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by John L. Hennessy, President of Stanford University

I am delighted to see this book on technology entrepreneurship by Dorf and
Byers. High-technology companies are both an important part of our world’s
economic growth story as well as the place where many young entrepreneurs
realize their dreams.

Unfortunately, there have been relatively few complete and analytical
books on high-technology entrepreneurship. Dorf and Byers bring their years
of experience in teaching to this book, and it shows. Their personal experi-
ences as entrepreneurs are also clear throughout the book. Their connections
and involvement with start-ups—ranging from now established companies like
Sun Microsystems and Yahoo to new ventures just delivering their first
products—add a tremendous amount of real-world insight and relevance.

One of the most impressive aspects of this book is its broad coverage of
the challenges involved in high-technology entrepreneurship. Part I talks about
the core issues involved in deciding to pursue an entrepreneurial vision and
what characteristics are vital to success from the very beginning. I am pleased
to see that building and maintaining a competitive advantage and the critical
issue of market timing are key topics. During the Internet boom, while several
great new companies were built, too many entrepreneurs and investors forgot
several key principles: have a sustainable advantage, create a significant barrier
to entry, and be a leader when the market and the technology are both ready.
Hopefully, the material in these chapters will help prevent future irrational
behavior by both entrepreneurs and investors.

Part II examines the major strategic decisions that any group of entrepre-
neurs must grapple with: how to balance risk and return, what entrepreneurial
structure to pursue, how to find and cultivate the best employees and help make
them productive, and the critical issues of intellectual property. Indeed, these
are problems that every company faces, and ones that must be continuously
examined by the leadership in any organization.

Part III discusses the operational and organizational challenges that all entre-
preneurs must tackle. Virtually every start-up led by a technologist that I have
been close to inevitably wonders whether it needs sales and marketing. Some-
times in such companies, you hear a remark like: “We have great technology and
that will bring us customers; nothing else matters!” I remind them that without
sales, there is no revenue, and without marketing, sales will be diminished.
Understanding how to approach these vital aspects of any successful business is
crucial. The related topics of building the organization, thinking about acquisi-
tions, and managing operations are also important. If you fail to address these
aspects of your company, it will not matter how good your technology is.

xiii

FOREWORD
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Forewordxiv

Finally, Part IV talks about putting together a solid financial plan for the
company, including exit and funding strategies. Of course, such topics are
crucial, and they are often the sole or dominant topics of “how-to” books on
entrepreneurship. Certainly, the financing and the choice of investors are key,
but unless the challenges discussed in the preceding sections are overcome, it is
unlikely that a new venture, even if well financed, will be successful.

In looking through this sage and comprehensive treatment, my over-
whelming reaction was, “I wish I had read a book like this, before I started
my first company (MIPS Technologies in 1984).” Unfortunately, I had to learn
many of the topics covered here in real-time and often by making a mistake
on the first attempt. In my experience, it is the challenges discussed in the ear-
lier sections that really proved to be the minefields. Yes, it is helpful to know
how to negotiate a good deal and to structure the right mix of financing sources,
especially so that as much equity as possible can be retained by employees. If,
however, you fail to create a sustainable advantage or have a sales or marketing
plan that is solid, the employee’s equity will not be worth much.

Those of us who work at Stanford and live near Silicon Valley are in the
heart of the land of high-technology entrepreneurship. With this book, many
others will get to share the extensive and deep insights of Dorf and Byers on
this wonderful process that builds tomorrow’s companies and business leaders.
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Entrepreneurship is a vital source of change in all facets of society,
empowering individuals to seek opportunity where others see insur-
mountable problems. For the past century, entrepreneurs have created

many great enterprises that subsequently led to job creation, improved pro-
ductivity, increased prosperity, and a higher quality of life. With one-third of
the world’s population lacking access to basic energy needs and two-thirds with
annual incomes of less than $2,000, entrepreneurship can play an important
role in finding solutions to these challenges facing civilization.

Many books have been written to help educate others about entrepreneurship.
Our textbook is the first to thoroughly examine a global phenomenon known as
“technology entrepreneurship.” Technology entrepreneurship is a style of business
leadership that involves identifying high-potential, technology-intensive commer-
cial opportunities, gathering resources such as talent and capital, and managing
rapid growth and significant risks using principled decision-making skills. Tech-
nology ventures exploit breakthrough advancements in science and engineering to
develop better products and services for customers. The leaders of technology ven-
tures demonstrate focus, passion, and an unrelenting will to succeed.

Why is technology so important? The technology sector represents a sig-
nificant portion of the economy of every industrialized nation. In the United
States, more than one-third of the gross national product and about half of
private-sector spending on capital goods are related to technology. Although
making up only 15 percent of the S&P 500, the technology sector generates
45 percent of the daily trading volume on the New York stock markets. It is
clear that national and global economic growth depends on the health and con-
tributions of technology businesses.

Technology has also become ubiquitous in modern society. Note the pro-
liferation of cell phones, personal computers, and the Internet in the past
decade and their subsequent integration into everyday commerce and our per-
sonal lives. When we refer to “high technology,” we include information
technology and electronics companies, life science and biotechnology busi-
nesses, and those service firms where technology is critical to their missions.
At the beginning of the 21st century, many technologies show tremendous
promise, including photonics and Internet advancements, medical devices and
drug discovery, nanotechnology, and materials technologies related to energy
and the environment. The intersection of these technologies may indeed
enable the most promising opportunities.

The drive to understand technology venturing has frequently been associ-
ated with boom times. Certainly, the often-dramatic fluctuations of economic
cycles can foster periods of extreme optimism as well as fear with respect to
entrepreneurship. However, some of the most important technology companies

xv

PREFACE
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have been founded during recessions (e.g., Intel, Cisco, and Amgen). This
book’s principles endure regardless of the current state of the economy.

APPROACH

Just as entrepreneurs combine things to create innovations, we integrate the
most valuable entrepreneurship and technology management theories from
some of the world’s leading scholars, educators, and authors. We also provide
an action-oriented approach to the subject through the use of examples, exer-
cises, and lists. By striking a balance between theory and practice, we hope
our readers will benefit from both perspectives.

Our comprehensive collection of concepts and applications provides the
tools necessary for success in starting and growing a technology enterprise. We
show the critical differences between scientific ideas and true business oppor-
tunities. Readers will benefit from the book’s integrated set of cases, examples,
business plans, and recommended sources for more information.

We illustrate the book’s concepts with examples from the early stages of
both traditional high-technology firms (e.g., Microsoft, Google, and Genentech)
and those that use technology strategically (e.g., Starbucks and Wal-Mart). How
did they develop enterprises that have had such positive impact, sustainable
performance, and longevity? In fact, the book’s major principles are applica-
ble to any high-growth, high-potential venture. This includes nonprofit enter-
prises such as Conservation International and the Kauffman Foundation.

AUDIENCE

This book is designed for students in colleges and universities, as well as others
in industry and public service, who seek to learn the essentials of technology
entrepreneurship. No prerequisite knowledge is necessary, although an under-
standing of basic accounting principles will prove useful.

Entrepreneurship was traditionally taught only to business majors. Because
entrepreneurship education opportunities now span the entire campus, we wrote
this book to be approachable for students of all majors and levels including
undergraduate, graduate, and executive education. Our primary focus is on sci-
ence and engineering majors enrolled in entrepreneurship and innovation
courses, but the book is also valuable to business and other students with a
particular interest in technology ventures.

For example, the courses at Stanford University and the University of
California, Davis, based on this textbook regularly attract students from majors
as diverse as computer science, product design, political science, economics,
pre-med, electrical engineering, history, biology, and business. Although the
focus is on technology entrepreneurship, these students find this material appli-
cable to the pursuit of a wide variety of endeavors. Entrepreneurship education
is a wonderful way to teach universal leadership skills, which include being
comfortable with constant change, contributing to an innovative team, and
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demonstrating passion in any effort. Anyone can learn entrepreneurial thinking
and leadership. We particularly encourage instructors to design courses where
the students form study teams early in the term and learn to work together
effectively on group assignments.

WHAT’S NEW

Based upon feedback from readers and new developments in the field of high-
technology entrepreneurship, numerous enhancements appear in this second
edition. Recent compelling academic theories and practitioner insights in
entrepreneurship are included in the text. Upgraded examples and exercises
place even more emphasis on technology ventures worldwide. A special exer-
cise called the “venture challenge” at the end of each chapter steps the reader
through the formation of a venture. 

Business plan development materials and tools are expanded and sum-
marized in a single chapter. This includes an annotated table showing how to
best organize the contents of a professional business plan. A bundled DVD
has numerous video clips that highlight specific sections and cases in the book
with inspirational comments by entrepreneurs, investors, and teachers. Two
new full-length cases are included in the appendix. Some minor reordering of
chapters streamlines the remaining content.

FEATURES

The book is organized in a modular format to allow for both systematic learn-
ing and random access of the material to suit the needs of any reader seeking
to learn how to grow successful technology ventures. Readers focused on busi-
ness plan development should consider placing a higher priority on chapters 7,
10, 12, 17, and 18. Regardless of the immediate learning goals, the book is a
handy reference and companion tool for future use. We deploy the following
wide variety of methods and features to achieve this goal, and we welcome
feedback and comments.

Principles and Chapter Previews—A set of 20 fundamental principles
are developed and defined throughout the book. They are listed in the
inside front cover as well. Each chapter opens with a key question and
outlines its content and objectives.
Examples and Exercises—Examples of cutting-edge technologies illustrate
concepts in a shaded-box format. Information technology is chosen for
many examples because students are familiar with its products and serv-
ices. Exercises are offered at the end of each chapter to test comprehension
of the concepts.
Sequential Exercise and Case—A special exercise called the “venture
challenge” guides readers through a chapter-by-chapter formation of a
new enterprise. In addition, a case study about an actual biotechnology
firm, AgraQuest, runs from one chapter to the next.
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Business Plans—Methods and tools for the development of a business plan
are gathered into one special chapter, which includes a thoroughly annotated
table of contents. Two complete business plans are also provided as sam-
ples in appendix A.
Cases—Seven comprehensive cases are included in appendix B. A map-
ping of how these cases relate to specific chapters in the book is provided
in Table P1. Additional cases from Harvard and ECCH are recommended
on the textbook’s websites.
References—References are indicated in brackets [Smith, 2001] and are
listed as a complete set in the back of the book. This is followed by a list of
entrepreneurship-related websites in appendix C and a comprehensive
glossary.
Chapter Sequence—The chapter sequence represents our best effort to
organize the material in a format that can be used in various types of entre-
preneurship courses. The chapters follow the four-part layout shown in
figure P1. Courses focused on creating business plans can reorder the
chapters with emphasis on chapter 7 among others.
DVD Media Package—A DVD of video segments is bundled with the book.
Special icons throughout the book denote when to view these comments
from world-class entrepreneurs, investors, and teachers. More free videos
clips and podcasts are available at Stanford’s Educators Corner website
(see http://edcorner.stanford.edu).
Websites and Blog—Please visit websites for this book at both McGraw-Hill
Higher Education (http://www.mhhe.com/dorfbyers2e) and Stanford
University (http://edcorner.stanford.edu/techventures) for supplemental
information applicable to educators, students, and professionals. For

TABLE P1 Mapping of cases.

Cases in appendix B Reference chapters Issues

World Indigo 3 to 7, 12, 15, 20 Business model and strategy,
team, global business, 
execution

Biodiesel 2, 3, 11, 17 Opportunity, finance, 
marketing

Yahoo! 1995 3, 4, 7, 17, 18 Business concept, finance, 
business plans

Barbara Arneson 12, 17 Stock options, finance

Jon Hirschtick 4, 12, 17, 18, 19 Strategy, team, finance, 
negotiations

Artemis Images 2, 3, 12 Opportunity, value 
proposition, team

Radco 3, 12, 20 Business model, team, ethics
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example, a complete syllabus for an introductory course on technology en-
trepreneurship and a PowerPoint presentation for each chapter are provided
for instructors. Visitors to either website can link to the author’s blog to in-
teract with the authors and other readers.
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GUIDED TOUR

Student DVD

A DVD packaged with the book pro-
vides over 25 short video clips of
world-class entrepreneurs, investors,
and teachers sharing their insights on
key topics in the book.

Featured videos include a series of
clips Pam Marrone, founder of
AgraQuest, the company highlighted in
the running case throughout the text, as
well as a video on the “Early Choices
for the Founders, Investors, and Advi-
sors” of Yahoo!.
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MEDIA SUPPLEMENTS FOR STUDENTS AND INSTRUCTORS

Other video clips featured 

on the DVD include:

■ “Changing the Business Plan in Response to a
Changing Environment”—Gordon Ringold
(Surromed)

■ “Measuring Success: You Measure What
Matters”—John Thompson (Symantec) 

■ “Global Outsourcing”—Jeff Hawkins (Palm) 

■ “Small Innovations for Reducing Company Costs:
PayPal and SpaceX”—Elon Musk (SpaceX)

Videos are organized
by chapter section
and are identified in
the book with a “See
the DVD” icon.

More free video clips and pod-

casts are available at Stanford’s

Educators Corner website

http://edcorner.stanford.edu.
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The 2nd edition is supplemented by two
websites, collectively bringing students
and instructors the most extensive
resources available for technology
entrepreneurship courses. Visitors to
either website can link to the author’s
blog in order to interact with the authors
and other readers.

MEDIA SUPPLEMENTS FOR STUDENTS AND INSTRUCTORS

Lecture PowerPoints provide instructors with
a framework for organizing their lectures, and
reference topic-related videos on the corre-
sponding DVD.

McGraw-Hill Website

www.mhhe.com/dorfbyers2e

Accessed with a password, the McGraw-
Hill website for instructors features:

■ Answers to end-of-chapter exercises

■ Teaching notes in Word and PDF for-
mat for the cases in Appendix B

■ Extensive lecture PowerPoint presen-
tations based on the text
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Also provided on the Stanford site, a sample syllabus
derived from an actual Stanford University class includes 
24 sessions with all related content.

Stanford University Website 

http://edcorner.stanford.edu/techventures

MEDIA SUPPLEMENTS FOR STUDENTS AND INSTRUCTORS
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III Gathering Resources

IV Managing Ventures
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Additional
Resources
STVP Educators Corner

Courses Using This Textbook

Authors' Textbook Blog

 

Entrepreneurs provide the creative force capitalism needs to work. Entrepreneurs strive to make a difference
in our world and contribute to its betterment. They are also motivated by achievement, independence, and the
accumulation of wealth. In this chapter, we describe the characteristics of the people called entrepreneurs and
the process they use to create new enterprises. We describe the four types of entrepreneurship used to
respond to opportunity: incremental, innovative, imitative, and rent-seeking. Engineers and scientists often
respond to the challenge to build important new enterprises by combining their knowledge of new technologies
with sound business practices. The technology entrepreneurÕs role in the improvement of an economy and the
role of knowledge in the creation and growth of new enterprises are described. Finally, the firm or
organization as the key structure for a new enterprise and the system of innovation used by new ventures are
depicted.

Download Chapter 1 Text [PDF] for evaluation purposes.

 

 

Vinod Khosla and Sun Microsystems
Describes how Vinod Khosla got Sun Microsystems started, and a critical marketing challenge the company
faced at the end of the first year. Objective is to illustrate how bold creative thinking can make or break
start-ups.

 

Heidi Roizen 1998: Career Strategy
Describes Heidi Roizen's career from graduation at Stanford University in 1980 through her career
crossroads upon leaving Apple Computer in 1997. In the summer of 1997, Heidi is assessing different
career options that will allow her to play to her strengths, enjoy her work, and achieve work-life balance
that has become increasingly important to her as a parent. Heidi must find answers to the following
questions: 1)What combination of career opportunities would allow her the greatest personal achievement
and at the same time the greatest benefit for her family? 2)How would she leverage her experience in
Silicon Valley as she examined her future options? 3)How long would she continue to try out the options
before settling on a choice?

 

Chemdex.com
An Internet start-up company is developing an online marketplace for specialty chemicals and reagents.
David Perry has been named a runner-up in the 1st annual HBS Business Plan contest and now faces seed-
stage financing questions--how much money to raise, at what valuation, in how many stages, and from
whom.

 

Vermeer Technologies (A): A Company is Born
Charles Ferguson has just heard from a venture capital (VC) consortium that it is willing to finance Vermeer
Technologies, a company he has cofounded for developing Internet software. The funds are sorely needed,
but the VCs have imposed some onerous conditions, including a request that Vermeer's first CEO be an
outsider. Learning objectives include identifying several tasks that need to be performed before a business
idea can be realized as a business entity. Highlights the process of early product definition and the key role
of employee selection in building an organization.

 

 

Jeff Hawkins: The Accidental Entrepreneur: Palm History
Hawkins on the development of Palm: I never really wanted to start a company. I consider myself an
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About This Website

This website provides instructors and students of high-technology entrepreneurship with learning resources
complementing Technology Ventures: From Idea to Enterprise with Student DVD, a McGraw-Hill Higher
Education textbook written by Richard C. Dorf and Thomas H. Byers (ISBN #007329442X for hardcover edition
and ISBN #0071246223 for international student edition). Containing a wide variety of recommended media, the
website includes case studies, short video clips, articles, and PowerPoint slides all focused on the creation and
management of technology ventures. This site will continue to evolve with new media and features.

Start Here to View Media By:
Book Contents provides relevant media for each chapter in Technology Ventures, including videos and
case studies from Harvard Business School and Stanford University. Additional resources are provided
regarding how best to best integrate the book's business plans and case studies into entrepreneurship
courses.

Sample Course Syllabus is derived from an actual Stanford University class including 24 sessions with all
related content.

This website is free and open to students and instructors alike. It is a part of the Stanford Technology Ventures
Program's Educators Corner, which is a digital archive of entrepreneurship education materials. Instructors
seeking detailed teaching notes and answer keys related to the textbook should visit the "Instructor Only"
section of the course website hosted at McGraw-Hill Higher Education.
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As a contrasting example to Yahoo!, we examine the case of Advanced Inhalation Research (AIR), a young
biotech startup and the challenges specific to life science entrepreneurs. We will learn that the entrepreneur's
vision and personal goals are important considerations.

 

Relevant Texbook Chapters
Chapter 2 Opportunity and the Business Summary
Chapter 3 Building a Competitive Advantage
Chapter 5 Innovation Strategies 
Chapter 15 Acquisition, Mergers and Global Business

 

  
Discussion Questions 
1. What makes AIR an opportunity and not just a good idea? How will it make money?
2. What are the major technology, market, team and financial risks of this venture?
3. What are the advantages and disadvantages of each business model and funding option?
4. How are life sciences startups different from information tehcnology startups?
5. Should Edwards and McGuire sell the company to Alkermes? Why?

 

  

 

Primary Case Study: Advanced Inhalation Research
This case study describes the early start-up phase and development of Advanced Inhalation Research (AIR),
a company engaged in the development of a new drug-delivery technology. Focuses on the risks, the steps
taken to manage it, and the manner in which the company was financed. Also presents the situation of an
acquisition offer.

 

  
Alternative Case Study: Biodiesel Inc. 
Biodiesel Inc. is a mini-case study that involves three UC Davis students exploring an opportunity in
biodiesel, an renewable organic product that can replace or complement original diesel fuel. The students
come up with a business model starting with local producer's cooperatives.

 

  

 

Paul Yock: FDA and medicare
Entrepreneur, inventor and professor Paul Yock explains the two important contextual organizations
affecting the life sciences industry. FDA and medicare have a huge influence on time to market and
whether or not a life sciences idea can become an opportunity.
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Rich with content, the author-created
Stanford website provides relevant media
for each chapter in Technology Ventures,
including:

■ Videos and case studies from Harvard
Business School and Stanford
University

■ Resources on how to best integrate the
book’s business plans and case studies
into entrepreneurship courses
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