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THE DEAN’S PREFACE: COLIN MAyER

perations management is 
about how organisations 
deliver value; after a period  
of business history defined  

by the transformation of global finance, we  
now approach an era that will be dominated  
by radical changes in the way we manage 
technologies, supply chains and systems  
of production. Once framed entirely in  
terms of manufacturing engineering, the 
field now encompasses the management  
of transformative change programmes, the 
design of services in the private and public 
sectors, and the complex logistics that knit 
together the world economy.

At Oxford we take this broad view of the 
field and seek to locate our research in the 
experiences of organisations facing the  
most demanding challenges. These range 
from the creation of transparent supply 
chains (see page 04) to the management  
of mega-projects such as the Large Hadron 
Collider at CErn (see page 06). The creation 
of the BT Centre for Major Programme 
Management has established Oxford as  
an international centre for the study and 
research of major programmes. 

Last year we were delighted to welcome 
David Upton as our new American Standard 
Professor of Operations Management. 
Professor Upton joined us from Harvard 
Business School, where he taught for 20 years. 
His research focuses on competitive strategy 
(see page 12), service and manufacturing 
improvement, information technology and the 
social impact of operations.

David joins a growing team who continue 
to engage with a wide range of practitioners in 
their research, including Walmart (see page 
08) and the people involved in designing the 
infrastructure for the forthcoming London 
Olympics (see page 16). 

Many of our alumni are also involved in 
the contemporary challenges of operations 
management, helping to create and implement 
solutions to twenty-first century challenges. ian 
Howlett and Stephan Bisse have established 
Publisha, a platform that allows anyone to 
create a magazine publishing business across 
multiple platforms from a single dashboard  
(see page 24). 

We are delighted to announce that 
Business at Oxford is one of the first 
magazines to benefit from this technology  
 

and can now be found online at  
www.sbs.oxford.edu/bao. readers can also 
now download Business at Oxford iPhone 
and iPad apps from the Apple app store and  
find the latest features and articles on our 
Facebook groups. We hope you enjoy these 
new additions to the print edition. 
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allow. in particular, ‘bills of materials’ – the 
databases which describe product structure 
– need to be rethought to enable increased 
granularity; what is important is not just 
what components go into your product, but 
what goes into the components. Secondly, 
there is a need for means of distinguishing 
between data of different levels of  
reliability; in a world where provenance 
really matters, simply recording whether  
a supplier has an acceptable official policy 
is not enough – data structures need to 
accommodate questions of actual practice 
and authentication of claims. Finally,  
there is the need for individuals in the 
organisation who can interrogate and 
interpret data with sufficient context-
dependent knowledge; a new breed of 
procurement professional whose mandate 
goes beyond securing the lowest price.

PROCUREMENT INTO SUPPLy CHAIN 
MANAGEMENT
The idea of proactive, intelligent procurement 
is not new – for at least 40 years people  
have been talking about strategic supply 
management and the active development  
of the supply base. However, concerns  
about product origin give the hackneyed 
calls to rethink organisational buying a new 
relevance; purchasers are not just buying an 
item, but – in some senses – the whole system 
of supply that underpins it. This means that 
organisations need to fully understand the 
structure and interdependencies of their 
supply network. The idea of ‘maps’ of supply 
systems – who supplies whom, and the 
interdependencies within the network –  
has been the grail of much research in 
supply chain management. indeed, many 
fundamental theories in industrial 

economics rely on assumptions about the 
balance of power and commitment between 
trading partners. Working with Dr Alexandra 
Brintrup, Dr Tomomi Kito and Dr Felix 
reed-Tsochas, we have been developing 
novel maps of Toyota’s highly lauded 
supply-chain structure. However, it is clear 
that the imperative for mapping commercial 
relationships is shifting from researchers to 
companies themselves. Understanding the 
structure of supply beyond the first tier − and 
then developing the appropriate managerial 
and commercial strategies – is a key element in 
delivering on the promises of provenance. 

Steve new is University Lecturer in 
Operations Management at Oxford 
University’s Saïd Business School and  
a Programme Director in the Centre for 
Corporate reputation.

TRACK RECORD
STEVE NEW inVESTigATES qUESTiOnS OF Origin.

onsumers, governments and 
organisations or all kinds are 
finding that questions of origin 
are climbing steadily up the 

agenda. For a multitude of reasons, people 
are asking the question: where did this stuff 
come from?

recent work at Saïd Business School  
has been focusing on this issue from several 
perspectives, and a new research agenda is 
emerging that reflects the most expansive 
view of operations management – one which 
takes questions of strategy, culture and 
society seriously. The overall lesson is that 
research must be driven by real questions 
that face business and society, and these 
challenges do not fit neatly into disciplinary 
boxes.

So what are the strategic questions  
that emerge from worrying about product 
origins? One way of framing the discussion  
is to focus on three key transformations that 
organisations face: turning commodities into 
promises, making information out of data, 
and transforming procurement into supply 
chain management.

COMMODITIES INTO PROMISES
A trip to your kitchen is a good place to  
start reflecting on the transformative effects 
of globalisation. There are two things to 
observe. The first – obviously – is that our 
daily lives represent the confluence of stuff 
from every corner of the planet; you will 
rarely eat a meal that hasn’t been drawn  
in part from every continent. But, secondly,  
you will see that the way the threads of 
international supply are pulled together  
is not a simply mechanical exercise; the 
meaning of goods is in part constructed  
by narratives of their origin: ‘100% British 
Wheat’; ‘English gammon’; ‘Sustainably 
Sourced Mussels’. Organic food, halal and 

kosher products all involve the selling of 
properties that are essentially unobservable 
and untestable by the consumer; the value  
of the goods is determined by a promise, a 
narrative, an association. in many segments, 
the role of provenance-based value appears 
to be increasing.

There is a temptation to explain this as 
the result of some kind of ethical revolution 
amongst consumers, but to do so is wrong 
and also misses the key point. The number 
of shoppers who painstakingly examine  
every label for a detailed exegesis of origin  
is small, and even those who do are rarely 
consistent. The larger issue is that in our 
purchasing we engage in a complex, reflexive 
engagement of claims, trust and reputation; 
for example claims about origin can be  
proxy claims for safety and integrity. The 
reputational system of modern commodity 
chains is about how we manage our identity, 
our guilt, and how we reconcile ourselves  
to taking things from strangers and feeding 
them to our children. What has changed  
is not that consumers have discovered  
virtue, but that this discourse has suddenly 
crystallised into an observable social 
phenomenon: the Asda breakfast cereal  
box now feels the need to proclaim that one 
of the world’s most powerful corporations 
(Walmart) not only sells the best products 
but ‘cares passionately about where  
they’re from’.

As in the kitchen, so in the wardrobe – 
and in the toybox, and in every corner  
of our lives; we find that origins and 
provenance determine value, and in each 
case we find the same system of promises 
and reputational cues that give a buyer  
the sense of assurance that the product  
is valuable, safe or ethical. in a project 
supported by the Oxford University Centre  
for Corporate reputation, we are working out 

some of the common dynamics of these 
mechanisms in contrasting settings. Cultural 
goods such as art and memorabilia acquire 
non-material virtue on the basis of which 
galleries the artist has been associated with. 
But some kind of parallel mechanism is at 
work in the more prosaic settings; when a 
retailer is sourcing a toaster from a Chinese 
factory, judgements about the ethics, 
product safety and environmental impact are 
made equally on the basis of a web of cues 
and signals, and essentially reputational 
judgements. And in safety-critical industries 
– pharmaceuticals, aerospace components 
– reading these cues correctly can be a 
matter of life and death.

DATA INTO INFORMATION
Making promises about product origin  
is a complex job; the story is rarely simple,  
and even simple items are astonishingly 
complex. Developments in technology,  
on the other hand, may be able to help. 
Systems of traceability and tracking are 
beginning to impact a range of industries; 
items can be tagged with radio-frequency 
identification devices (rFiD), or even 
labelled with DnA-encoded ink. The internet 
provides an infrastructure of surveillance 
(some firms, including Asda in the UK, have 
experimented with web-cams in suppliers’ 
factories); advances in data-mining 
techniques mean that the enormous quantity 
of data that can be collected from automated 
systems can be explored and exploited. 

But data alone is not terribly useful: 
corporations face the challenge of 
converting this into useful information  
and this requires three elements that are  
in short supply. Firstly, there is the need  
for information systems that are flexible 
enough to cope with product data that is  
far richer than legacy approaches typically 

C
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on the project’s progress. 
By contrast, the ATLAS experiment 

eschews most project management 
techniques. This multi-million Swiss franc 
project is based on a memorandum of 
understanding. The project budget covers 
materials only, and apart from some of the 
on-site CErn staff, none of the salaries  
of the physicists who work on the projects. 
Their salaries are covered by their home 
research institutes and national funding 
agencies. This means that the physicists 
determine their own workplan, which has  
to fit in around their teaching and other 
responsibilities at their home institution. 

HOW ATLAS WAS BUILT
ATLAS consists of 20 million components, 
so it is the most complex machine on the 
planet, more complex than an aeroplane  
or nuclear submarine. it is housed in a 
concrete-lined cavern 100 metres below 
ground on the LHC beamline. Every item, 
including the huge magnets, had to be 
lowered into the cavern by crane. Simulating 
the logistics of assembling ATLAS took four 
years. Seventeen thousand PCs on site  
are used to analyse the data to detect the 
collisions that could yield an interesting 
‘event’, that is one which could indicate an 
exotic particle or decay pathway, possibly 
even the Higgs boson. 

Once the idea to develop ATLAS had 
been agreed, teams of physicists met in 
workshops and conferences around the  
world to decide how and who would build  
the components.

Managing teams of scientists has  
always been problematic. These are very 
intelligent people, all with PhDs, or studying 
for one, who won’t accept tasks that they  
feel are not justified. Many have worked  
on these projects for the major part of  
their career, so are completely committed  

to making the endeavour a success. So 
although the ATLAS team claims to reject 
standard project management practices, 
they do in fact follow, or have re-invented, 
many recommended project management 
practices – such as establishing a clear 
vision, having clear and open lines of 
communication, and monitoring project 
progress. The goals are clear and easy to 
state – find the Higgs boson; test super-
symmetry. Although the success of the 
ATLAS experiment does not rely on standard 
approaches to project management, it is 
based on a culture of trust, no blame and 
high expectations. Despite the loose,  
and rather unconventional, management 
structure, the machine has come together 
and is ready to analyse and detect whatever 
the LHC can throw at it. 

FUTURE GOALS
Over the next year, i’ll be looking more 
closely at how project management is seen 
by people at various career points within 
ATLAS. i’ll also be exploring how culture  
and leadership are exercised and expressed 
in CErn and ATLAS, and looking at the 
kinds of interventions that the teams use 
when a component project hits a crisis.  
The findings from this research will provide 
insights for the managers of large projects 
and programmes that function under high 
levels of uncertainty and complexity. 

Visit atlas.ch for videos and spectacular 
images of the construction and operation  
of the ATLAS Experiment. 

Janet Smart is Director of the BT Centre for 
Major Programme Management at Oxford 
University’s Saïd Business School.

he Large Hadron Collider  
built at CErn, the European 
Organisation for nuclear 
research on the Franco−Swiss 

border, is exploring fundamental questions 
about the nature of matter and the structure 
of our universe. At Saïd Business School,  
we are looking beyond the question of  
why the Large Hadron Collider (LHC)  
was constructed, to ask how it was built. 

THE BASICS
The basic facts about the LHC are well 
known. it consists of a ring of magnets at  
a temperature of -271.3°C, i.e. less than  
2°C above absolute zero. The magnets are 
100 metres below the surface of the Earth, 
forming a ring 26.7 kilometres long. The 
magnets contain two counter-rotating beams 
of particles, which are accelerated to speeds 
approaching the speed of light. At four 
points in the ring, the beams are brought 
together and the particles collide. At these 
energies, the collisions break the hadrons 
(protons and neutrons) apart, revealing  
the quarks, gluons and other exotic, 
fundamental particles of which all matter  
is made. 

Each of the four collision points in the 
ring houses a detector, which can detect  
the particles as they fly apart in the collision. 
There are two large detectors, known as 
ATLAS and CMS, which can each explore  
a range of energies. Two detectors are 
needed so that if the team associated with 
one detector claims a new discovery, it can 
be tested and confirmed by the team on  
the other detector. naturally, this leads to 
competition between the detector teams. 

PROjECT MANAGEMENT
CErn is the organisation that provides  
and operates the colliders, of which the LHC 
is the most recent. CErn also provides the 

infrastructure – electricity, ventilation,  
water – that enables the detectors to operate. 
CErn has a permanent staff of physicists, 
engineers and administrators who work on 
the CErn campus on the outskirts of 
geneva.

The teams which design, build and 
operate the detectors are separate from  
the CErn teams, although they too are 
accommodated on the CErn campus.  
The teams are loosely connected and  
highly distributed. For example, the ATLAS 
project draws on a community of about  
3,700 physicists based in 37 countries  
and 117 universities and research institutes. 
rather than the usual managerial model  
of a rigid hierarchy, they form a complex, 
self-organising, dynamic, international 
network. The administrative team that 
manages this adventure is elected for 
two-year terms from within the community  
of physicists, and does not comprise 
professional project managers. Their  
attitude to managing such a complex task: 
‘it’s common sense.’

Differences in management style can  
be seen between the LHC and ATLAS teams. 
The LHC is supported and managed within 
CErn, which was founded in 1952. CErn 
has experience of managing many innovative 
high-energy physics projects, and of working 
with an international community. Project 
management of the LHC has many familiar 
characteristics. Project governance and 
reporting processes are well established  
and would be familiar to many project 
managers. Specifications are drawn up, 
tenders sought and contracts let, subject  
to regulations on fairness, since many of  
the contributing nations contribute in kind 
through their delivery of high-specification 
components. CErn uses Earned Value 
Management (EVM) and has developed  
its own in-house tool to monitor and report 

CRASH 
COURSE
jANET SMART EXPLAinS HOW 3,700 
PHYSiCiSTS BUiLT THE MOST COMPLEX 
MACHinE On EArTH.

T
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availability is like.
So a typical superstore might have 

100,000 SKUs [stock keeping units,  
i.e. stocked items]. The key to efficiency  
is having an empty back room. if the back  
room is laden with product it is often difficult 
to find. With EPC we are able to navigate  
and find products. So it improves our shelf 
availability – our on-sale position. it improves 
our labour – the associate is not going 
backwards and forwards to the back room. 
And therefore it improves productivity. 

Are there other strategic 
challenges that spring to mind?

We have had a couple of 
self-inflicted wounds in our 
operational business. So,  
for example, we cleared out 

what we call action alley [a main aisle  
where promotions are placed – often on 
pallets], where we used to get a lot of 
impulse purchases. 

However, our customer-experience 
tracking scores led us to believe that the 
consumer actually wanted a less cluttered 
environment, clear lines of sight, and so 
would be better able to push their trolley 

around. The average consumer spent 23.5 
minutes in the store. if we could declutter 
the store, and they were able to get to the 
products they needed faster, they would  
have more time to browse. 

So about eighteen months ago we 
cleared action alley out. it was a mistake. 
Like-for-like sales went down. 

it sounds rational, though. Why 
didn’t it work operationally?

We rationalised the SKU 
assortment by taking out  
SKUs that we thought were 
slow-moving lines. But while 

you might argue ‘Why have 16 hammers? 
You probably only need one’ – if there is a 
particular hammer someone wants for their 
DiY and they can’t get it, they will probably 
go elsewhere and buy the hammer and five 
other things. not only do you lose the trip, 
but it is a margin-accretive trip, because 
typically those types of product have a better 
gross margin.

in the interest of Clean, Fast and Friendly 
– our operations motto – we decluttered  
the store, took items out of action alley, 
rationalised our SKU assortment. Our 
customer-experience scores went up, but  
our sales performance went down. [Action 
alley has now returned.]

What are some of the main 
challenges in terms of 
international expansion? 

Some of our competitors have 
done what you might call a 
flag-planting exercise – being 
in the most countries possible. 

i don’t agree with that. it is not about being 
in the most countries or the biggest, but 
about being the best. One transaction at  
a time, one store at a time.

For us it is really about ‘glocal’: global 
leverage and local relevance. So in China,  
for example, if the customer is used to 
getting their fish at the local market we have 
to operate our stores in a way that is as close 
to that a possible. if you go into our stores, 
you will see tanks upon tanks of live fish,  
for example. The consumer wants to pick the 
fish, and have it cut up for them at the point 
of purchase. 

Do you take the lessons from 
international markets and 
import them to the US? 

Absolutely. Contrary to  
what some might think,  
not everything is done better  
in the US. 

i was moved from the international 
division to the US division to bring some  
of the global leverage and experience that  
i have into the US. internationally, we have 
twelve international formats, whereas in the 
US we only have three. So internationally  
we are ahead when it comes to having a 
multi-format strategy. The idea is to take 
some of that multi-format experience and 
design a new small format in the US, where 
we don’t have experience of building small 
stores in big cities. 

“ SOME OF OUR COMPETITORS HAVE DONE WHAT yOU 
MIGHT CALL A FLAG-PLANTING ExERCISE – BEING  
IN THE MOST COUNTRIES POSSIBLE. I DON’T AGREE 
WITH THAT. IT IS NOT ABOUT BEING IN THE MOST 
COUNTRIES OR THE BIGGEST, BUT ABOUT BEING 
THE BEST. ONE TRANSACTION AT A TIME, ONE 
STORE AT A TIME.”

“ FOR US IT IS REALLy ABOUT ‘GLOCAL’: 
GLOBAL LEVERAGE AND LOCAL 
RELEVANCE. SO IN CHINA, FOR ExAMPLE, 
IF THE CUSTOMER IS USED TO GETTING 
THEIR FISH AT THE LOCAL MARKET WE 
HAVE TO OPERATE OUR STORES IN A WAy 
THAT IS AS CLOSE TO THAT A POSSIBLE.  
IF yOU GO INTO OUR STORES, yOU WILL 
SEE TANKS UPON TANKS OF LIVE FISH, 
FOR ExAMPLE. THE CONSUMER WANTS  
TO PICK THE FISH, AND HAVE IT CUT UP 
FOR THEM AT THE POINT OF PURCHASE.” What strategic challenges face 

the business on the operational 
side?

The first thing that comes to 
mind, especially in the US,  
but also globally, would be the 
macro-economic conditions we 

are currently experiencing. Unemployment 
hits our customers really hard. 

We have 8,000 stores: 4,000 in the US, 
4,000 outside. When we track hourly sales 
we notice it in the pay cycles. At 11pm at 
night our comps (like-for-like figures) are 
extremely tough, down versus forecast and 
plan. But post-midnight, at 1am in the 
morning, as government benefit, electronic-
fund transfers are paid into bank accounts 
and onto cards, customers are coming in.  
So they literally don’t have any money. 

But what can you do about 
that? 

The first thing we can do  
is adjust our trading hours,  
to make sure we have  
24-hour availability.  

if someone needs to purchase nappies or 
baby formula and they don’t have the money,  
but the money is paid into their account  
at midnight, then we have to be open and 
available then.

We can adjust our supply chain, because 
a significant percentage of baby formula, 
nappies and so on, is purchased on the first 
three days of the month. And we can also 
make sure that we have pack sizes that are 
relevant to the customer. in Latin America 
we sell toilet rolls as singles, for example.  
A laundry detergent at £7.99 may be better 
value than a £3.99 smaller pack, because  
it works out as three loads for the cost of  
two. But if someone only has £4 left in their 
pocket, the £8 bottle on sale is not relevant. 

Can you give an example  
of how you use technology  
to improve customer 
experience and build 

competitive advantage?

One that springs to mind is 
EPC (electronic product code), 
a leading-edge technology  
that allows the operations 

people in the store to find out exactly where  
a product is in the store and what the shelf 

AnTHOnY HUCKEr TALKS TO STEVE 
COOMBEr ABOUT THE OPErATiOnAL 
CHALLEngES WALMArT FACES 
AnD HOW THE COMPAnY CAn 
LEArn FrOM iTS inTErnATiOnAL 
OPErATiOnS.

Q&A
By: STEVE COOMBER

ANTHONy HUCKER
VICE PRESIDENT OF STRATEGy AND BUSINESS 
DEVELOPMENT, WALMART
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obile phones, commonplace 
worldwide, are increasingly 
being seen as more than a 
means of communication; they 

are becoming a tool to aid development. Mobile 
telephony is the preferred communications 
infrastructure in developing countries and both 
SMS and simple wireless internet applications 
are being used to facilitate everything from 
education to medical services, business to 
financial services.

At the forefront of this boom is TechForDev 
(Technology for Development), a global  
social enterprise set up by Saïd Business 
School alumnus Tony Choi. TechForDev 
designs and advises on mobile service-
based development models for social and 
economic progress in emerging countries.  
it aims to develop and customise innovative 
tools, methodologies and programmes based 
on mobile services and technologies to 
empower children, women, communities 
and organisations across the globe.

Born and raised in South Korea, 
Managing Director and Founder Tony Choi 
studied politics at undergraduate level. After 
graduation he worked as a policy specialist  
at the national Assembly of South Korea, 
before taking up the position of Assistant 
Secretary to the President for iCT Policy 
Coordination, in the Office of the President 
of South Korea. After five years in this job, 
Tony decided to pursue an MBA at Oxford. 

After completing the MBA programme, 
Tony returned to South Korea to work with a 
leading mobile telecoms company and could 
see that mobile services had great potential 
for the developing world. ‘Many studies had 
been done that pointed to this, but most of 
the pilot projects, initiated and managed by 

ngOs, were one-offs that couldn’t sustained,’ 
he says. ‘There was an opportunity for an 
enterprise to do a better job and address  
the issue of how to scale up these projects  
to further impact developing counties.’

The lives of many in the developing world 
are badly affected by a lack of infrastructure, 
and mobile services can work as efficient 
tools to create and support infrastructure.  
‘A simple application like a text messaging 
service can be used across a lot of areas  
of society, like health, education, banking.’

One of the projects TechForDev has 
developed focuses on rice milling. ‘This is  
a traditional industry in many developing 
countries and often the quality of local  
rice isn’t good because milling hasn’t been 
improved,’ says Tony. ‘We developed a text 
message service that trains mill workers  
in how to improve technology and services.’ 
The application, which provides both 
information and an interactive q&A menu, 
also serves farmers, giving them advice on 
agriculture, preparation and selling their  
rice products.

TechForDev acts as a consultant, 
outsourcing the development of applications 
and content, then offering subscription to 
governments and stakeholders. ‘So far we 
haven’t had to raise significant amounts  
of funding, as there’s little initial outlay,’  
says Tony. ‘The issue for us, is how to scale 
up these projects. We seek solutions in 
enhancement of public−private partnership 
and also in corporate adoption of mobile 
technology-related strategy for business 
expansion, especially in emerging markets. 
From SMS to smartphone applications, we 
know what’s happening in the industry and 
can move forward embracing new trends and 

technologies. Demand is soaring and i feel 
that we are pioneers who can work alongside 
both ngOs and private companies, towards 
making mobile technologies more efficient 
and profitable on a global scale.’ 

www.techfordev.com

ALUMni ALUMni

M

UPWARDLy 
MOBILE

THE FUTUrE OF DEVELOPMEnT 
LiES in MOBiLE TECHnOLOgY, 
MBA ALUMnUS TOnY CHOi TELLS 
SARAH BARRELL.

SARAH BARRELL FinDS OUT HOW TWO OXFOrD 
MBA ALUMni HAVE BrOUgHT TrADiTiOnAL inDiAn 
WinES TO BriTiSH CUrrY-LOVErS.

outhern india is one of the 
subcontinent’s most fertile 
regions, an agricultural 
heartland that produces 

everything from tea to palm oil. Few people, 
however, associate the area with viticulture. 
But in the last decade, grapes grown in  
the hills of the southern indian state of 
Maharashtra are being made into reputable 
wines that are finding their way onto the 
tables of certain hotels, restaurants and 
family homes across the country. And with 
the recent launch of Soul Tree Wine, set up 
by Saïd Business School alumni Alok Mathur 
and Melvin D’Souza, these Asian vintages 
are now available in the UK.

Unsurprisingly, Alok and Melvin came up 
with the idea for their company over a curry. 
While having dinner in an indian restaurant 
in Oxford, the pair realised that British 
curry-lovers were only offered indian beer or 
European and new World wines – there were 
no indian wines served in indian restaurants. 
The pair was also aware that the burgeoning 

indian wine industry was finally coming  
of age. As recent MBAs they were quick to 
spot the business opportunity this presented. 
‘There were few, if any, indian wines 
available in the market, and certainly none 
outside of London,’ says Alok. ‘We worked 
out that some 10,000 indian restaurants  
in the UK sold wine worth £180 million 
every year – and almost none of it came 
from india!’

Although the UK wine market is mature 
and overcrowded the pair could see a 
significant niche for indian wine. Viticulture 
in india has a long history, dating back 
millennia, but it’s only in the last decade  
or so that its wine has found a significant 
market on the subcontinent and has begun 
to compete with the major wine-producing 
regions of the world. With their indian 
upbringing and British education, the pair 
loved the fact that their business bridged the 
two nations they call home. it took them over 
a year to put everything into place: finding 
the right winery and the best wines, setting 
up sourcing from india, doing primary 
market research into the habits and tastes  
of British wine consumers and developing 
branding and operations in the UK.

‘So far the project remains completely 
self-funded,’ says Alok. ‘We will look to  
scale up in a few months’ time, when we 
seek external funding, and this will be a 
combination of debt and equity.’ Soul Tree 
wines come from nasik, india’s wine-
producing hub (and Melvin’s hometown), 

responsible for around 80 per cent of india’s 
wine production. Situated in the state of 
Maharashtra, nasik is some 200 kilometres 
north-east of Mumbai, situated on a plateau 
around 2,000 feet above mean sea level.  
its proximity to the Tropic of Cancer gives it  
a tropical climate, and its altitude provides 
the warm days and cool nights that produce 
wines with plenty of character.

in June 2010, the company imported  
an initial batch of wine and held pilot sales 
in the West Midlands. ‘The market was very 
challenging, with dining out badly hit by the 
recession, but the response was much better 
than we expected and 25 restaurants signed 
up to sell Soul Tree wines. They believed that 
their customers would appreciate the idea  
of an indian wine in an indian restaurant.’

in the first six months of business, Soul 
Tree wines have become available online and  
in 50 restaurants across six UK counties  
plus London. With the business fast gaining 
momentum, this should increase monthly 
from here on. in addition, distributorship 
arrangements are set to begin in germany, 
France, and in india itself.

The pair see Soul Tree as very much  
an Oxford University start-up. ‘in fact the 
company’s name igniSiS combines the root 
word ‘ignis’, symbolising fire, and the major 
river flowing through Oxford, the isis,’ says 
Alok. ‘in other words, we have set out to 
achieve the impossible: to set fire to water.’ 

www.soultreewine.co.uk

S

WINES THAT 
CURRy FAVOUR
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quality, strangely, was unaffected. This was 
an unexpected result, but such puzzles are 
what make business research so interesting 
and important. Wipro have now begun  
to roll-out these lean ideas to many other 
projects, and have been able to sell their 
new-found capability to their global clients 
to help them improve their own, often larger, 
software projects. This is now an operational 
capability that delivers and captures genuine 
economic gains.

BUILDING NEW OPERATIONS
Japan’s Shinsei bank was built on the  
ashes of the failed Long Term Credit Bank  
of Japan. By building innovative operations, 
the relaunched company was able to rise to 
become the best bank in Japan – in terms  
of customer service – and build capabilities 
that were the envy of those around them. 
Some of the operational ideas were deceptively 
simple. For example, to encourage customers 
to do their banking more cheaply online, 

Shinsei built double-sided screens for their 
tellers. The customers’ side showed the 
simple web interface that the teller was using 
to perform the transaction and customers 
quickly realised that they could carry out 
mundane banking transactions themselves –  
at first using internet terminals in the bank, 
but ultimately in the convenience of their 
own homes.

Many such operational capabilities 
fuelled Shinsei’s improvement. More 
cleverly, when building their new systems, 
Shinsei relied on lower-cost iT operations 
around the world, and subcontracted much 
of the work. But they maintained control of 
the architecture of their new operations, and 
avoided giving any single company too much 
of the work. By doing so, they protected  
the secrets of their competitive advantage. 
Ultimately, the new bank systems were built 
at one-tenth the cost, and a third of the lead 
time of the standard, off-the-shelf solutions. 
What’s more, they had built a distinctive 

operations-based competitive advantage, 
and had protected it by not outsourcing the 
keys to the kingdom.

OPERATIONS BRINGING POWER TO  
THE POOR
Small soy farmers in india have been 
squeezed and cheated into poverty for many, 
many years. After the British left, to avoid 
any abuse of monopsonistic power by large 
corporate buyers, a set of laws mandated 
that all sales of agricultural products be 
carried out in competitive marketplaces 
called mandis. The marketplaces, however, 
had become corrupt and anything but 
competitive. Buyers would collude to 
depress the prices paid to farmers, and 
farmers would be forced to accept because 
there was no alternative, and because the 
prospect of carrying their produce many 
miles back to a farm with no storage capacity 
was even less appealing than the meagre 
price they were offered. 

perations were once considered 
the bane of the truly ‘strategic’ 
manager’s life: a necessary evil 
in a world in which operations’ 

only purpose was not to mess things up  
too badly. A focus on short-term financial 
results and cost-minimisation served only  
to reinforce this mindset – and we still see 
many stumbling relics of this world-view 
today. Operations, however, have become  
a primary engine of competitive advantage  
in successful twenty-first century firms; the 
ability to generate new revenue, because  
you can actually do something that others 
can’t, is a powerful capability. 

A number of research projects at Saïd 
Business School have begun to explore  
how this powerful idea can be exploited in 
environments far away from the factory floor; 
in the world of information technology and 
knowledge work, for example, and even in 
the fields of some of the poorest farmers  
in india. 

MAKING SOFTWARE PROjECTS WORK
Software projects are notoriously late, 
over-budget and bug-ridden. Huge 
cost-overruns and functionality shortfalls 
have plagued companies for many years. 
FoxMeyer Drug Company – the fourth-largest 
pharmaceutical distributor in the US – was 
put out of business by their iT disaster. Even 
small start-up companies are not immune: 
Foremostco – a family-run Miami-based 
distributor of plants for nurseries − almost 
lost their precious company because of  
a new iT system that did not allow them to 
deliver their great products on time. We have 
all heard of similarly infamous problems.  
But what can be done about these problems 
and the way they can damage the heartbeat 
of any company – their operations?

As part of research collaboration with 
Wipro – a major indian software producer 
– we have been able to test some new ideas  
to improve performance in software projects, 
using many of the principles developed by 

Toyota and others (collectively know as  
‘lean’ techniques). Wipro’s cost advantage  
in software production had long become 
eroded. The quality of their software  
was as good as any in the world; yet  
even so, competitors at home and abroad  
were catching up. This challenged Wipro  
to develop new sources of competitive 
advantage: to be faster, cheaper and  
better – and to improve performance  
every single day.

We were able to work with Wipro as  
they began to mould lean principles to their 
own peculiar knowledge-based environment. 
Several hundred of their thousands of 
projects were singled out for the experiment. 
Some would use the new lean principles, 
and others would continue using traditional 
techniques. What we discovered was  
quite remarkable: dramatic improvements  
in project cost and predictability and 
comparably significant leaps in lead-time 
and responsiveness for the ‘lean’ projects.

DAVID UPTON SAYS OPErATiOnS CAn BE A 
COrE SOUrCE OF COMPETiTiVE ADVAnTAgE.

O

“ HUGE COST-OVERRUNS AND FUNCTIONALITy 
SHORTFALLS HAVE PLAGUED COMPANIES FOR MANy 
yEARS. BUT WHAT CAN BE DONE ABOUT THESE 
PROBLEMS AND THE WAy THEy CAN DAMAGE THE 
HEARTBEAT OF ANy COMPANy – THEIR OPERATIONS?”

OPErATiOnS STrATEgY OPErATiOnS STrATEgY

 BEATING
HEART
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iTC, a mid-sized soy bean buyer decided to 
change things. They began to equip small 
villages with cheap access to the internet  
to allow farmers to see prices for soy across 
the world, and offered farmers the alternative 
of bringing soy directly to its own well-run 
depots for better prices. They also provided 
the farmers with education on best growing 
practices and the importance of certain 
kinds of quality in their beans. in doing so, 
they improved the quality of the produce 
coming in to iTC, raised in-farm productivity 
by 20 per cent, and received great loyalty 
from farmers as they built a relationship of 
trust with them.

Throughout the project, farmers always 
had the freedom to do things the old way, 
reinforcing the atmosphere of trust. iTC even 
made sure that the unscrupulous middle-
men had a role to play in the new system,  
by having them facilitate transport and 
various other activities in the supply chain. 
This ‘no-one loses’ approach overcame many 
of the barriers to value-chain re-invention 
that we see in the West. Ultimately, iTC’s 
business blossomed and farmers at last had 
some disposable income.

iTC has now re-invented the soy supply 
chain, and the new technology-enabled 
operation touches many thousands of villages 
and many millions of people. it has provided a 
chance for the young people of those villages to 
use the technology, to be better off than their 
forefathers, and to look forward optimistically 
to a future of opportunity.

Each of these brief examples of the research 
work we are carrying out underscores the 
power of operations. They show that business 
means much more than sophisticated 
financial trickery, deceptive marketing and 
the exploitation of the poor of the world.  
They show that making and delivering a 
product and service well still matters. What 
you can actually do makes a difference. This 
not-so-revolutionary, but oft-forgotten idea is 
not only important to shareholders, but also to 
the rest of us, as we enjoy the benefits offered 
by truly effective operations. 

David Upton is American Standard 
Companies Professor of Operations 
Management at Oxford University’s  
Saïd Business School.

BUSINESS AS USUAL

NEW DEAN TO LEAD SAID BUSINESS 
SCHOOL

Professor Andrew Hamilton, Vice Chancellor 
of the University of Oxford, announced  
on 06 December 2010 that Professor Peter  
Tufano of the Harvard Business School will 
be the next Peter Moores Dean of Oxford’s 
Saïd Business School. Professor Tufano  
will take up his post in Oxford on 01 July 
2011, succeeding the current Dean, 
Professor Colin Mayer.

Professor Hamilton commented: ‘We are 
delighted that Peter will join Oxford to lead 
the Saïd Business School. To have such an 
eminent financial specialist and business 
school leader join us from Harvard is a great 
pleasure. Peter has an outstanding academic 
reputation and a strong record of forging 
collaborations within a world-class university 
and beyond. These achievements, combined 
with his impressive teaching experience  
and commitment to use rigorous business 
research to improve business and regulatory 
practice, make him the ideal person to lead 
the School.’

Professor Tufano said: ‘i am thrilled to  
be asked to lead the Saïd Business School 
and to be joining the Oxford community. 
Society faces many problems today, and 
business, as the economic engine of society, 
has a critical and constructive role to play in 
addressing many of them. The world looks  
to leading business schools for innovative 
ideas that inform action, and for well-trained 
and principled graduates. Saïd Business 
School – a young, entrepreneurial school 
within one of the world’s finest universities 
– is well positioned to excel on both of  
these dimensions.’ 

DP WORLD PROFESSOR OF 
ENTREPRENEURSHIP AND INNOVATION

The Oxford Centre for Entrepreneurship and 
innovation (OxCEi) at Saïd Business School 
has announced the appointment of Professor 
Linda Scott to the newly created post of DP 
World Professor of Entrepreneurship and 
innovation. The chair, sponsored by DP World, 
will support the Centre’s programme of 
teaching and research into entrepreneurship.

Professor Linda Scott joins OxCEi from 
the School’s marketing faculty, where she 
has been Professor of Marketing since 2006.  
Her research interests include the study  
of women entrepreneurs, particularly in 
developing countries.

Linda Scott said: ‘i am honoured to  
be chosen DP World Chair and pleased to 
engage with their mission of supporting 
entrepreneurship and innovation. The Centre 
provides a rare platform for researchers  
and practitioners to consolidate knowledge 
around this emerging and dynamic field which 
has considerable significance economically.’

Mohammed Sharaf, CEO of DP world, 
said, ‘Entrepreneurship and innovation are 
key drivers of DP World and we are proud  
to support research and thinking in this  
field through the sponsorship of the Saïd 
Business School. We look forward to the 
valuable contribution Professor Scott will 
bring. in the port sector alone, we have  
seen how entrepreneurial initiatives and 
innovation improve infrastructure, which 
stimulates trade, which in turn transforms 
the lives of people in those economies.’ 

LOOKING FOR FUNDING? 

Are you looking to fund a new venture? 
Submissions opened on 15 February for the 
2011 Saïd Business School Venture  
Fund Competition.

The Saïd Business School Venturefund  
is a student-led venture capital fund that 
funds the best ideas from Oxford each year. 
The Fund provides entrepreneurs with seed 
and early-stage capital for new ventures and 
has already invested a total of £520,000 in  
five businesses.

This opportunity is open to all students 
and alumni of the School, as well as 
members of Oxford Entrepreneurs who  
are University of Oxford students or alumni. 
Whether you are looking for £10,000 or for 
£2,000,000, the fund is interested. Partial 
funding is available in amounts of up to 
£200,000. All you need to do initially is  
to submit a three- to four-page executive 
summary of your business plan.

Those with the most promising ideas will 
then be invited to submit a full business plan 
and to come to Oxford to pitch to a panel of 
Venturefund committee members, venture 
capitalists, and investors. The fund normally 
invests in up to five ideas per years. 

Start planning now at 
http://sbsventurefund.wordpress.com

OxFORD ALUMNI INVESTMENTS

if you are a potential entrepreneur or investor 
then there is a new organisation set up  
to help you. Oxoninvest was launched in 
november 2010 to bring together mentors, 
investors and entrepreneurs from Saïd 
Business School and University of Oxford 
alumni community.

if you are searching for seed capital to 
establish your business, develop an idea or 
are searching for expansion capital for your 
existing business, you can create an online 
profile that will attract the attention of 
Oxoninvest’s database of vetted investors.
if you are a potential investor or mentor, 
Oxoninvest can help you to access targeted 
business proposals across a wide range of 
industries. You can search for investment 
opportunities within the company’s database 
or attend one of its events.  

www.oxoninvest.com

OPErATiOnS STrATEgY BUSinESS AS USUAL

“ EACH OF THESE BRIEF ExAMPLES 
OF THE RESEARCH WORK WE ARE 
CARRyING OUT UNDERSCORES 
THE POWER OF OPERATIONS. 
THEy SHOW THAT MAKING AND 
DELIVERING A PRODUCT AND 
SERVICE WELL STILL MATTERS.”
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– to some 100 sites,’ says Blaxill. 
‘The amount of infrastructure needed 

varies from ethernet ports at all the timing 
positions at Dorney Lake, the rowing  
venue,’ says Blaxill, ‘to the high density  
of networking equipment required to meet 
the demands of the journalists in the global 
media centre.’

Key elements of a successful technology 
implementation are coordination and 
testing: getting all the providers together, 
making sure they can work effectively as  
a team, and testing implemented solutions  
in plenty of time. ‘The London 2012 games 
will have a Technical Operations Centre 
(TOC) managed by Atos Origin, the overall 
systems integrator, which will contain  
all the technology suppliers,’ says Blaxill.  
‘By putting all the people in the TOC you  
get everyone working together.’

Over 200,000 hours of testing will be 
conducted before the opening ceremony  
on 27 July 2012. ‘next year we start test 
events for every venue. These are opportunities 
to treat venues in isolation, making sure  
the systems work – whether it’s for timing, 
scoring, or information retrieval,’ says Blaxill. 
‘Then you have technical rehearsal number 
one, 100 days before the games, and 
technical rehearsal two, 50 days before – 
looking at how the venues work together, 
rather than in isolation.’

One of the most difficult challenges 
facing the organisers is managing all the 
disparate elements involved into a cohesive 
whole. it is a challenge, though, that the 
Olympics movement at least has sought to 
overcome by maintaining some continuity  
of personnel and learning from past 
experience, through initiatives such as 
Olympic games Knowledge Management, 
the iOC’s programme for ‘capitalising on  
and transferring “know-how” from games  
to games’.

After the Vancouver 2010 Winter Olympics 
closing ceremony – with the celebrations over, 

the Olympic flame extinguished, and the 
spectators and athletes on their way home –  
it was time for the Vancouver Olympic 
Organising Committee’s (VAnOC) 1,800  
or so full-time employees to move on.

A select few remained, however, including 
Terry Wright, EVP of Operations for Vancouver 
2010 Winter Olympics. Wright, who was 
involved with the Vancouver Winter Olympics 
from its inception, was retained to help wind 
down the games and pass on his knowledge to 
the organisers of future Olympics, including 
the London 2012 Summer games.

As Wright explains, a lot of the operations 
success is down to the involvement of the 
worldwide TOP partners for the Olympic 
games, a small group of corporations that 
sponsor the games and contribute expertise, 
on an ongoing basis ‘reinventing the wheel 
with every Olympic organising committee 
would be fraught with risk,’ says Wright.  
‘if there is continuity of sponsors, there’s an 
opportunity to create a hybrid working team, 
creating synergies among the partners.’

it leads to a situation where you retain 
the event-specific knowledge of someone 
like Michele Hyron, chief integrator at Atos 
Origin, who heads up iT integration at the 
London 2012 Summer games, and who has 
hands-on Olympic project experience dating 
back to 1999.

in many ways, says Stewart, staging  
an event like the Olympics is an exercise  
in hope: ‘The best intentions are presented 
during the bids − great visions of cities, 
highlighting opportunities to create new 
infrastructure and showcase a nation’s 
culture, developing lasting legacies for 
residents and tourists alike.’ 

Hopefully, with LOCOg drawing on  
the knowledge and experience of previous 
games, and implementing best practice  
to meet the challenges involved, when the 
Olympic Flame is extinguished in London on 
12 August 2012, that exercise in hope will 
have been transformed into reality. 

GOOD SPORT
STEVE COOMBER DiSCOVErS 
WHY STAging An EVEnT 
LiKE THE OLYMPiCS iS An 
EXErCiSE in HOPE.

“ ONE OF THE MOST DIFFICULT CHALLENGES  
FACING THE ORGANISERS IS MANAGING ALL  
THE DISPARATE ELEMENTS INVOLVED INTO  
A COHESIVE WHOLE.”

n the run-up to the Delhi 2010 
Commonwealth games, the 
event was in the news for all 
the wrong reasons. Just weeks 

before the opening ceremony, the world’s 
media were running stories on a litany  
of problems, from cobras in the athletes’  
village to a collapsed footbridge. in the  
end, the games proceeded comparatively 
smoothly, but it was more of a bronze-medal 
performance than a record-breaking gold. 

With the UK hosting the London 2012 
Summer games, the London Organising 
Committee of the Olympic games and 
Paralympic games (LOCOg) will be aiming 
to avoid similar scenes. ‘Planning an event 
like the Commonwealth or Olympic games  
is one of the most complex mega-projects  
a city can take on,’ says Allison Stewart,  
a doctoral candidate at the University of 
Oxford’s Saïd Business School.

Stewart’s research focuses on mega-
events management and, in particular, 
elements within that such as knowledge 

sharing. Organising Committees agree,  
she says, that planning an Olympics is  
like constructing a Fortune 500 company  
in seven years – then tearing it down again. 
But, unlike a Fortune 500 company, the 
success of the entire venture is evaluated  
on the performance of a one-time, two- 
week event.

There’s a lot that can go wrong. Consider  
the scale of the London 2012 challenge: 
constructing a 500-acre Olympic Park 
complete with an 80,000-seat Olympic 
Stadium, aquatics centre, velopark, hockey 
centre, basketball and handball arenas, 
press and broadcast centre and Olympic 
Village; dealing with about 500,000 
spectators daily, plus 20,000 press and 
media, and some 17,000 competitors. 

‘Even with excellent planning, one thing 
that’s very likely to be an issue for London is 
transportation,’ says Stewart. ‘Operationally, 
you have to plan transportation for that short 
window of time where you have a significant 
increase in the number of people using the 

existing transit system, in addition to those 
people trying to go about their normal 
business.’

integrated planning, involving the city 
services, is essential. ‘Developing a steering 
committee with all the relevant transportation 
parties is critical to successfully delivering the 
transportation and traffic management 
element,’ says Stewart. ‘Don’t leave the other 
stakeholders involved in transportation on 
the outside.’

Another major challenge is the technology. 
Providing accreditation for 250,000 people, 
capturing event information and relaying it  
to the world in fractions of seconds, deploying 
over 1,000 servers, 10,000 personal 
computers and 4,000 printers – it’s a 
Herculean task.

Carlton Blaxill, who works for Cisco, the 
Official network infrastructure Supporter  
to the London 2012 games, is Lead network 
Solutions Architect for London 2012.  
‘We need to provide network functionality – 
routing, switching, firewall and iP telephony 

I
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he challenges facing CEOs 
have never been greater: 
increasingly demanding 
customers, rapidly changing 

technology, accelerating industry dynamics, 
global competition. This tough business 
environment has seen the emergence of  
a new generation of ‘operational CEOs’. 
These are results-driven, operationally-savvy 
executives who realise that strategy on its 
own isn’t enough; delivering results requires 
a mastery of operational strategy. They  
take their inspiration from companies like 
Southwest Airlines, Toyota and Zara, who 
have leveraged operational strategy to create 
innovations that have profoundly altered  
the dynamics of their industries.

MANAGING OUTCOMES
Being operational doesn’t mean that CEOs 
need to manage operations directly. instead, 
they focus on managing the outcomes.  
They understand that businesses and their 
operations need to be explicitly designed, 
not just left to evolve organically, and that 
they have a critical role in defining the 
performance that each part of their business 
must deliver. They design businesses with 
the same rigour and discipline that they 
expect their teams to bring to designing  
new products, identifying clear requirements 
for operational performance and evaluating 
alternative operating model designs.  
They realise that sometimes incremental 
improvements aren’t enough; significant 
changes to their company’s operating model 
may be required to deliver the results 
they need.

Operational CEOs understand that all 
components of what a business does, from 
customer acquisition to customer service 
and support, need to be viewed in an 
operational context. They know the strengths 
and limitations of their current operating 
model and how it is different from their 
competitors. They have a firm grasp of  
the key operational metrics for every part  
of their business and understand the 
interdependencies between them and  
the performance trade-offs involved.

DESIGNING AND IMPLEMENTING NEW 
OPERATING MODELS
Start-ups have the chance to create their 
operating models from scratch – which is 
why they can be so dangerous. Operational 
CEOs understand how the limitations of their 
current operating model can constrain the 
strategic options available to their business. 
They also recognise the potential of 
operational innovation to change the basis  
of competition. They know the key design 
decisions businesses in their industry need 
to make and the time and cost involved in 
making changes to the different components 
of their operating model. Faced with 
significant uncertainty, operational CEOs  
put a premium on flexibility, and they design 
operating models that can respond rapidly  
to new opportunities and changing market 
conditions. 

ZARA: FAST FASHION DELIVERS RESULTS
Zara, the Spanish fashion retailer, 
demonstrates how operational innovation 
and a radically different operating model can 
redefine the basis of competition and deliver 
superior business results. The company’s 
strategic vision is to deliver value-based 
fashion – fast. Zara can get new clothing 
designs from the drawing board onto store 
shelves in as little as two weeks, while it 
takes most retailers four to twelve months. 
The key to the company’s success is a 
high-speed operating model that integrates 
every aspect of the business, from product 
development to retail. 

For Zara, time is more important than  
the cost of production. its success lies  
in being able to adapt what it is offering  
in the shortest possible time to match  
what customers want. Unlike most of its 
competitors, Zara doesn’t manufacture most 
of its clothing in China. instead it produces 
half its garments in Spain, either at its  
own factories or at supplier factories that  
are tightly integrated with its own. The  
other half are produced by outside suppliers,  
most of whom are located in Spain and 
Portugal. This ‘production in proximity’ 
model allows Zara to produce new garments 

in small quantities and get them into its 
stores quickly. This enables Zara’s designers,  
who are co-located with production, to 
experiment with new designs and adjust  
the company’s product lines and in-store 
inventory very quickly, based on which new 
products are hits and which are failures.  
The design teams can do this because they 
get real-time feedback from the stores’  
point-of-sale systems. This operating model 
also has a profound impact on demand. 
Customers know that Zara stores only carry 
small quantities of stock, which creates a 
scarcity effect, leading to customers buying 
products that they like on the spot rather 
than risking that they will sell out.

Zara’s innovative operating model has 
delivered an inventory turn rate much  
higher than its competitors and enabled it  
to sell 85 per cent of its stock at full price, 
compared to an industry average of 60 to  
70 per cent. its success has supported the 
company’s growth strategy and enabled  
Zara to overtake gap in 2008 to become  
the largest fashion retailer in the world.

RECONNECTING STRATEGy AND 
OPERATIONS
no one would appoint a CEO who couldn’t 
understand a company’s balance sheet or 
profit and loss account. But many senior 
executives have important gaps in their 
knowledge of operations. All CEOs need  
to know the right questions to ask to decide  
if their company’s operating model can 
deliver the business performance they 
require. They need to know which operations 
design decisions they need to be actively 
involved with. And they need to know how  
to manage the outcomes of operations to 
ensure that their strategic vision delivers 
results. if they don’t, they and their 
companies will lose out to competitors – 
those that are led by more results-driven, 
operationally-savvy CEOs. 

Stephen Todd is an Associate Fellow at 
Oxford University’s Saïd Business School 
and Director of Operations Management 
research Ltd.

BETTER 
By DESIGN

STEPHEN TODD EXPLAinS HOW OPErATiOnAL CEOS 
DESign BUSinESSES TO DELiVEr rESULTS.

T

“ OPERATIONAL CEOS DESIGN BUSINESSES WITH THE SAME RIGOUR 
AND DISCIPLINE THAT THEy ExPECT THEIR TEAMS TO BRING TO 
DESIGNING NEW PRODUCTS, IDENTIFyING CLEAR REQUIREMENTS 
FOR OPERATIONAL PERFORMANCE AND EVALUATING ALTERNATIVE 
OPERATING MODEL DESIGNS.”
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ON THE 
RIGHT TRACK
RICHARD CUTHBERTSON AnD WOjCIECH 
PIOTROWICZ EXAMinE WHAT iS inVOLVED in 
CrEATing SUSTAinABLE SUPPLY CHAinS.

conomies are built on demand 
and supply. As more of the world 
moves towards a demand-led 
consumer culture, the role  

of retail, distribution and supply chain 
management becomes pivotal in delivering 
economic success – but is it sustainable?

Sustainable supply chains are not 
restricted to so-called ‘green’ supply chains.  
in order to be truly sustainable, supply chains 
have to operate within a realistic financial 
structure, as well as contribute value to society. 
A real definition of sustainable supply chain 
management must take account of all relevant 
economic, social and environmental issues.

Within the Oxford institute of retail 
Management at Saïd Business School, we 
have been working towards understanding 
how supply chain practitioners can deliver 
sustainable supply chains. The result is  
a book entitled Sustainable Supply Chain 
Management: Practical ideas for Moving 
Towards Best Practice (Centinkaya, 
Cuthbertson, Ewer, Klass-Wissing, 
Piotrowicz & Tyssen, 2010). The research 
contained within the book was funded by  
the European Commission.

THE IMPLICATIONS OF MODERN SUPPLy 
CHAIN MANAGEMENT
European transport volumes before 1980 
broadly grew in line with economic growth. 
However, since the 1980s, transport 
requirements have grown at a faster rate  
than the overall European economy, largely 
due to the increasing importance of retail 

and distribution within our consumer  
society. it is important to emphasise  
that this continuing growth in transport 
requirements is not simply driven by 
increasing demand volumes, but rather the 
changing nature of demand. Supply chains 
are more responsive, more flexible and more 
global than ever before, helping to grow 
emerging economies, reduce production and 
inventory costs, increase consumer choice 
and increase recycling capacity – but they 
are also increasing transport requirements!
More sophisticated supply chain management 
fosters economic growth and is an essential 
element in maintaining and increasing 
the competitive advantage of companies 
and nations, but transport requirements also 
have social and environmental impacts. 
This means that any improvements in  
supply chain management are desirable  
not only to the firm, but also to the wider  
community.

For sustainable supply chain management, 
the potential impacts of any practice should 
be understood across three key dimensions: 
social, economic and environmental. These 
impacts should not only be considered 
internally, within a company, but also, wherever 
possible, in relation to business partners, 
supply chains and the external environment.

Each dimension, social, economic and 
environmental, can be further divided into 
sub-dimensions. improvement along any of 
these dimensions, without a detrimental effect 
in another dimension, will lead to a more 
sustainable supply chain.

‘BEST PRACTICE’ IN SUPPLy CHAIN 
MANAGEMENT
Supply chain management covers all the 
necessary movement and storage of raw 
materials, work-in-process inventory and 
finished goods from the point-of-origin  
to the point-of-consumption. While 
transporting goods to where they are most 
valued makes economic sense, there are 
major social and environmental implications. 
For example, trucking product by road  
may lead to congestion and pollution, but 
packing vehicles more densely reduces both 
congestion and pollution, creating a more 
sustainable supply chain. 

So-called ‘best’ practices are both 
relative and transitory. They are neither  
‘best’ in every way, nor ‘best’ for all time. 
Today, supply chains know few boundaries 
and learning from successful practices by  
other people, companies, supply chains, 
industries and countries is hugely valuable.

 
MOVING TOWARDS SUSTAINABLE 
SUPPLy CHAINS
While there is some customer awareness 
around sustainable supply chains (particularly 
‘green’, environmental issues, and, to a lesser 
extent, social issues), there is usually a more 
obvious focus on the supply chain as an 
economic cost – reflected in the price of supply 
chain services or as an element of the product 
price. There is much scope to improve 
awareness, although this may lead to excessive 
pricing differentials between those firms that 
are focused solely on short-term costs and  

E
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OxFORD BUSINESS ALUMNI NETWORK nEWS

29 MARCH– 
02 APRIL ’11
EVENT: WEST COAST NORTH 
AMERICAN REUNION

LOCATION: VARIOUS LOCATIONS, USA

if you live on the West Coast of north 
America, mark your calendars for the 
University of Oxford north American 
reunion to be held in specific cities  
between 29 March–02 April 2011.

For further information, please visit  
www.oxfordbusinessalumni.org 
 

07 MAy ’11
EVENT: OBA PARIS REUNION 
LUNCH

LOCATION: ECOLE MILITAIRE, PARIS
TIME: 12.30–14.00

European OBA network members are  
invited to join Stacey Pulley, Head of Alumni 
relations at the Saïd Business School,  
for the OBA Lunch being held in Paris on  
07 May 2011, as part of the second biennial 
University of Oxford European reunion. 

For further information, please visit  
www.oxfordbusinessalumni.org

25 jUNE ’11
EVENT: OBA LONDON CHAPTER 
ANNUAL BALL

LOCATION: MIDDLE TEMPLE HALL, 
LONDON 
TIME: EVENING TBC

Please save the date for the most glamorous 
event of the year – the annual OBA London 
Chapter Ball! Join the chapter once again at 
the stunning Middle Temple Hall, along the 
banks of the Thames river. Be sure you have 
joined the OBA London Chapter on the OBA 
website groups tab, and you will receive your 
invitation to this year’s event!

For further information, please visit  
www.oxfordbusinessalumni.org

NOT TO BE MISSED

Please login to www.oxfordbusinessalumni.org to update your contact details on the OBA directory and 
keep in touch with the School or email alumni@sbs.ox.ac.uk 

30 MARCH– 
01 APRIL ’11

EVENT: SKOLL WORLD FORUM

LOCATION: SAID BUSINESS SCHOOL 
THEME: LARGE SCALE CHANGE – 
ECOSySTEMS, NETWORKS AND 
COLLABORATIVE ACTION.

Archbishop Desmond Tutu is to give the 
keynote address at the Skoll World Forum  
on Social Entrepreneurship on Wednesday  
30 March at Saïd Business School.

The Skoll World Forum on Social 
Entrepreneurship is the leading international 
platform for accelerating entrepreneurial 
approaches and innovative solutions to the 
world’s most pressing social issues.

 The theme for the 2011 Forum is  
‘Large scale change – ecosystems, networks 
and collaborative action’. Delegates will 
explore the increasingly global, complex  
and interrelated nature of pressing social 
problems, while also discussing conditions 
and challenges that help or inhibit large 
scale change.

Confirmed speakers for 2011 include: 
Jeff Skoll, Founder and Chairman; Skoll 
Foundation, Participant Media, Skoll global 
Threats Fund; Lord David Sainsbury of 
Turville, House of Lords, Parliament; Larry 
Brilliant, CEO, Skoll global Threats Fund; 
Fiona Harvey, Environmental Correspondent, 
Financial Times; Mabel Van Orange, CEO, 
global Elders; richard A. Jefferson, CEO, 
Cambia; Susan Collin Marks, Senior Vice 
President, Search for Common ground;  
and Jeanne Bourgault, President, internews 
network.

For further information, please visit  
www.skollworldforum.org

“ SUSTAINABLE SUPPLy CHAINS ARE NOT 
RESTRICTED TO SO-CALLED ‘GREEN’ SUPPLy 
CHAINS. IN ORDER TO BE TRULy SUSTAINABLE, 
SUPPLy CHAINS HAVE TO OPERATE WITHIN  
A REALISTIC FINANCIAL STRUCTURE AS WELL  
AS CONTRIBUTE VALUE TO SOCIETy.”  

 
 
 
 

EVENTS
ALUMNI REUNION  
WEEKEND REVIEW 

The OBA reunion Weekend  
in September 2010 was a 
resounding success! More than 
150 School alumni and their 
guests returned to Oxford for  
a full weekend of activities and 
reminiscing. Friday evening 
kicked things off with informal 
drinks at the Turf Tavern. 
Saturday provided a master  
class on finance, led by Alan 
Morrison, with Saturday evening 
proving the highlight of the 
weekend with a formal dinner  
at Wadham College and nicky 
Oppenheimer, Chairman of the 
De Beers group, as the guest 
speaker. Sunday provided 
late-morning brunch before 
everyone said their goodbyes 
and headed their separate ways 
until the next time.

OBA NEW yEAR  
DINNER REVIEW

More than 160 OBA network 
members met at the Oxford and 
Cambridge Club on Pall Mall in 
London on Saturday 05 February 
evening for annual new Year 
Speaker Dinner – the largest 
turnout we’ve had to date!
Alumni, their guests and current 
students enjoyed pre-dinner 
drinks and the opportunity to 
catch up with fellow classmates 
during the reception. Dean Colin 
Mayer, officiating at his last new 
Year Speaker Dinner as Dean, 
welcomed all guests including 
the keynote guest speaker, the 
University’s Vice-Chancellor, 
Professor Andrew Hamilton,  
and his wife.

Dean Mayer updated guests 
on the development of the 
School and the challenges that 
face expansion in austere times. 
This theme was continued by the 
Vice-Chancellor in his speech on 

the effect of the Browne report 
on higher education. Professor 
Hamilton used detailed  
and illuminating figures to 
demonstrate the significant 
effects that will be felt on 
Oxford’s particular style and 
method of education. We were 
honoured to have the Vice 
Chancellor speak to the OBA 
network for the first time. 

NETWORKS
CURRENT AND NEW OBA 
CHAPTERS

2010 saw the re-launch of  
two alumni volunteer-led OBA 
chapters: OBA Tokyo and OBA 
Mumbai. At the start of 2011, 
another two new OBA chapters 
will be forming in Europe, OBA 
Dutch and OBA german. There 
are an additional six official  
OBA chapters across the globe; 
OBA Australia, OBA gulf,  
OBA Hong Kong, OBA London,  
OBA new York and OBA San 
Francisco Bay Area.
 
2010–2011 OxFORD 
BUSINESS NETWORKS 
(OBNS) AND SPECIAL 
INTEREST GROUPS (SIGS)

OBns are student-led networks 
bringing together practitioners, 
students, alumni and academics 
around a certain industry or 
topic for focused discussion. 
This academic year, 11 OBns 
represent industries such as 
management consulting, social 
finance and entrepreneurship. 
Sigs are also student-led 
networks focused around a 
specific area of interest. Women 
in Business and Focus on Africa 
are two of this year’s four Sigs. 
Alumni are encouraged to  
join and share their time and 
expertise with OBns/Sigs of 
their choice. http://sbs.
groupspaces.com/groups/

 
 
 
 
 

jOIN THE OBA NETWORK ON 
SOCIAL MEDIA

Oxford Business Alumni 
Network on Facebook

Oxford Business Alumni 
on Linkedin 

 

STAy CONNECTED
SUBMIT yOUR NEWS

The Alumni relations Office would 
like to hear from you! Submit your 
business accolades or personal 
news to share with fellow alumni of 
the School. We may publish your 
news in the OBA enewsletter, 
Business at Oxford magazine, 
the School’s website or in a new 
Class notes enewsletter. 

Find the online form  
on the homepage at 
www.oxfordbusinessalumni.org

ANSWERS FROM THE DEAN

Submit your questions to  
Dean Colin Mayer on anything 
ranging from the new building 
construction to how the School 
may be affected by the recent 
UK government budget cuts. 
The Dean will select and 
respond to two questions each 
month, which will be published 
exclusively for alumni in the 
OBA monthly enewsletter.

Submit your questions on  
the online form at: http://
sbsalumnirelations.wufoo.com/
forms/questions-for-the-dean/

15% DISCOUNT ON 
ExECUTIVE EDUCATION 
PROGRAMMES

OBA network members can receive 
a 15% discount on Executive 
Education open programmes.
 
execed@sbs.ox.ac.uk

To find out more information 
about alumni networks,  
staying connected or registering 
for upcoming events, visit:  
www.oxfordbusinessalumni.org. 

those with a longer-term view of sustainable 
supply chains. 

More than ever before, supply chain 
managers are confronted with dynamic, 
complex and interrelated global supply 
chains, increasing the strategic importance 
of management decision-making. in order  
to respond to the environmental and social 
challenges and yet remain competitive, 
supply chain managers need to be able to 
identify and understand new developments 
and their potential impact on their company 
and customers, as well as the wider 
environment. While there is much greater 
access to advanced technology, corporate 
performance measurement systems still 
largely focus on local, economic measures, 
rather than wider social or environmental 
measures. There is significant scope  
for improvement here but the cost of 
introducing new, all-encompassing systems 
is expensive and prohibitive for many within 
a supply chain network.

There is no doubt that well-educated  
and talented supply chain managers exist,  
but high labour costs in developed parts of  
the world such as Europe, combined with  
a cost focus in supply chain management, 
potentially constrains the overall level of talent 
involved. The modern supply chain manager 
does not just manage logistics processes,  
but also people, products, knowledge and 
infrastructure. Perhaps more importantly, 
such issues must be managed across the 
supply chain, within and between companies, 
for the goal of sustainability to be achieved. 

Although infrastructure development 
may act as a constraint on all competitors 
equally, legally enforceable standards may 
constrain poor performers from operating 
when such standards are relevant but 
constrain good performers when they  
are not. There are always opportunities  
to improve on existing standards and these  

may prove hugely important in the drive 
towards greater sustainability across all 
supply chains, whether legally mandatory  
or voluntary. However, this greatly depends 
upon the relevance of such standards. 
irrelevant standards threaten the progress 
made towards sustainable supply chains, 
especially in cases where the standards are 
not easily visible or exposed. For example, 
when non-legal standards are imposed upon 
a supply chain by a dominant player, they 
may make good sense for the dominant 
player but not for the overall supply chain.

Thus, issues of standards and infrastructure 
development require firms to be aware of and 
anticipate the attitudes and actions of other 
relevant actors, including suppliers, service 
providers, customers, governments, local 
communities and ngOs. Managing for such 
externalities is an extremely complex process. 
The regulatory environment of supply chains 
has become highly complex and increasingly 
challenging for supply chain managers. The 
best practitioners regularly modify and adapt  
the management and design of their supply 
chains to reflect these changing conditions.

in conclusion, the need to develop 
sustainable supply chains is widely recognised 
– the challenge is how to make this happen!  
it cannot involve a wish-list of impractical 
choices. it will result from the aggregation  
of decisions taken by all those involved in 
supply chain management today, from the 
raw material extractor to the consumer. 

richard Cuthbertson is research Director  
of the Oxford institute of retail Management 
at Oxford University’s Saïd Business School.

Wojciech Piotovicz is a research Fellow in 
the Oxford institute of retail Management  
at Oxford University’s Saïd Business School.

iMAgE: TESCO
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‘it was a real shock to win,  
but i am completely delighted. 
We’ve worked enormously hard 
to get here, pursuing our vision 
of a genuinely British house,  
and we’re very proud to be 
representing British menswear 
in this way.’ 

over 1,100 publications on 
Publisha, many of whom joined 
the platform within weeks of its 
launch. Clients include Business 
at Oxford magazine, Bodas USA, 
a large US-based Hispanic  
bridal magazine, and a variety  
of smaller start-up magazines  
and corporate communications 
clients.

Publisha, a five-person team 
based in London, was started  
in november 2009 by two  
Saïd Business School MBAs,  
ian Howlett (CEO) and Stephan 
Bisse (Chairman). ‘We met  
at Saïd Business School and 
worked on a couple of start-ups 
before founding Publisha,’ says 
Howlett. ian comes from the 
software developing industry, 
having worked with companies 
like Unisys, BUPA, and as a 
contractor with FT.com. Bisse  
is from a banking background.  
He has worked at goldman 
Sachs and Deutsche Bank and 
runs a company building trading 
systems for hedge funds. He also 
founded Perfuma.com, which 
received several million dollars 
of investment in1999−2001. 
He has previously given MBA 
lectures at Saïd Business School 
on hedge funds.

Publisha is aimed at both 
new and established publishers, 
those who would like to start a 
magazine with limited resources. 
it is free of charge and works  
on a revenue-sharing basis.  
The company supports clients 
throughout the process, offering 
tips to get the most out of each 
publication. it builds a digital 
publication from one single 
dashboard across a website, 
Facebook, iPhone and iPad.  
The Facebook app, for example, 

nearby bars, clubs, restaurants, 
gigs and events, and will let  
you know about special offers 
each venue is currently offering.  
it has next generation social 
networking elements so you can 
also use it to view your friends’ 
location in real time and connect 
with them. geomium also allows 
users to tell everyone what’s 
going on locally and share their 
views on what’s hot.

Ferguson says: ‘i realised 
that whenever we are out 
socialising we need a quick  
and instantly updated guide to 
what is available for us to do. it 
might be a great new restaurant, 
a hidden gem of a backstreet 
bar, or somewhere that stays 
open all night long, even when 
we are aren’t in the West End.

geomium works with a 
variety of partners to pull all  
this together in a really simple  
to use map format, and tells  
you at-a-glance on your phone, 
laptop or PC what is going on 
around you. As geomium is 

constantly updated it will tell 
you if a bar has a promotion on, 
or if a new place has just opened 
up nearby. it will also tell you of 
offers these places are running 
and we are setting up exclusive-
money off deals for geomium 
users every day.’

geomium is available on  
the web and as an iPhone app. 
Blackberry, Android and nokia 
apps, and a mobile website will 
be released shortly. Currently 
only available in London, 
geomium will be available in 
other UK cities from early next 
year, with Europe and the US to 
follow. The company has raised 
seed funding from London angel 
investors and is currently in the 
process of raising an A-round.

You can see view a geomium 
Tour at http://geomium.com/tour/

geomium is available on  
the web http://geomium.com

 

 FAST FORWARD
By: SARAH BARRELL

PATRICK GRANT
E. TAUTZ 

xford Executive 
MBA (EMBA) 
alumnus Patrick 
grant, Director  

of norton & Sons and E. Tautz, 
collected the Menswear 
Designer Award at the British 
Fashion Awards.

During his EMBA at  
Saïd Business School, grant 
discovered that 200-year-old 
Savile row tailor norton & Sons 
was for sale. According to grant: 
‘The EMBA programme at Saïd 
gives you the confidence to 
tackle a project like this. it gives 
you the skills, and it gives you 
the network.’ 

He credits some of his 
success to his experiences 
within the broader University.  
‘it is the connections made  
in college and the opportunity  
to get involved in the artistic, 
cultural and sporting aspects  
of college life that stand Oxford 
alumni in such good stead in  
the creative industries.’

grant’s EMBA thesis 
concerned the regeneration  
of old British luxury brands, how 
they were adapting to compete. 
‘i studied Burberry’s success  
in repositioning itself, and 
wondered whether other old 
British brands could replicate 
that success,’ he said. 

grant relaunched the 
dormant E. Tautz label, which 
earned its reputation as a 
sporting and military tailor in  
the late nineteenth and early 
twentieth centuries and had such 
venerable clients as Edward Vii 
and a young Winston Churchill.

MICHAEL FERGUSON
GEOMIUM 

xford MBA 
alumnus Michael 
Ferguson spoke at 
this year’s Silicon 

Valley Comes to Oxford event on 
22 november about his start-up, 
geomium.

geomium is a new location-
based social networking app  
for Londoners who are out and 
about and looking for great 
places to meet, eat, drink and 
find something fun to do. Based 
on your location at any time, 
geomium will show you all the 

O

IAN HOWLETT AND 
STEPHAN BISSE
PUBLISHA 

ublisha is a web 
start-up designed 
to help take digital 
publishing right  

to where the readers are. The 
company grew from the simple 
idea: anyone should be able to 
create a magazine publishing 
business across multiple 
platforms, regardless of either 
technical or online expertise,  
or financial means. Writers and 
publishers create the content 
and Publisha provides the 
means to put it out on various 
platforms, which currently 
include Facebook, web, iPad 
and iPhone apps.

The system comes with 
social media integration and 
built-in revenue streams. The 
basic service is free and is 
accessed from one user-friendly 
dashboard. There are currently 

P

O

creates an articles tab within  
a Facebook page with fully 
searchable article archives,  
polls and other interactive 
content, which readers can 
comment on and share across 
various platforms, encouraging 
readership growth.

Publisha is currently aiming 
to raise around $1 million  
in investment to expand,  
taking on new developers and 
building the marketing team. 
‘We just attended Seedcamp,  
a prestigious event where we 
were one of around twelve 
companies chosen from over 
nine hundred, after several 
rounds of pitches.’ says ian. 
‘Here, investors and mentors 
meet with start-ups like Publisha 
to help us build our businesses. 
it was a great week for us.  
We met with over 30 VCs and  
are now in talks with several  
US and European investors to 
close our first investment round 
of approximately $1 million.’
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aggregates other things too – waves of 
exuberance and pessimism, erroneous 
beliefs, and the great uncertainty 
inherent in predicting the economic 
future.

The ideas were seductive and elegant  
  as they seemed to explain what was 

happening. And in fact, the efficient 
market hypothesis is good description  
of the world much of the time. Just not  
when it really matters. And institutionally, 
we have to ask who was benefiting  
from these views too. it was not in the 
interests of many in the financial sector 
to challenge the argument that markets 
got prices right.

Q  ALTHOUGH THE EMH WAS WELL 
KNOWN IN ACADEMIC CIRCLES,  
WHy DID IT REMAIN OFF THE RADAR 
AMONG EDUCATED READERS FOR  
SO LONG?

A   it is only now that people are waking up 
to the fact that it has been shaping so 
many aspects of our lives for so long. 
Those interested in investment have been  

 
aware of its influence of course.

recently Lord Turner commented that  
  the EMH had shaped the FSA’s stance  

in relation to regulation over the last 20 
years. Much of the thought and writing  
on corporate governance and law over 
this period assumed that the market was 
rational.

Q  ARE OUR CURRENT PROBLEMS 
CAUSED By SOMETHING LARGER 
THAN THE EMH. IS THERE A LARGER 
MyTH?

A  Certainly the EMH alone would not have 
been enough for this world view to gain 
such traction, but other theories, from 
think tanks and other commentators, 
built upon it. Subliminally a range  
of ideas in line with EMH’s principles 
gained currency and reinforced it.

Q  HOW DOES THE DEBATE ABOUT EMH 
LINK TO CURRENT DISCUSSIONS 
ABOUT REGULATION?

A  One outcome of the dominance of 
EMH was that anything policy-makers  

 
did to constrain financial markets or  
to constrain liquidity was considered  
a dangerous thing for the economy. This 
view does not flow directly from EMH  
but was a powerful notion that became 
associated with it – part of a constellation  
 of ideas which grew up around the 
hypothesis. 

Financial regulation has been viewed  
  in this context for the last 20 years.  

it is clear that there is a point when tight 
regulation will constrain the market and 
prosperity, but it is far from clear where 
that point is.

Q  IF EMH DOES NOT ExPLAIN HOW 
MARKETS WORK, WHAT DOES? WHAT 
IS NExT IN FINANCIAL ECONOMICS?  
WILL A SINGLE NEW MODEL EMERGE 
OR WILL THERE BE COMPETING 
MODELS?

A  no single model is emerging yet. in 
fact, increasingly we are seeing finance 
academics focusing very narrowly and not 
relating to the financial crisis around us. 
We are likely to see divergence between 

Q  WHAT IS THE BOOK ABOUT AND WHy 
HAS IT HAD SUCH AN IMPACT?

A  This is an intellectual history of the rise 
and fall of the efficient market hypothesis 
(EMH), which dominated academic 
thinking about financial markets and 
underpinned many assumptions of  
the financial industry for so long. in its 
most extreme form, the EMH says that 
the market is rational, that stock prices 
reflect the true value of a corporation  
and that the market will self-correct any 
excesses such as the dot-com bubble. 
The theory came to prominence in the 
1960s and became the accepted way  
of understanding how the market works. 
For a time, we had almost unquestioning 
faith in the market’s ability to run itself. 

After the market crash of 1987,   
   Yale University economist robert Shiller 

called that belief ‘the most remarkable 
error in the history of economic theory’. 
Through the 1990s the theory became  
increasingly questioned in academic 
circles, yet large swathes of the City  
and Wall Street – and, perhaps more  

 
importantly, their regulators – continued 
in their adherence to its principles. its 
influence continued unchallenged almost 
until the crash.

For many, the financial crisis and the  
  ensuing fall-out was the end of this world  

view. Many people were asking ‘how 
could this have happened’, ‘how could 
we have thought this way for so long’. 

My book takes a dispassionate view  
  of those who developed and supported  

the EMH – the personalities that  
helped establish it, and the particular  
set of circumstances which ensured its 
dominance and longevity. it uncovers the 
impact the theory had on shaping the 
financial sector and the behaviours which 
characterise it. it could be said that we 
would not have had the current financial 
crisis if the EMH world view had not been 
allowed to prevail for so long.

Q  WHy DID THE EMH GAIN SUCH 
TRACTION SO QUICKLy?

A  it grew out of the operations research 
movement after WWii and an increasing  

 
reliance upon statistics to solve first  
military then business problems.  
There was increasing faith in numbers, 
mathematical solutions and rational 
behaviour. it took hold in the US financial 
sector and spread to the UK. As the  
stock markets were early adopters  
of computers, this view took hold and 
EMH became the dominant intellectual 
paradigm.

Academic departments that   
  supported the EMH tended to only 

appoint faculty with similar views.  
They became so successful it was easy  
to ignore anyone else who did not share  
this perspective.

Also, early on the EMH was mainly   
  a critique of the star fund managers  

of Wall Street in the 1960s and their  
claim to have unlocked the secret to  
market-beating performance. This was  
a valid critique, as became clear when 
many market stars crashed to earth in  
the late 1960s and early 1970s. Also, 
crowds do aggregate information as EMH 
suggests and this is reflected in market 
prices. The trouble is that the market  

BOOK CORNER: 
jUSTIN FOx

By: CLARE FISHER

jUSTIN FOx iS EDiTOriAL DirECTOr OF THE HArVArD BUSinESS rEViEW grOUP AnD 
A COLUMniST AT TiME MAgAZinE. HE iS THE AUTHOr OF THE MYTH OF THE rATiOnAL 
MArKET, A HiSTOrY OF THE riSE AnD FALL OF THE EFFiCiEnT MArKET HYPOTHESiS WHiCH 
CHArTS THE MAKing OF THE MODErn FinAnCE inDUSTrY. WriTing in THE nEW YOrK
TiMES, ECOnOMiST PAUL KrUgMAn CALLED iT ‘A MUST-rEAD FOr AnYOnE WHO WAnTS 
TO UnDErSTAnD THE MESS WE’rE in’.

“ IT COULD BE SAID THAT WE 
WOULD NOT HAVE HAD THE 
CURRENT FINANCIAL CRISIS  
IF THE EFFICIENT MARKET 
HyPOTHESIS WORLD VIEW  
HAD NOT BEEN ALLOWED  
TO PREVAIL FOR SO LONG.”
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IPO FEES

Commenting on the consistently high 
commissions banks receive to manage US 
initial public offerings (iPOs), a recent study 
by Oxford University’s Saïd Business School 
calculated that the fee differential has cost 
US businesses some US$11.4 billion over 
the past decade.

The study, carried out by Mark 
Abrahamson, Tim Jenkinson and Howard 
Jones, compares the fees charged by 
investment banks for conducting iPOs in the 
US and Europe. it finds that the fees for US 
iPOs are about double those for European or 
Asian iPOs.

in recent years, the authors say, “The 
Seven Per Cent Solution”, a practice whereby 
the underwriter for an iPO gets seven per cent 
of the deal regardless of the size of the 
offering, has become even more prevalent 
and is now the norm for iPOs raising up to 
US$250 million.

The same banks dominate both markets 
but European iPO fees are roughly three 
percent lower, are much more variable,  
and have been falling. The authors review 
explanations for the gap in spreads and  
find the evidence consistent with strategic 
pricing. US issuers, they conclude, could 
have saved over US$1 billion a year by paying 
European fees.

This research was funded by the Oxford 
University Centre for Corporate reputation. 

COMPETITION APPEAL TRIBUNAL 
APPOINTMENT

Professor Colin Mayer, Peter Moores Dean of 
the Saïd Business School, is among 14 new 
members of the Competition Appeal Tribunal 
announced by the Competition Minister,  
Ed Davey. 

The Competition Appeal Tribunal is the 
body that hears and decides appeals and 
other applications or claims under United 
Kingdom law involving competition or 
economic regulatory issues. it is a specialist 
judicial body with cross-disciplinary  
expertise in law, economics, business and 
accountancy, and the ordinary members are 
selected for their expertise in law, business, 
accountancy, economics and other related 
fields. 

The new members have all been 
appointed for four years automatically 
renewable for a further four years. The 
appointment is a part-time one which will 
permit Professor Mayer to continue his 
functions as Peter Moores Dean and then, 
from 01 July 2011, Peter Moores Professor 
of Management Studies in the Saïd Business 
School when his term as Dean ends. 

FIDELITy-OxFORD RESEARCH ALLIANCE

The Saïd Business School at the University  
of Oxford and Fidelity investment Managers 
are delighted to announce the creation of the 
Fidelity-Oxford research Alliance.

The Alliance is intended to spur research 
in financial economics, with a particular 
emphasis on understanding the behaviour  
of asset prices (such as stocks, bonds, 
commodities and foreign exchange), and  
all aspects of investment management.

The Alliance provides full scholarship 
funding for up to two simultaneous students 
pursuing a DPhil in financial economics,  
and funding for research by Oxford faculty 
members working in the area of asset pricing. 
The first scholarship will be awarded for the 
academic year 2011–2012 and applications 
are invited. 

Dr Tarun ramadorai, reader in Finance 
at Saïd Business School, who will be the  
first Director of the Alliance, said: ‘The 
Fidelity-Oxford research Alliance will have  
a significant impact on research in asset 
pricing and financial economics, and help  
us to understand the important links between 
theory and practice in the area.’

Fidelity is renowned for the quality of its 
research and investing for the long term. This 
Alliance represents a long term commitment 
from Fidelity to support and promote asset 
pricing research to gain unique insights into 
asset pricing theory and its application to 
managing client assets. 

WORKING KNOWLEDGEBUSINESS AS USUAL

OxFORD INSTITUTE OF RETAIL MANAGEMENT 
CELEBRATES 25 yEARS

The celebration of a 25th anniversary in a university 
renowned for its commitment to teaching and 
learning for over 800 years might seem like 
something of a minority sport. Over the last couple 
of years, Brasenose College celebrated its 500th 
anniversary, Wadham College its 400th, and even 
that parvenue St Catherine’s College marked fully 
50 years of existence.

However, when the Oxford institute of retail 
Management (OXirM) was created and launched  
in August 1985, its two founders, Professor  
David Walters and the late Professor ross Davies, 
had probably not expected it to become quite so 
embedded in the Oxford landscape 25 years later. 
indeed, their goals were comparatively modest,  
set as they were in the context of what was then 
called ‘post-experience management development’, 
a field which has today become perhaps more 
sensibly (and concisely) known as executive 
education.

We have to remind ourselves of what the UK 
retail sector of mid-1985 looked like and how it  
has since become transformed; the largest retailer 
by turnover was Marks & Spencer, which generated 
£3.7 billion of business, with J Sainsbury as the 
number two. retailing was not nearly as significant 
an economic activity as it is today, when it 
generates 8 per cent of UK gDP and comprises  
11 per cent of the total workforce. Today, Tesco  
is the UK’s fifth biggest business by turnover, at 
£62.5 billion; in 1984 it was twenty-fourth, with 
turnover equivalent to its profit today. 

The institute has always been selective in  
the projects in which it has become involved, 
creating training programmes for retail firms that 
bridge the gap between research and practice,  
and engaging in research projects with the most 
significant potential for improving retail knowledge 
and informing both retail practice and policy 
formulation. its track record in producing influential 
conceptual, policy-relevant as well as empirical 
research over this period has become both well 
established and increasingly international in its 
scope. 

Since 1985, retailing has transformed  
the expectations, behaviours and lifestyles of 
consumers internationally and OXirM continues  
to play its part in generating insight, engaging in 
critical analysis and disseminating the findings  
of its research into the sector. 

Jonathan reynolds is Academic Director of the 
Oxford institute of retail Management at Oxford 
University’s Saïd Business School.

those who analyse the real economy and 
financial economists who focus only on 
market prices. 

Contrary to some views, behavioural 
finance is not replacing EMH, and it does  
not sufficiently address the macro questions. 
We are seeing a lot of discussion about 
regulation. But what we really need to 
address is not the rules (although this will 
help) but the attitudes of those who work in 
financial markets. We need to address the 
fact that many workers in this sector do not 
see themselves as in a profession with 
ethics, standards, and limits, but have been 
at liberty to seek profit at any cost – and then 
to be rewarded for it through ill-designed 
bonus systems.

There is also a lot of discussion about 
splitting proprietary trading from trading  
for customers along the lines of the  
‘Volcker rule’, as proposed by the Obama 
administration. Many on Wall Street 
comment that the repeal of the glass−
Steagall Act unleashed a new era of 
infectious greed which could have been 
avoided had this separation continued.

But let’s not make the mistake of 
thinking that regulation alone will address 
this situation. After all, the recent revelation 
that Lehman Brothers faked its balance 
sheet shows that there will always be those 
willing to work around the regulations. What 
we need is determined culture change within 
our financial institutions – no easy matter.  
 
in March 2010 Justin Fox joined a 
discussion at the Saïd Business School  
on the theme of reputation, Emotion and 
the Market.

“ WHAT WE NEED IS 
DETERMINED CULTURE 
CHANGE WITHIN OUR 
FINANCIAL INSTITUTIONS 
– NO EASy MATTER.”
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authority over everything − more like the 
master−slave model that is common in 
named architects’ practices, where no one 
picks up a pen without permission. But 
gehry is no control freak. He delegates – 
though he says he has had to learn how.  
He spreads the wealth, always pays interns, 
and has never borrowed money for the 
business. He says he is totally computer 
illiterate. ‘i have an incredible technical guy. 
i don’t meddle. He knows the values.’ 

One suspects that part of gehry’s success 
is his understanding of human nature. He 
knows that when a client hires him to build  
a building they sometimes don’t have the 
money. So his first step is to understand their 
programme and how it fits in relation to the 
site. ‘We do a cost analysis in that very early 
stage. Often within the first few weeks you 
can assess if the clients are unrealistic.’ 

He insists on a relationship with the 
ultimate decider, ‘otherwise you are on 
unknown territory,’ he says, and claims he 
has no problem managing the client’s ego,  
as long as it’s on the table. 

How can gehry manage such tight  
cost control alongside the change inherent  
in design processes? After all, it is in an 
artist’s nature to change things, and to keep 
designing buildings until they’re built. gehry 
finds change exciting. ‘it’s enlightening.  
i like the process and the challenge,  
all the different vectors. There is nothing 
pre-ordained. So long as you can engage  
with the people, it’s ok.’

it’s not so easy elsewhere. According  
to one partner from a leading London  

firm, there is often ‘massive intellectual 
dishonesty’ that operates between architect 
and client, with the architect disguising his 
creative intentions behind pragmatism and 
the client sometimes colluding in low-balling 
the costs to win approval from funders. The 
costs overrun, the client then stops talking  
to architect, the client starts working with 
the sub-contractor and the artist loses control. 
‘You get trained to do this in college’, says 
gehry. ‘it’s like, “you are the artist, seduce 
them into doing it.” i’ve never liked that.’ 

Cost control and client focus sounds a 
simple enough formula, but it’s shocking how 
very bad we are at running mega-projects. 
Flyvbjerg in his analysis of 250 major transport 
projects found that 90 per cent went over 
budget. Many large infrastructure projects have 
strikingly poor performance records and cost 
overruns seem to be endemic.

gehry has some lessons for his brethren. 
‘Because of the funny shapes i’ve been 
playing with, i’ve been working with the 
French aircraft industry on a project. There 
were six bidders, a 1 per cent spread in their 
bids, and the work came in 18 per cent 
under budget; because the specifications 
were so precise.’ 

The concept is to bid on a completely 
understandable package. Every sub-contractor 
knows everything and once the project is 
finished, they have documents for managing 
the building. Costs are analysed floor by floor, 
piece by piece, so the computer model and the 
real model are very similar. ‘it’s organised like a 
battle. We can’t leave any piece unturned, so 
if there is a glitch we find out early enough.’ 
 

gehry takes issue with his professional 
regulators for creating a system of over-
protection, so the architects end up not 
taking responsibility all the way through. 
‘insurers have to understand that we now 
have better tools for accountability; we are 
more able to control.’ 

He’s not keen on project managers either, 
and disapproves of their getting a percentage 
of the project despite having no contractual 
responsibility or criteria on which they are 
judged. ‘[They] change every six months, 
play back what you bring to the meeting and 
we do all their work, because we do so much 
more detail.’ Apparently this becomes clear 
when the project manager leaves and work 
continues exactly as before. 

‘Architects have a responsibility to make 
the contractor−client relationship work. 
These are relationships we need to manage 
properly, and not substitute for this with 
more wasteful accountability.’

As the UK government slides into the 
worldwide overrun phenomenon known as 
the Olympic games, it might be helpful to 
listen to Frank. 

Frank gehry visited Oxford as the guest  
of the BT Centre for Major Programme 
Management to deliver the 2010 BT Annual 
Lecture. He is collaborating with the BT 
Centre on research projects.

CREATIVE
CONTROL

PriTZKEr-PriZE Winning ArCHiTECT 
FrAnK gEHrY TALKS TO FIONA REID 
ABOUT COMBining ArTiSTiC FrEEDOM 
AnD ECOnOMiC PrUDEnCE.

rank gehry’s iconic buildings,  
with their improbable steel 
curves and abstract shapes 
haphazardly falling into  

each other, first turned architectural style 
upside down in the 1970s. As works of  
art, they have made him the most famous 
architect in the world. As monuments  
to management performance, they have 
overturned perceptions of how large complex 
projects could, or should, be run. no slack, 
no overrun, he consistently finishes his 
buildings on time and within budget, despite 
their technically challenging construction. 

The guggenheim Museum in Bilbao, 
which architects consider to be one of the 
most important buildings of the last 30 
years, came in under budget. Sydney Opera 
House, by comparison, was 1,400 per cent 
over budget. Professor Bent Flyvbjerg, of 
Oxford’s BT Centre for Major Programme 
Management, monitors the performance  
of hundreds of complex projects worldwide 
− not just buildings − and concludes: 
‘Frank’s projects are complete outliers.’ 

The buildings are described as 
‘crumpled’, ‘messy’, ‘drunk’ − words that 

contradict the leadership behind them.  
‘i have always been dedicated to architecture 
as a service business,’ he says. ‘As an artist  
i have to work within that criterion.’ He 
acknowledges the more common perception, 
though, that artist-architects let their egos  
fly brazenly across the landscape with little 
regard for their clients’ budgets. 

gehry’s philosophy is to eschew 
interference from politicians and planners, 
and keep the artist in control. He achieves 
this in practice, with ‘Swiss-watch 
organisation’ and advanced computing 
systems modelling his 300-foot titanium 
creations very accurately, for maximum 
detail on cost and accountability. 

is gehry’s artistic libertarianism 
transferable to those without his 
international status or management skills? 
He thinks so, and is on a mission to make  
all in his profession more responsive to 
clients and surroundings, and to reclaim 
responsibility, which he feels has been 
eroded by accountability mechanisms that 
‘add not one scintilla of value’.

This ‘organisation of the artist’ mindset 
sounds as though the artist requires total 

F
“ GEHRy’S PHILOSOPHy IS TO ESCHEW 
INTERFERENCE FROM POLITICIANS 
AND PLANNERS, AND KEEP THE 
ARTIST IN CONTROL. HE ACHIEVES 
THIS IN PRACTICE, WITH ‘SWISS-
WATCH ORGANISATION’ AND 
ADVANCED COMPUTING SySTEMS.”

FrAnK gEHrY POrTrAiT: MELiSSA MAJCHrZAK  
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