland’s Pearl District are a unique package that fi t 
perfectly with my goals. It’s a thrill to live and work just blocks from a fi rst-rate 

program at a well-respected university.” — Judy Hutchison
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A toast to entrepreneurship: Jim Bernau of Willamette Valley 
Vineyards gives back.

In 1983, Jim Bernau and his wife Cathy founded Willamette Valley Vineyards 
on a fi fty-acre parcel of land in South Salem. Their entrepreneurial spirit created 
a truly bountiful harvest. Twenty-three years later, Willamette Valley Vineyards 
is one of the most successful in the state, known especially for their high-end 
Pinot Noir. 

Born at Atkinson, Bernau’s business plan had a unique goal:  to make high 
quality Pinot Noir for national and international markets with the support and 
involvement of thousands of Oregon wine enthusiasts. The puzzle was how to 
accomplish this mission when state and federal law did not permit this type 
of business formation. From the beginning, Professor Earl Littrell supported 
Bernau with advice, critique and several early morning meetings to review 
progress. As Jim continued to grow his business, he never forgot the support 
and direction Littrell provided. 

Upon his retirement in 2004, a scholarship honoring Professor Littrell was 
established and Jim Bernau immediately saw a way to give back to the man 
who had helped him get his start. With a generous lead gift, Jim helped 
the scholarship become endowed, allowing Earl’s name to be honored into 
perpetuity. 

Earl’s infl uence on one student’s innovation and entrepreneurial spirit continues 
to be felt beyond the classroom. Willamette Valley Vineyards became the fi rst 
self-underwritten public common stock held company in U.S. history and is 
now listed on the NASDAQ with over 4,500 wine enthusiasts as owners.

D E V E L O P M E N T  D I R E C T I O N S

In memory of Emeritus Professor Earl K. Littrell who passed 
away April 22, 2006. His impact on the Atkinson Graduate 
School and his students will be treasured forever. For more 
information on giving to the Earl K. Littrell Scholarship Fund, 
please e-mail dcrawfor@willamette.edu or call 503.370.6727
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