
NJBIZ: What persuaded you to leave
Europe for Rutgers-Camden?
Koza: The position in Camden offers
a unique opportunity. The university
itself is dedicated to building a busi-
ness presence and the administration
is committed to an ambitious agenda
for the school of business. Plus, I’ve
been in Europe for a long time, but
I’m an American with a 10-year-old
daughter [and a French wife] and I’d
like her to grow up in the U.S. So both
professionally and personally it
seemed like the perfect opportunity.

NJBIZ: Do you see any differences in
the way  business is done in the U.S.
as compared with Europe?
Koza: In some respects there are great
similarities. Markets are the same
everywhere, and the challenges of
managing a company are not dissim-
ilar. But there are differences in the
way European companies and Amer-
ican companies deal with those chal-
lenges. If you think about three areas-
consumer marketing, labor relations,
and deals-you can see some of the
differences. Consumer marketing in
Europe reflects a heritage that’s con-
cerned with learning about the dif-
ferences among consumers in differ-
ent countries, and then adapting
their products to the different con-
texts. On the other hand, while U.S.
companies may adapt to some
extent, they tend to leverage their
American style around the world. 

NJBIZ: What about labor relations?
Koza: There are big differences. Con-
tinental companies tend to take a
long-term view of their employees.
For example it’s expensive, and
frowned upon, to let people go. This
has been great from a social policy
point of view, but it has led to rela-
tively inflexible markets and a high
unemployment rate. In the U.S.
there’s much more flexibility and
openness to what’s known as creative
destruction, or innovation, in the
marketplace. The psychological con-
tract in the marketplace used to be,
“Work hard, do a good job and you’ll
have a job for life.” Now it’s “Work
hard, do a good job and we promise
to give you the experience to make
you continuously marketable.”
NJBIZ: What about deal-making?
Koza: At some level, a deal’s a deal.

But in Europe, you still find that the
governments are a bit more directly
involved. In Western Europe,
although there’s some disagreement
about this approach, governments
are still largely in favor of creating
national champions. So when the
French pharmaceuticals company
Aventis went on the market, the
French government made it very
clear that it wanted to see it pur-
chased by another French company.
And so Sanofi-Synthelabo bought it
and it stayed in French hands. While
the U.S. government is passionately
committed to U.S. businesses, I
think they take a more hands-off
approach and let the market decide.

NJBIZ: Do you see many differences
in the graduate business schools
here and in Europe?

Koza: The European and U.S.
schools are converging, but like
businesses they come from different
heritages. European schools have a
very strong commitment to
research, but are finding that they
need to be more oriented to prac-
tice—without, however, sacrificing
their commitment to scholarship. 

NJBIZ: What’s your game plan for
Rutgers-Camden?
Koza: I’ve spent a great deal of time
thinking about this issue. While it’s
still too early to be specific about par-
ticular changes, I think we need to
pay attention to the balance of rigor
and relevance. The school has to be
immediately useful to businesses in
southern New Jersey and the region,
but it also has to continue to improve
its very good research capabilities. 

NJBIZ: Right now, the city of Camden
is undergoing a transformation with
many redevelopment projects on
the drawing boards.
Koza: That’s true. there are challenges,
but there are also significant opportu-
nities, like along the waterfront. The
evolution of the business school is
intimately connected to the evolution
of Camden. I’m optimistic about it.
Resources are in place, and while we
have to generate more resources,
both the school and the community
will continue to improve.

NJBIZ: How does the globalization of
business change the role of a busi-
ness school?
Koza: I think that the schools in the
U.S. have a significant distance to go.
One of the challenges for many
schools-but not at Rutgers-Camden-
is the department of international
business, which in fact is the fastest
way to slow down the development of
international perspective. I believe
that such a department thinks that
domestic business is the norm and
international business is a special
case. The schools need to fully inter-
nalize a view of international busi-
ness as the norm, and domestic busi-
ness as the special case. Almost all
industries these days are internation-
al in character, and we have to infuse
schools with a sensitivity to this.  We
have to be sensitive to national, cul-
tural and legal differences.   ◆

Question: Why is it so diffi-
cult for many professionals
to lead a panel discussion?
Adubato: Most people lack
moderating skills. It’s not

their fault. They haven’t been trained. As a result,
when a professional is asked to moderate or facil-
itate a panel discussion, seminar or conference,
the result is usually pretty deadly. Most of these
sessions wind up with panelist after panelist
droning on well beyond their allotted time and
the audience looking like it’s about to fall asleep.  

Question: How can we be better moderators?
Adubato: One of the most important things I
have learned through years of practice is the
importance of kicking off the panel discussion
on the right foot by being prepared. For exam-
ple, if you’re introducing panelists, make sure
their names and titles are correct. Make sure
you know how to pronounce every name. Ask
how you and the panelists will be heard. Can
you walk around with a wireless microphone? 

Question: Should panelists address the group
with introductory remarks? 

Adubato: This is a very common mistake made
when planning a panel discussion. These
remarks slow down the program and give the
discussion a predictable feel. 

Question: Without such introductory remarks,
how do you kick things off? 
Adubato: The person facilitating should begin
with an opening question. He should let every
panelist know that there will be enough time
for them to give their big picture view of the
topic. This keeps the moderator in control and
able to create an interactive environment. 

Question: What are some other tips for a suc-
cessful panel discussion?
Adubato: First, shorter is better. Short, to the
point questions are usually best. Longer ques-
tions require longer answers. Then, there is the
follow-up. One of my favorite moderating
techniques is to follow a panelist’s comments
with such questions as, “Do you agree with
your colleague?” or “Give us an example.” 

Question: Should the panelists be encouraged
to speak with one another? 

Adubato: Absolutely. As the moderator, you
want to try to get panelists to talk directly to
each other. This isn’t easy because many
experts are used to talking past fellow panelists
and at the audience. An effective tool is to say
to a panelist, “Mary, talk to Jim. Tell him what
he might be missing.” Also, don’t forget about
the audience. Get it involved early. If you’re
planning audience participation, wait no
longer than 20 or 30 minutes before bringing
in the audience. The longer you wait, the hard-
er it is to get the audience involved. 

Question: Is it a good idea to have micro-
phones set up in the audience for people to
speak into? 
Adubato: This approach can backfire. If you
have audience members lining up at micro-
phones, it hinders on the spot follow-up from
people who feel strongly about the topic and
aren’t next in line. An alternative is to have
assistants moving around the audience look-
ing for people who want to ask a question. 

Question: How does the moderator effectively
wrap-up the discussion? 

Adubato: Allow for final comments. Give each
panelist a minute or two to respond to a final big-
picture question. Some options: “Are you opti-
mistic about the future? Where do you think we
will be in five years? What one point or theme
should we take from this conference?” Then,
thank each panelist, the conference organizers
and the audience members for their participation. 

The Bottom Line: A panel facilitator must take
nothing for granted. Effective preparation and
practice will lead to a successful event.  ◆
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A Global Business Expert Heads for Camden
Mitchell P. Koza, 54, next month will become dean of the Rutgers

University School of Business at Camden, succeeding Milton

Leontiades, who retired.  A native of New York City, Koza has

most recently been  director of the European Center for Executive

Development in Paris, France, and previously was director of the

Centre for International Business at the Cranfield University

School of Management in Britain. Koza spoke from Paris with

Staff Writer Martin C. Daks about the different ways in which

Europeans and Americans approach business deals, and the

strengths and weaknesses of U.S. colleges when it comes to

preparing the next generation of business leaders.
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motivational speaker.

He can be reached at

(973) 744-5260 or at

www.stand-deliver.com.
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