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THE DEAN’S PREFACE: COLIN MAYER

professorial appointments in advertising,  
art, women’s studies, and communications. 
Alongside her academic responsibilities, she 
recently became a member of the advisory 
board of G23, a consultancy set up by 
Omnicom to help marketers reach women 
(see pages 14–16). Catherine Dolan also 
joined the School in 2006 from northeastern 
University, Boston. She is an anthropologist 
concerned with the social, cultural and 
development dimensions of global 
commodity chains. together with Linda 
Scott, she is carrying out a research project 
based in South Africa to see whether Avon 
can provide a model for poverty reduction  
in developing countries (see pages 08–10). 

the marketing, culture and society group 
is playing a leading role in re-conceptualising 
marketing, moving away from the mundane 
application of the “4Ps” towards the 
creation of a crucial toolkit required to  
stimulate innovation. the group proposes 
that marketing is not just a routine business 
function, but can also be a potent set of 
ideas that unlocks tectonic commercial and 
social change. their innovative application 
of socio-cultural theories is designed not  
only to spur extraordinary value creation  
for businesses, but also to provide solutions  
to some of the most challenging social and 
environmental issues of our time. 

the articles in this issue will give you a 
flavour of the range of research coming out  
of the marketing, culture and society group 
as well as the kinds of businesses that they 
find particularly interesting and important  
to understand. Douglas Holt and Jacob 
McKnight’s work on vaccine delivery in 
ethiopia shows how marketing analysis  
can be used to tackle a major public health 
challenge; while Patagonia (see pages 04–07) 
and Ben & Jerry’s (see pages 12–13) provide 
examples of social movement companies, 
whose innovative marketing is bound up  
with their social and environmental missions. 

the School continues to welcome a 
steady stream of high profile practitioners 
through its doors. Among recent speakers 
who have provided valuable insights into  
the relationships between marketing, culture 
and society are: Helen Alexander, former 
chief executive of the economist Group,  
who spoke on building global media brands 
(see pages 32–33); tim Smit, famous for his 
work on the Lost Gardens of Heligan and the  
eden Project (see pages 28–29); and Karan 
Bilimoria, founder and chairman of Cobra 
Beer (see pages 20–21).

A recent study by the Aspen institute 
found that MBA students are increasingly 
concerned about the role of business in 
society. they are interested not only in the 
social and environmental responsibilities  
of a company, but also in creating value for 
the communities in which they operate, and 
in finding work that offers the potential of 
making a contribution to society. the work  
of our marketing, culture and society group 
both reflects this shift in values and takes  
it to a new level.  

n this issue of Business at 
Oxford we showcase the  
work of Oxford’s innovative 
marketing faculty. in 2004, 

the Saïd Business School hired Douglas 
Holt, previously a professor at Harvard, as 
L’Oréal Professor of Marketing. Holt renamed 
the area “marketing, culture and society”, 
and has since built up an outstanding group 
of faculty and researchers with expertise  
in academic disciplines that do not often  
find a home in business schools, such as 
anthropology, sociology, geography, rhetoric, 
and history.

Linda Scott (see pages 22–23) joined  
the Saïd Business School in 2006 from the 
University of illinois where she held 
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new breed of company has 
emerged in the last 20 years, 
what i term the social 
movement company.  

Ben & Jerry’s, the Body Shop, and Patagonia 
pioneered this movement back in the 
1980s. Since then many other well-known 
social movement companies have emerged, 
including Stonyfield Farm (organic yoghurt), 
tom’s of Maine (natural personal care 
goods), Green Mountain Coffee, Odwalla 
(juices), Organic Valley (dairy products), 
innocent (drinks), and Divine Chocolate. 
these companies have succeeded to such  
an extent that many have been snapped up 
by large multinationals. 

these companies all begin with the 
ideals of a social movement – acting as a 
collective agent of change to resolve critical 
social and environmental issues of our time. 
But rather than organising protest marches 
and petitions, they seek to effect change 
through the marketplace. Such companies 
often get conflated with corporate social 
responsibility (CSr) but should not. CSr, 
despite the often lofty Pr rhetoric, is  
almost always a philanthropic sidebar to  
a company’s main business, performed  
to maintain institutional legitimacy, not 
because the business has been set up to 
promote social change. 

For instance, Starbucks and wal-Mart  
are not social movement companies, as both  

have bolted on social business policies late  
in the game to buy themselves insurance 
against critics in the media and investment 
community. By contrast, social movement 
companies want to use business to change the 
world, they let customers know it, and so their 
social change agenda is core to the brand. 

WEAR ON EARTH 
Patagonia, a company which i have 
researched in depth together with Jill Avery 
of the Simmons School of Management, 
earns about US$300 million annually, 
mostly in the US, selling outdoor clothing, 
primarily technical gear for outdoor 
adventure sports such as climbing, hiking, 
biking, paddling, and skiing. the merchan-
dise is pricy and their target customers are 
largely upper-middle class. the company 
states that it is in business to help resolve 
the environmental crisis. Patagonia does 
this, for example, by pioneering sustainable 
technologies such as post-consumer plastics 
used in the organic cotton market, and  
by using a percentage of sales to fund  
a wide variety of grassroots environmental 
organisations, a number of which would  
be considered radical by US standards. 

How is it that such companies advance  
a social change agenda while at the same 
time succeeding in business? the answer to 
this question at first glance appears obvious: 
they attract people who believe in the cause 

AMARkETS
 MYTH  

PAtAGOniA inVOKeS AMeriCA’S MYtHiC
iDeALS OF tHe GreAt OUtDOOrS tO CreAte
A BrAnD witH BrOAD APPeAL.

BY: DOUGLAS HOLT

enough to buy. it turns out that this isn’t true. 
if it were, these companies would occupy  
tiny market niches. what is interesting is that 
Patagonia appeals to a much wider customer 
base than its politics suggests. in fact, in the 
course of our research, we discovered that 
Patagonia also appeals to young business-
people with conservative politics.

Using the cultural branding model i  
have developed to study commercial brands,  
we analysed Patagonia’s marketing efforts 
from the start of the precursor company, 
Black Diamond, in 1971 to the present  
day. we then conducted two-hour in-depth 
interviews with 25 loyal Patagonia customers 
in the US. Patagonia is distinctive in that  
the company has always used its catalogue 
as its primary branding tool. we also studied 
how Patagonia brands through its retail 
outlets, the other important expression  
of its values. 
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walls. in each locale, there is an informa-
tional board that promotes the particular 
environmental cause that Patagonia is 
championing for the year.

OUTDOOR PASSIONS
Unless you read the retail signage or website 
carefully, or are an insider who knows  
the company’s back-story, which features 
founder Yvon Chouinard, one of the country’s 
great environmentalists and outdoorsmen, 
you would not be aware of Patagonia’s 
politics except in the fuzziest sense.  
rather Patagonia’s expression of their 
activist stance is mythic, encouraging  
what academics call polysemy – leaving 
considerable room for different interpreta-
tions. And interpret buyers do. when we 
interviewed customers, we found that 
Patagonia supports three different brands, 
only one of which aligns with the company’s 
mission and what the company actually  
does on the environmentalist front. the  
three brands can be characterised as:

    OUTDOORSY BOURGEOIS BOHEMIANS
this group of mainstream professionals  

ADVENTURE TALES
Patagonia does not wear its politics on  
its sleeve. rather the company’s branding 
invokes America’s mythic ideals of the 
environment and taps into its customers’ 
status desires. A typical catalogue  
contains first-person essays and  
artful photo-journalism documenting  
extraordinary outdoor adventures in  
exotic locales: a scientist climbing in  
a rain forest canopy in Costa rica, a  
couple kayaking in China, a winter ice 
climbing expedition in ruthless conditions.  
it also contains a fascinating story or two 
about environmentalism but always in  
a distinctly American register, focusing  
on preserving wilderness, rather than on  
global warming or industrial pollution.  
Many of the photos are sent in by customers 
and they are generally stunning and the 
prose well-crafted. there is merchandise  
for sale, but it is as much a magazine as  
a sales tool. 

Patagonia’s stores are the same: simple 
loft-like designs featuring the latest in 
sustainable architecture, with huge photos 
of stunning outdoor adventure feats on the 

identifies with Patagonia as a brand that 
represents their aesthetic appreciation  
for the outdoors and their cosmopolitan 
sensibilities – they like travelling to the 
exotic destinations that Patagonia  
dramatises.

ExTREME ADVENTURE GUNFIGHTERS
the members of this right-leaning group  
love Patagonia as a symbol of the rugged 
individualism, competitiveness, and 
toughness in nature that they idealize.  
they selectively interpret Patagonia branding 
by focusing on the photos of supremely 
challenging adventures, often undertaken 
solo, and the stories of extreme adventure. 
this segment tends toward what in the US  
is termed conservationism – people who 
believe that the earth’s resources are for 
human use and should be husbanded wisely 
so that we will always have the resources  
we need.

GREENS
this is the segment one might expect to 
dominate Patagonia if the company branded 
in a more literal and politicised manner. 

ironically, a significant percentage of 
Patagonia loyalists hold environmental 
politics that are antithetical to the company’s 
original ideals. Others have little interest in 
the politics but find that the brand’s 
environmentalism symbolises their status 
ambitions. 

in sum, Patagonia has been successful 
as a social movement brand primarily 
because, rather than preach its politics 
explicitly, the company has instead 
mythologized them. in this manner, 
Patagonia engages in the same type of 
cultural branding strategy that has led to the 
success of many iconic commercial brands 
such as nike, Marlboro, Jack Daniel’s, and 
Coca-Cola.  

Douglas Holt is L’Oréal Professor of 
Marketing at Oxford University’s Saïd 
Business School. His cultural branding 
model is published in How Brands Become 
icons: the Principles of Cultural Branding 
(Harvard Business School Press, 2004).

“ PATAGONIA HAS BEEN  
SUCCESSFUL AS A SOCIAL 
MOVEMENT BRAND  
PRIMARILY BECAUSE,  
RATHER THAN PREACH  
ITS POLITICS ExPLICITLY,  
THE COMPANY HAS INSTEAD 
MYTHOLOGIZED THEM.”
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oday’s approaches to 
international development 
emphasise partnerships 
between governments, 

non-governmental organisations, and the 
private sector, including multinationals. 
Such partnerships hope to harness 
globalisation, using trade systems to deliver 
both profits and social well-being. High 
profile efforts, such as Grameen Bank’s 
“’phone ladies” and Unilever’s Project 
Shakti, focus on empowering women, using 
new technology and business systems to lift 
participants out of poverty while distributing 
consumer goods. trading partnerships 
between multinationals and local women’s 
networks have gained a footing in several 
developing countries, creating new 
micro-enterprise opportunities that not only 
deliver soap and shampoos, but financial 
empowerment for impoverished women. 

However, one of the most successful sales 
organisations in the developing world is  
one that already has a 120-year history  
of helping women earn. Avon has been 
distributing its toiletries and cosmetics 
through informal networks of women – many 
of them poor and with few earning options 
– since it was founded as the California 
Perfume Company in 1886. we are currently 
conducting an extensive study in South 
Africa to determine whether this same 
system, transplanted to a radically different 
environment and time, can act as a poverty 
alleviation strategy.

THE COMPANY FOR WOMEN
Avon has long been famous in the west for 
its door-to-door sales campaigns and slogan, 
“Ding-dong! Avon calling!” today, the firm 
calls itself “the Company for women” and 
contributes to women’s causes, such as  
the fight against breast cancer, as well as 
conducting surveys into the well-being of 
women around the world. 

Avon sells its products through more than 
5.5 million independent sales representa-
tives who are 95 per cent female and its 

operations now span the globe, with 
breathtaking growth rates in Latin America, 
eastern europe, and Asia. Avon set up shop 
in Africa 12 years ago, with headquarters in 
Johannesburg. in South Africa alone, there 
are tens of thousands of “Avon ladies” who 
aspire to improve their welfare and that of 
their families by selling lipsticks, body spray 
and moisturisers.

Many women throughout the world find 
direct sales an appealing way to earn a living. 
Direct sales offer women, who are often 
constrained by household responsibilities 
and childcare the flexibility to work from 
home and receive direct payment for their 
labour through discounts on the products 
they sell. Direct selling enables women to 
draw on networks of relatives, neighbours, 
friends, and co-workers as the basis for 
sales, rather than venturing into the outside 
world to “cold call,” an activity that is 
sometimes dangerous or forbidden to women 
in developing societies. 

Avon itself distributes a primarily 
feminine product line, purchased and used 
predominantly by women. we are further 
investigating whether a “women’s sphere”  
of trade such as this provides a safe haven 
for women to develop economic autonomy, 
one that is less threatening to established 
gender roles but still offers women privacy 
and control over their earnings. 

T

AVON CALLING 
SOUTH AFRICA 
CAn AVOn PrOViDe A MODeL
FOr POVertY reDUCtiOn in
AFriCA?

BY: CATHERINE DOLAN AND LINDA SCOTT



GLOBAL COMMODitY CHAinSBUSINESS AT OxFORD10 ISSUE 14: winter 2008HOt qUeStiOn 11

MAkING THE BEAUTY BUSINESS WORk
women in our study reported that Avon  
offers a number of advantages over other 
direct selling opportunities and over the 
micro-lending schemes that have garnered 
so much press attention in recent times. 

First, the costs and requirements of entry 
are low. traditional barriers to entrepreneur-
ship among women, such as the need for 
property, assets or salaried guarantors to 
serve as collateral, are not required. An  
aspiring Avon representative can join the 
system with a minimal credit record for a 
small fee (about GB£4). while many of the 
direct sales programmes springing up in  
poor nations require significant investments 
in up-front inventory, often financed at 
exorbitant interest rates, or require expensive 
capital equipment such as a computer or 
car, Avon does not ask its representatives  
to finance either inventory or equipment. 
with Avon, inventory is supplied as it is 
ordered, delivered directly by post, and 
liquidated immediately through sale. this 
system is well suited to regions where retail 
distribution is not well developed, capital  
is scarce, and the skill necessary to manage 
major credit risk is often lacking. 

Second, a healthy profit margin is 
allowed for the trader – a volume-based 
sliding scale that averages 20 per cent. 
these comparatively generous terms offer 
low-income women an opportunity to enter 
into new forms of exchange that would 
otherwise likely be beyond their means. 

However, Avon schemes can present 
challenges for the poor. Although the 
company does not require advance payment 
for their products, representatives can 
become squeezed if payments from 
customers are delayed. this situation is 
difficult for low income women, who  
typically lack the resources to cover such  
contingencies. Over two thirds of the traders 
we interviewed claimed that payment  
issues often caused tensions. Furthermore, 
although Avon offers a product range that  
is broad enough to capture sales from poor 
consumers, some representatives were 
frustrated by global decisions to discontinue 
products that have special local appeal. 

FINANCIAL MAkEOVER
Despite these drawbacks, the income earned 
through selling Avon products has enabled 
the women in our study to meet their 
families’ daily needs. As one representative 
told us, Avon ladies “can buy a loaf of bread 
with one lotion commission; if they sell five 
body lotions their kids will have bread for  
the whole week; if they sell ten they’ll buy 
sugar and tea bags.” indeed, financial 
independence was frequently cited as a 
major personal achievement made possible 
through Avon exchange, an outcome that is 
fostered by a range of organisational policies 
and practices. the company, for instance, 
encourages women to bank. whereas only a 
third of black female South Africans typically 
bank, 93 per cent of the women in our  
study did. 

the perceived benefits of working as an  
Avon representative go beyond income and 
financial security to take in less tangible 
advantages such as empowerment and 
self-respect. in South Africa, the company 
provides skills training in financial 
management and team building, and 
recognises the achievement of individual 
representatives through awards and prizes. 
while such efforts aim to motivate and retain 
the sales force, they also cultivate women’s 
confidence and self-esteem. As one 
representative explained to us: “i have come 
out of my shell, full stop. that’s how i’ve 
grown. i am able to communicate with 
people at all levels; no one is too high for me 
and no one is too low for me. And i’ve got 
Avon to thank for that.”

HELLO TOMORROW
the initial data from our study suggest that 
schemes such as Avon can offer a socially 
innovative way to make global markets  
work for poor women. it is clear that the 
ingredients in this particular partnership – 
women’s ability to build on existing ties,  
the flexibility of the work, and the immediacy  
of payment, plus the fact that it is largely 
outside the control of men – may provide  
a compelling model for poverty reduction  
in developing countries.  

Catherine Dolan is University Lecturer in 
Marketing at the Saïd Business School. 
Linda Scott is Professor of Marketing at  
the Saïd Business School.

y experience as a successful 
entrepreneur in russia  
during that nation’s financial 
meltdown of 1998 – a disaster 

far more comprehensive than anything 
happening in the west at the moment – 
taught me a great truth: enterprise survives.  
i survived. So did most other businesses. 
those who survive will still need the  
products and services they needed before. 
their problem is that many of their suppliers 
will not survive. the greatest marketing 
opportunity in the present crisis is for  
a consultancy that can identify failed or  
failing suppliers, and then approach their 
customers, in a suitably discreet fashion,  
on behalf of alternative suppliers.  

s the credit crunch hits the 
consumer market, buyers will 
change their behaviour. Buyers 
will be more cautious and the 

internet will be used increasingly to compare 
prices and locate the best offer. Search  
and affiliate marketing present excellent  
opportunities to capitalise on this shift of 
buying patterns. in a downturn, bargaining 
will become more important. the mecha-
nisms for bargaining online are relatively 
primitive, and developing these is one way 
for businesses to enhance their interactions 
with their customers.  

think one of the most 
interesting trends to watch, 
particularly on the back of  
the credit crunch, is a higher 

emphasis and focus on predictive analytic 
technologies and companies. About two 
years ago the role of predictive analytics  
and its significance was still unclear,  
and certainly when i recognised it as the  
“next big thing” it took some convincing.

But attention to this space is peaking 
now as risk mitigation and identifying  
leads and strategies which show the  
highest probability of maximizing revenue  
by a company or institution will be the  
key to surviving the current economic  
circumstances. 

 Predictive analytics will be pivotal to 
assessing the significant data accumulated 
on the internet by many companies over the 
past several years, as well as the significant 
data left behind by the crumbling financial 
markets. 

 Some of the best companies in this 
space are outsourcing their number 
crunching overseas, notably to india, but  
are able to serve clients all over the world 
across a broad spectrum of industries with 
significant data to mine.  

HOT QUESTION

wHAt MArKetinG OPPOrtUnitieS
Are BeinG CreAteD BY tHe CUrrent
FinAnCiAL CriSiS?

?

GUY kINGSTON

THOMAS WHITFIELD

MARIA SENDRA

PRESENTER, MIND YOUR OWN BUSINESS  
(MYOBPOD.COM)

FOUNDER OF MIOMI.COM, WINNER OF 
THE 2007 IDEA IDOL COMPETITION

PARTNER, BAkER & MCkENZIE

OxFORD GRADUATE, 2008 

M

A
t’s worth watching the gaming 
industry for opportunities.  
in the current climate, people 
spend more time at home, 

there is greater desire to escape reality, and 
the hourly cost of gaming is low compared  
to movies and books. the downturn will have 
an impact on gamers’ behaviour, creating 
opportunities to launch new products and  
to take advantage of changing behaviour.  
For example, London-based start-up Playfire 
has recently launched a social network for 
gamers to discuss their experiences and 
make better purchases; and twin Skies, 
launching in 2009, follows players around 
their digital spaces (mobile, social networks, 
web), each providing a different experience 
tailored to that particular context.  

BOB GOODSON

CEO AND CO-FOUNDER OF  
YOUNOODLE.COM

OxFORD GRADUATE, 2004

I

I

suspect the current crash will 
see a return over time, once 
public distrust and cynicism 
reduces, to a more relation-

ship-led approach to banking. it will  
become far more emotionally and rationally 
comfortable for a customer to speak with a 
banker who relates in a more personable way 
to discuss financial problems. it’s all about 
those old-fashioned but mighty words of 
credibility, trust and respect. the bank that 
achieves this at the micro one-to-one level 
will establish a decisive competitive edge.  

GRANT PHILLIPS
SECTOR CONSULTANT, SAID BUSINESS 
SCHOOL, FORMER DIRECTOR,  
BARCLAYS BANk

I
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WALT FREESE, tHe CHieF
eUPHOriA OFFiCer OF Ben & 
JerrY’S, iS On A MiSSiOn.

BY: STEVE COOMBER
INTERVIEW: WALT FREESE

meant to go on, Freese restyled his title to 
“chief anti-marketing officer” – “i said at the 
time, by definition, anything that feels like 
marketing is not Ben & Jerry’s” – and was 
promoted to the CeO spot in 2004. 

to those who might question Unilever’s 
commitment to carrying on the social 
mission, Freese points to the nature of the 
acquisition agreement as evidence of its 
goodwill. 

“Unilever realised that large companies 
have a natural propensity to homogenise 
distinctive brands and businesses, so they 
built in some infrastructure to prevent that 
from happening,” says Freese. “there is a 
unique acquisition agreement, negotiated 
with Ben & Jerry’s, which provides for the 
CeO to report into Unilever for operating 
purposes, but to an independent board of 
directors for matters relating to the essential 
integrity of the brand equity and social 
mission.”

Unilever’s recognition of the importance 
of the social mission was one of the things 
that attracted Freese to the job. Ben & Jerry’s 
mission has three parts – the product, 
economic, and social elements – that are 
treated as equally important. 

“if i had to distil it down, ‘product’ is  
to make the best ice cream that money can 
buy; ‘economic’ is to earn superior returns 
for our stakeholders or shareholders, which 
today is Unilever; and ‘social mission’ is  
to be a leading progressive force for social  
and economic justice and the environment, 
everywhere we do business, which is globally,” 
he says. “And for a socially responsible 
business to be truly effective and change the 
world, we need to work upwards, and that 
means influencing Unilever to do the same.”

So how does a company with a brand 
essence it describes as “joy for the belly  
and soul,” that is fun and irreverent, has 
progressive values, and eschews traditional 
brand or marketing practices, make good on 
its social commitment?

 

en & Jerry’s is one of the most 
recognised ice cream brands  
in the world. with its distinctive 
flavours, such as Chunky 

Monkey and Cherry Garcia, it is the luxury  
ice cream of choice for many. the Vermont-
based company, founded by Ben Cohen and 
Jerry Greenfield in 1978, is also famous for 
its pioneering community-oriented approach 
to business. But, when it was announced in 
2000 that Unilever was buying the company, 
part of a wider trend of multinationals buying 
up social mission brands, many feared the 
values-driven aspect of the business might 
not survive the takeover.

So how has Ben & Jerry’s distinctive 
business flavour fared without its founders, 
first under the stewardship of Yves Couette, 
and now led by the aptly named Chief 
euphoria Officer, walt Freese. is there still  
a warm glow surrounding the brand, or are 
things feeling decidedly chilly?

working for a brand with a social mission 
is nothing new for Freese (favourite flavour 
currently Phish Food). He joined Ben & Jerry’s 
in 2001, initially as Chief Marketing Officer, 
from another values-led company, Celestial 
Seasonings Herbal teas. Starting as he 

B

brand, they are right here for me to call or 
see. And, in the last four years, both Ben and 
Jerry have become increasingly re-involved 
with the business and brand, and have 
become very much involved as advocates, 
particularly for our social mission  
initiatives.”

And Ben & Jerry’s can teach Unilever a 
thing or two. Beside its undoubted expertise 
in non-traditional marketing, such as events 
marketing, guerrilla marketing, public 
e-lations (as Freese calls it) and social 
networking, there is of course the “working 

  ICE  
BUSINESS 
TO BE IN

AN

Freese rattles off a list of impressive 
activities, first stopping to make the point 
that this is not “social responsibility by 
numbers”. 

“we never talk about Ben & Jerry’s  
in terms of positioning. we talk about 
authenticity, and being an inside-out brand 
– what we put out there in the world is a 
reflection of what and who we are as human 
beings, as we walk into our offices every 
day,” he says. “we draw a hard line between 
social mission and marketing, our goal for 
our social mission is to be a progressive  
force for change in the world, not to sell more  
ice cream.”

the activities encompass Ben & Jerry’s 
commitment to sustainable dairy farming, 
family farms, fair trade certified and other 
forms of socially and environmentally 
sustainable sourcing, reducing the 
company’s carbon footprint and working 
towards becoming carbon neutral globally, 
and supporting the organisation Peace One 
Day – to mention just a few.

“we have taken very contentious 
positions at times,” says Freese. “Prior to the 
US invasion of iraq, for example, Ben & Jerry’s 
sent a bus load of employees to washington 
DC to protest and take a stance in support of 
peace and against the invasion.”

the brand travels well abroad. it is the 
fastest growing global brand of ice cream 
within Unilever, in turn the largest ice cream 
business in the world – and that includes 
exporting the social mission. Freese is aware, 
though, that the mission may need to be 
adapted for different regions. “we do allow 
and encourage our regions, and markets,  
to take the social mission and keep it 
progressive, but to make it relevant for  
a given market,” he says. 

where the founders were once the 
figurehead for activism within the business, 
today Freese sees activism as an integral part 
of his job. “if you look at my Facebook page, 
you will see that it is largely filled with people 
who are leaders in the field of social and 
economic justice and environmental change. 
So it is a critical part of my role,” he says.

“Ben and Jerry are not just heroes of 
mine, but have become close friends over 
the last eight years. they are still my true 
north on the compass. if i have questions 
about what would feel or be right for the 

upwards” with the social mission that Freese 
refers to.

“taken to its ultimate level, corporate 
social responsibility has to be built into every 
aspect of an integrated business model,” 
says Freese. “it cannot be something you do 
as an add-on. You cannot run your business 
and say, we are also going to take some 
socially responsible initiatives; you need to 
practise it every day in the way you run your 
business. that is the insight that Ben & Jerry’s 
has to offer Unilever.”  
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THE DOUBLE-
ECONOMY

announced in the new York times last July, 
is a specialised consultancy dedicated to 
understanding the nuances of women’s 
economic behaviour in a way that can be 
harnessed for global marketers. G23 – G is 
for Group, 23 is the number of the xx or xy 
chromosome pair that determines sex – was 
formed from among top female executives  
at Omnicom. the founders bring a range  
of marketing disciplines to bear on projects 
aimed at doing business with women. 

in support of G23’s founding, Omnicom 
funded an extensive global study of women’s 
lifestyles and purchasing behaviour. A survey 
among 8,000 women in sixteen countries 
(Australia, Brazil, China, Czech republic, 
France, Germany, india, indonesia, Japan, 
Mexico, russia, South Africa, Spain, UAe, 
UK and US) covered values, aspirations, and 
attitudes, as well as buying patterns, while in 
depth interviews in eleven of those countries 
added lenses for media and communications 
styles and beliefs about the future.

themes from the million-dollar study include 
the importance of networking as a coping 
mechanism, as well as a shopping strategy 
and job-hunting tactic, among women. the 
overriding value women traditionally place 
on family was demonstrated in a globally 
summarised list of priorities, but so was  
a new and closely ranked second: personal 
freedom. interesting purchase strategies, 
such as a buying cooperative informally 
dubbed “the Costco group,” emerged to 
demonstrate the resourcefulness, shrewd-
ness, and flexibility of women as consumers. 
the data also allow women to be clustered  
in “tribes” in a way that crosses national 
boundaries to illuminate emergent 
similarities – one group of 30-year-old 
Chinese were in the same tribe with age  
50 plus Americans! 

G23 is not the first women-focused group 
in US marketing. “Girl groups” such as  
the one famously led by Helen Lansdowne  
resor at J. walter thompson in the early 
twentieth century, were once the norm in the 
production of campaigns aimed at women 
within the large full-service ad agencies. 

in recent years, small special interest 
market research firms, such as Mary Lou 
quinlan’s Just Ask a woman, and niche 
subgroups in larger agencies, such as 
LeoShe, a consultancy within Leo Burnett 
worldwide (part of Publicis), have also 
focused on marketing to women. 

bout half the private wealth  
in the United Kingdom is held  
by women, a figure that is 
expected to grow to 60 per 

cent by 2025, as a new generation of 
financially sophisticated younger women 
come to power. the 2006 nobel Prize  
was awarded to Muhammad Yunus for his 
micro-lending programme aimed at poor 
Bangladeshi women; while Goldman Sachs 
recently launched an ambitious international 
programme to train businesswomen in 
developing countries (see page 35). time 
magazine, in one of its famous feature lists, 
placed investing in women in a 2008 array 
of “ten ideas that will change the world.” 
And recently, Omnicom, the world’s largest 
marketing communications holding 
company, recognised this important trend  
by forming a new consultancy group called 
G23 to advise their clients on the women’s 
economy. G23, whose founding was 

AtHe OMniCOM GrOUP 
iS FOrMinG A new 
COnSULtAnCY GrOUP 
tO HeLP COMPAnieS DO 
BUSineSS witH wOMen.

x
BY: LINDA SCOTT
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Yet the founding of G23 is significant for its 
level, its breadth, its scope, its depth, as well 
as its timing and strategy. 

G23 is the first of such women’s groups 
to be formed from among the top executive 
ranks. Because Omnicom’s subsidiaries 
cover the full range of marketing disciplines, 
from conventional advertising to digital  
to Pr and so on, G23 is the first women’s 
initiative that is not limited to one slice of 
the marketing pie. Further, since Omnicom 
operates all around the world, the intended 
reach for G23 is truly global. Finally,  
because the Omnicom team is actively 
recruiting vertically among younger woman 
at Omnicom (a new group called “G23  
next” has already been identified), as  

well as laterally among the global staff, the  
group will have a depth of understanding  
not previously available, not to mention 
substantially more “bench” in the way of 
human resources. 

the strategic thinking behind G23, 
however, reflects the unique sensibility that 
informs this moment in the development  
of the world economy: CeO Janet riccio 
remarks that “marketing to women is a 
bankrupt concept,” adding that the correct 
strategy for the twenty-first century “age of 
the female economy” is “doing business 
with women” instead. 

to that end, the leadership of G23 is 
purposefully engaging with top female 
executives among global marketers. though 
many surveys and commentators have noted 
that women are still under-represented at  
the top ranks of industry, there are, at this 
point, a surprising number of women in  
top positions among consumer marketing 
companies. Linda Heasley, CeO of the 
Limited, and Linda Boff, Global Director  
of Marketing Communications at Ge, both  
advisors to G23, are two examples. Others 
include Mary Dillon at McDonald’s and 
Susan Arnold at Procter & Gamble. 

At the same time, G23 consciously 
recognises that women include not-for-profit 
agendas in their economic thinking –  
a phenomenon evidenced by both their 

charitable donations and their propensity  
for social investing. One of the group’s  
early engagements was to produce a female 
“voice” and story for women Moving 
Millions, which aimed to persuade women of 
means to shift their investments to women’s 
and girls’ funds. the campaign has already 
performed well beyond expectations, having 
raised US$120 million against a 2009 goal 
of US$150 million. G23’s advisory board 
also reflects this broader scope: Susan  
Smith ellis, CeO of (reD), the innovative 
marketing mechanism to fight HiV-AiDS,  
is on G23’s advisory board. As another 
member of the advisory board, my own 
research interests lie in the area of women’s 
economic empowerment in developing 
nations. riccio herself is on the board of  
the women’s Funding network. 

A holistic perspective on the women’s 
economy – one that includes women as 
businesspeople as well as consumers, 
women controlling wealth as well as needing 
assistance, women in roles as executives  
as well as entrepreneurs – is essential for 
meeting the marketing challenges of today. 
Conceiving of women simply as another 
market segment blinkers managers to the 
potential synergies of multiple tactics, while 
also leaving them open to embarrassing 
international mistakes and insensitive 
gestures toward internal audiences. A deep 
sense of the patterns that characterise 
women’s transactions is essential. By 
rethinking the category of “women” to 
encompass the full sphere of economic 
activity from investment to production to 
marketing and onwards to consumption  
and disposal, the new economic era comes 
more clearly into view.  

Linda Scott is Professor of Marketing at the 
Saïd Business School and a member of the 
Advisory Board for G23. 

“A HOLISTIC PERSPECTIVE ON THE WOMEN’S 
ECONOMY – ONE THAT INCLUDES WOMEN  
AS BUSINESSPEOPLE AS WELL AS CONSUMERS, 
WOMEN CONTROLLING WEALTH AS WELL AS 
NEEDING ASSISTANCE, WOMEN IN ROLES AS 
ExECUTIVES AS WELL AS ENTREPRENEURS –  
IS ESSENTIAL FOR MEETING THE MARkETING 
CHALLENGES OF TODAY.”

rafael ramirez, a leading international 
expert on scenario planning, based in the 
James Martin institute at Oxford University’s 
Saïd Business School, Kees van der Heijden, 
an Associate Fellow of the School, and John 
Selsky, Associate Professor of Management 
at the University of South Florida 
Polytechnic, have co-edited a new book 
which explores how organisational leaders 
can anticipate different futures. the book, 
entitled Business Planning in turbulent 
times: new Methods for Applying Scenarios, 
draws upon the 2005 Oxford Futures Forum 
event which the co-editors hosted, which 
assessed how scenario planning around the 
world works in terms of practical theory.

Steve new, Dean of Degree Programmes  
and University Lecturer in Operations 
Management at the Saïd Business School, 
has edited a four-volume collection entitled 
Supply Chain Management: Critical 
Perspectives on Business and Management. 
the four volumes bring together carefully 
selected historical papers along with 
cutting-edge research and focus on 
operational integration, relational and 
functional integration. this reference work 
will enable users to make sense of the wide 
range of approaches, theories, and concepts 
that have informed SCM thinking and 
practice to date.

Colin Mayer, Peter Moores Dean of the Saïd 
Business School, Xavier Freixas, Professor of 
economics at the Universitat Pompeu Fabra 
in Barcelona, and Philipp Hartmann of the 
european Central Bank, have brought 
together leading economists from across the 
world to analyse the transformation of 
european financial institutions and markets 
brought about by financial integration. the 
Handbook of european Financial Markets 
and institutions, published by Oxford 
University Press in January 2008, is written 
for everyone involved in financial markets – 
practitioners, policy makers, scholars, 
students and others.

A research project into the impact of taxation 
on business led by Michael Devereux, 
Director of the Oxford University Centre for 
Business taxation and Professor of Business 
taxation at the Saïd Business School, is to 
receive GB£2.2 million over four years from 
the economic and Social research Council 
(eSrC). taxation can have large knock-on 
effects on the choices that a business may 
make including decisions relating to product 
prices, wage increases and investment.  
this project will further investigate the ways 
in which governments currently tax business 
and how in the future they can improve the 
design and management of business taxes.

TAxING BUSINESS
MICHAEL DEVEREUx STEVE NEW

MANAGING IN TURBULENT TIMES

MAkING SENSE OF SUPPLY CHAIN 
MANAGEMENT

THE TRANSFORMATION OF EUROPEAN 
FINANCIAL INSTITUTIONS AND MARkETS

the economic and Social research Council 
(eSrC) has announced funding of GB£1.5 
million for a new network to build closer 
links between the retail industry and leading 
retail researchers. Jonathan reynolds, 
Director of the Oxford institute of retail 
Management, will serve as Associate 
Director of the network. the retail industry 
Business engagement network (riBen) will 
bring together four of the UK’s leading retail 
research groups from the Universities of 
Oxford, Leeds, Southampton and Surrey. 
together they have some of the strongest 
existing research partnerships with the retail 
industry, links that riBen will build on to 
develop closer dialogue and knowledge 
transfer between social scientists and the 
retail sector. 

OxFORD RETAIL INSTITUTE  
ATTRACTS MAJOR FUNDING
JONATHAN REYNOLDS

Steve woolgar of the Saïd Business School 
has been awarded the prestigious J. D. 
Bernal Prize by the Society for the Social 
Studies of Science (4S). the Bernal Prize  
is awarded annually to an individual judged  
to have made a distinguished contribution  
to the field. Professor woolgar received his 
nomination for the major contribution he  
has made to science and technology studies 
throughout his career, including the analysis 
of the temporal and discursive organisation 
of discovery accounts; ethnographic studies 
of laboratory science; and visualisation in 
science.

STEVE WOOLGAR RECEIVES  
BERNAL PRIZE
STEVE WOOLGAR 

tarun ramadorai has been awarded an 
institute for quantitative investment 
research (inqUire europe) research  
grant of €10,000 to continue his work on 
the secondary market for hedge funds.  
the research offers an interesting glimpse  
at the behaviour of hedge fund investors. 
inqUire europe is a cooperative, non-profit 
professional organisation which was formed 
in europe in 1990 to bring together 
investment professionals interested in 
understanding and developing quantitative 
solutions to financial and investment 
problems. 

THE SECONDARY MARkET FOR 
HEDGE FUNDS
TARUN RAMADORAI 

in December 2008 Douglas Alexander MP, 
international Development Secretary, 
launched a new international Growth Centre, 
to be led by the University of Oxford and the 
London School of economics and Political 
Science, to provide practical help to promote 
economic growth in developing countries. 
the Department for international 
Development (DFiD) will provide  
GB£37 million over the next three years to 
fund the new centre whose co-directors will 
be Paul Collier, Professor of economics at 
Oxford, and robin Burgess, Professor of 
economics at the LSe.

NEW INTERNATIONAL  
GROWTH CENTRE
PAUL COLLIER

WORkING kNOWLEDGE

COLIN MAYER

RAFAEL RAMIREZ AND  
kEES VAN DER HEIJDEN

A research project carried out by Felix 
reed-tsochas, Lecturer in Complex Systems 
at the Saïd Business School, together with  
a team of international researchers, revealed 
which business connections are most likely 
to survive harsh economic conditions. the 
team analysed a new dataset from the new 
York garment industry, comprising 700,000 
financial transactions over a nineteen-year 
period, during which time the total number 
of firms in the industry dropped dramatically 
from over 3,000 to 190. the project’s 
findings may be of relevance to other 
networks undergoing severe contraction, 
such as ecological networks facing habitat 
destruction, networks of neurons affected by 
degenerative diseases, or the rapidly 
shrinking network of interbank loans.

ONLY CONNECT
FELIx REED-TSOCHAS
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MBA PROJECT

ince childhood, Bart weetjens 
has had a passion for rodents. 
Here are some of the things  
he admires about rats: they are 

easy to tame and train; they are adaptable; 
they love repetitive tasks; and they have a 
highly developed sense of smell – qualities 
that Bart, originally a product engineer from 
Belgium, realised would make them ideal 
landmine detectors. So ten years ago, he  
and fellow Belgian Christophe Cox set up 
APOPO, a non-profit organisation designed 
to train sniffer rats to detect explosives and 
diagnose disease.

By contrast, Christie George, an MBA 
student from the Saïd Business School, 
doesn’t like rodents very much at all. in fact 
she’s not that keen on animals. So when  
she and classmates Lindsay Miller, Alyson 
Goodner and Mitsuhiro Saito travelled to 
tanzania to work on a business plan to  
scale up APOPO’s work, she wasn’t thrilled 
about meeting the nosey creatures. After  
all, African giant pouched rats, which can  
grow up to 40 centimetres long and have 
40-centimetre long tails, are not everyone’s 
idea of cute and cuddly. 

SNIFFER RAT FACTS
•  African giant pouched rats weigh up to 1.5 

kilograms. they live in burrows and find their way 
around using their sense of smell. they collect food 
in their pouches and store it underground. 

•  the rats are trained using a combination of click 
training and food rewards. they are put on a leash 
and sniff out increasingly challenging tnt targets, 
initially using de-activated landmines in a 
simulated minefield. 

•  the rat wears a small harness and is guided by a 
search string, which is connected between two 
trainers. the rat moves systematically up and down 
the search string and scratches the spot when it 
detects a landmine. 

•  each rat has its own handler, and caretakers 
regularly take the rats out for play and exercise. 
However, rats don’t get as attached to their 
handlers as dogs do, meaning rats can work with 
any trainer. 

•  the relatively light weight of the rats means that 
they are far less likely than dogs to set off the 
landmines when they find them.

“i have been thinking about light a lot here. 
the people of tanzania deal with the deepest 
pools of adversity in most waking moments 
of their lives. However, their spirit is 
incredible. ‘Jambo’ means hello and when 
you are walking at any hour on any road you 
will hear people say this. not because they 
feel they have to, but because they take pure 
joy in it. it is one of those light moments –  
a rarity in their lives – and they eat up every 
one of those moments. it is the thing i love 
most about my days here. Sometimes you 
just need a bit of jambo.” 
Alyson Goodner’s MBA diary

the MBA team was tasked with charting  
the market landscape for both landmine 
detection and tuberculosis detection (a new 
application APOPO is developing) and with 
providing pricing recommendations for 
detection services in both these markets. 
Over the course of two weeks research  
in Oxford and six weeks at the Sokoine 
University of Agriculture in Morogoro where 
APOPO has been based since 2000, the 
classmates put into practice much of what 
they had learned on the MBA programme. 
“Positioning rats as life savers was a 
fascinating marketing problem, and the 
project offered the opportunity to put into 
practice many of the marketing theories we 
had learned in the classroom,” Christie says.

the team’s final recommendations 
included: a competitive product package  
for de-mining which could be presented to 
governments around the world; a range of 
potential business models for launching  
the tB application so as to maximize its 
impact; and suggestions for how APOPO 
could change their funding strategy – to go  
from a traditional non-profit supported by  
a range of foundations and governments,  
to a social enterprise which considers 
governments as customers. the team also 
developed a tool to help APOPO evaluate  
the many suggestions they receive for 
additional applications, which range from 
detecting drugs in air and sea cargoes to 
digging for truffles. 

“the strategic consulting project was a great 
success for APOPO, and set the organisation 
on the rails for further business plan 
development,” Bart says. 

the team’s connection with APOPO  
did not end when they completed the  
MBA programme in September 2008.  
the teammates are still regularly copied  
into emails detailing progress on key issues.  
in addition, Lindsay Miller is now employed  
by Virtue Ventures, a consultancy which  
specialises in social entrepreneurship 
development through research and technical 
services, and is directly involved in 
implementing the team’s recommendations. 

By the end of the project, Christie did 
manage to overcome her rat prejudice. “the 
rats did grow on me,” she admits. “they are 
actually pretty cute. it’s only because we’ve 
grown up thinking they’re gross that we have 
a problem with them.” As an afterthought 
she adds: “their tails are not really that  
cute though.”  

S

SCRATCH  
AND SNIFF

GiAnt rAtS GenerALLY Get A
BAD PreSS, BUt AS CHRISTIE
GEORGE AnD CLASSMAteS
DiSCOVereD, tHeY CAn Be 
LiFe SAVerS.

BY: ANTHEA MILNES
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On its way to becoming fastest-
growing top five world beer brand, 
Cobra Beer has run a number  

of innovative advertising and marketing 
campaigns, from Curryholic Dave to a series 
of television commercials around themes 
such as imagination and ingenuity. So what 
does the Cobra brand stand for? what makes 
it so successful?

A brand is what a brand does. is it 
the packaging? Yes. is it the liquid 
inside, and the less gassy extra 

smooth taste? Yes. is it the way the brand 
communicates, through its events, through 
its advertising? Yes. 

One thing that sums up the brand is its 
attitude. it is constantly breaking the mould, 
constantly going against trends. it is also the 
people who work with a brand in terms of the 
entrepreneurial spirit, the David and Goliath 
against all odds attitudes. All those things 
make up the brand.

there is this combination of being cool 
and contemporary on the one hand. we have 
an amazing cult following for the brand that 
has developed from day one, built up from 
the grass roots. And on the other hand, there 
is this impression of Cobra that it has been 
around for ever. it sounds so familiar, as if it 
has been around for centuries.

How important for the brand is the 
india connection?

we are a British company, and  
we are a British brand. But we are 
very much a beer of indian origin. 

the beer was created and developed in 
Bangalore, india, with Dr Cariapa, a brewery 
expert, brewed and bottled and exported from 
india for the first seven years of its life.

the recipe is drawn from the traditional way 
that indian beers are made, and then we have 
built upon that. the brewers in europe tend  
not to use rice, for example, but we use rice,  
we also use maize, and we use more than one 
variety of hop. So the indian heritage is very 
important, and we would never abandon that.

is it important to keep your brand’s 
roots alive?

it is where you are from. You 
cannot change where you are 
from. there is this whole thing 

about identity. i am indian and proud of that. 
i was born in india, brought up in india, i 
love india. i am indian; but i am also British. 
i’m also a Zoroastrian Parsi. i am also an 
Asian Briton.

You are not just one thing as an 
individual; you have multiple identities. 
Similarly with Cobra, it is beer of indian 
origin, and now manufactured in india for 
india. However, it is also very much an 
international emerging global beer brand, 
exported to over 50 countries around the 
world.

tell me a little bit about the latest 
“now you’re talking” positioning?

Part of the vision for Cobra was 
always to have a global brand,  
and so the taste had to be globally 

appealing, so there was this quest for the 
perfect beer.

the extra smooth less gassy taste is  
at the heart of the brand and gives it its 
drinkability and ability to go so well with 
food. we have always expressed that idea  
in our communications from the “less gassy 
beer” message earlier on, and the early 
Curryholic Dave adverts, all based around 
the drinkability and less gassiness.

Cobra is so easy to drink, it is effortless. 
And we have now translated this concept 
into effortless engagement. when you are 
drinking Cobra you are more comfortable 
because it is not so gassy. So you can eat 
more if you want to because the drink does 
not bloat you up – and so the banter flows 
– “less gassy, more banter”. So this is where 
the “beer for banter” line came from, which 
leads to “now you’re talking”. which of 
course has the double meaning of “now you 
are talking” as in “this is a great product”.

who are the most loyal Cobra
drinkers?

the key target in marketing terms, 
the primary consumer group, is 
called “premium image chasers”. 

they are 24- to 35-year-olds, who tend to be 
very image and fashion conscious, pre-family 
but living with a partner, they appreciate 
quality products, are willing to pay more  
for them, and are very brand loyal. Also 
premium male drinkers are our target market 
because they appreciate Cobra as well.  
that is why for example we reach our target 
market through sponsorship of a television 
channel like Dave.

then again, our market is very wide. we 
now have distribution to over 90 per cent of 
indian restaurants. everyone goes to indian 
restaurants regardless of age group, so 
everyone comes across Cobra.

we have always had a cult following, 
because Cobra built the brand up from the 
grass roots with no advertising expenditure, 
with no ability to advertise or commercialise 
the brand in any way. we have a very loyal 
and solid foundation to build on. So we have 
to be very careful never to dilute that, never 
to commercialise the brand.

SteVe COOMBer inDULGeS in SOMe
Beer BAnter witH KArAn BiLiMOriA, 
wHO FOUnDeD COBrA Beer in 1989 witH
FUnDinG FrOM HiS StUDent LOAn. 
in tHe eArLY DAYS, He wAS inVOLVeD in
eVerY ASPeCt OF tHe BUSineSS, FrOM
DiStriBUtinG tHe Beer tO tHe inDiAn
reStAUrAnt trADe in HiS CitrOen 2CV
(UntiL it FAiLeD itS M.O.t.), tO PerFeCtinG
tHe LeSS GASSY Beer tHAt HAS wOn SO 
MAnY AwArDS. 
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LORD BILIMORIA OF CHELSEA
ExECUTIVE CHAIRMAN AND FOUNDER OF COBRA BEER

BY: STEVE COOMBER
Q&A

“ WE HAVE ALWAYS HAD A 
CULT FOLLOWING, BECAUSE 
COBRA BUILT THE BRAND  
UP FROM THE GRASS ROOTS 
WITH NO ADVERTISING  
ExPENDITURE, WITH NO 
ABILITY TO ADVERTISE  
OR COMMERCIALISE THE  
BRAND IN ANY WAY.”
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Many people have a naïve view of advertising, Scott says. while  
she agrees that advertising can be a negative influence on culture, 
contributing to overly materialistic societies and the objectification  
of men and women, she says it is “foolish and uninformed” to believe 
that we would be better off just using goods for “what they are” 
without all the meanings, values and images attached to them by 
advertising. “without some way of distinguishing culturally among 
the proliferation of objects around us, we would not be able to make 
sense of modern material life at all,” she says. 

She is cautious about condemning the advertising of any 
particular products – whether it be toys or fast food. “we all have 
products or services we would rather not see advertised,” she says, 
“but i feel any constraints on speech, even commercial speech, 
should only be applied if it is certain that the public good will 
significantly benefit. remember, the fight against HiV-AiDS 
transmission has been substantially held back by religious groups 
who object to condom advertising. it’s a slippery slope.”

So what recent ads have impressed her the most? “Like everyone 
else, i love Apple advertising,” she says. “it’s beautiful, whimsical, 
inspiring, often funny; and strategically it’s always focused and right 
on target.” She admires the Dove Campaign for real Beauty for the 
sincerity of intent, even though her book Fresh Lipstick debunks the 
feminist critique of the beauty industry. the CAre “i am powerful” 
campaign also appeals. “i love it because it fits in with my work,  
but also because the photography in it is simply stunning.” As for 
campaigns that repel her, “American beer advertising is really gross,” 
she says.

Scott is optimistic about the future prospects for advertising 
despite the recession, new technologies such as ad-skipping, and the 
fragmentation of audiences. “i am always amused at the way every 
economic downturn and new media technology causes folks to 
declare ‘the end of advertising,’” she says. “For at least a hundred 
years, pundits and especially advertisers have been saying last rites 
over the ad agencies. these declarations have been wrong every time 
and they will be wrong again. i often joke to my classes that, due to 
an incredible ability to mutate in self-defence, advertising agencies 
and cockroaches will both survive when the rest of us are long gone.”

in her teaching, Scott encourages students to see how their 
marketing activities can have a positive impact on the communities 
in which they operate by providing an understanding of the 
relationships between individuals, social systems and goods. the 
marketing, culture and society elective she teaches to MBA students 
“adds back in the crucial elements excised by classical economics,” 
she says, “getting them to consider markets in a way that is culturally 
situated and historically informed.” it is an approach that chimes  
in well with the Saïd Business School’s broader goal of preparing 
students to operate effectively in different global markets.  

inda Scott does not live in an ivory tower. while she 
believes in the value of rigorous research, the projects 
she is involved in are firmly rooted in reality and are 
designed to have a positive impact, in particular on the 

economic empowerment of women. 
Scott’s current projects include working with Avon on direct 

selling in South Africa (see pages 08–09), acting as an advisor for 
Omnicom’s recently formed G23 consultancy (see pages 14–15),  
and collaborating with Procter & Gamble on a research project to test 
the theory that providing sanitary pads is likely to be a simpler and 
cheaper way to improve girls’ school attendance in developing 
nations than other comparable interventions. 

this last project is important Scott says, because female 
education is firmly linked to economic development, affecting not 
only national productivity, but also fertility rates, infant mortality and 
disease. Colleagues Sue Dopson, Paul Montgomery and Catherine 
Dolan have already conducted qualitative research into the problem, 
using Ghana as a prototypical site, and the team is now preparing  
to carry out a trial study at selected sites. the research is being 
conducted in partnership with CAre international and is being 
facilitated by the Ministry of education in Ghana. 

Scott is motivated by a passion to make a difference. “i believe 
the time is right not only for eradicating the most extreme instances 
of poverty, but for erasing the horrific forms of gender oppression that 
still occur in much of the developing world,” she says. “the combina-
tion of available funding, plus institutions and corporations willing to 
take up the work, and media interest, make this the ideal time to be 
working in this field.” 

She is particularly interested in market-based approaches to 
solving these problems, and her work with multi-nationals takes  
her to corners of the earth she would otherwise never have visited. 
“it’s not always pleasant and i experience culture shock fairly often, 
but i feel lucky to be doing what i am doing,” she says.

Scott joined the Saïd Business School in 2006 from the 
University of illinois where she held professorial appointments  
in advertising, art, women’s studies, and communications. Her 
humanities background (she has bachelors and masters degrees  
in American literature and history) combined with experience 
working in corporate banking and advertising, and her MBA from  
a top US school, make her a formidable force. 

As Professor of Marketing at the School, Scott continues to  
be closely involved in advertising. Much of her past research work 
focuses on the use of music, art and language in advertising, and she 
is now the editor of Advertising & Society review, the first scholarly 
journal devoted entirely to advertising and its relationship to society, 
culture, history, and the economy.  
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the Saïd Foundation is funding Linda Scott and Catherine Dolan to 
work with CAre international to study the livelihoods of poor women 
in Bangladesh as they engage with globalisation. the project will 
assess the earnings opportunities presented by new distribution 
arrangements for global consumer goods, multinationals’ efforts  
to effect positive changes for women at work and at home, and the 
impact of manufactured goods on women’s well-being.

“I BELIEVE THE TIME IS RIGHT NOT ONLY 
FOR ERADICATING THE MOST ExTREME 
INSTANCES OF POVERTY, BUT FOR 
ERASING THE HORRIFIC FORMS OF 
GENDER OPPRESSION THAT STILL OCCUR 
IN MUCH OF THE DEVELOPING WORLD.”
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CUSTOMER ANALYSIS
we completed ethnographic interviews with 
80 mothers who had not immunised their 
infants. Local students carried out the 
interviews under our supervision, and we 
then had them translated. three key findings 
emerged:

1.  ethiopian mothers generally value 
vaccination for their children and, all 
things being equal, would be happy to 
have their children immunised. Under-
vaccination does not result from the 
mothers’ ignorance or negative percep-
tions about vaccine efficacy or safety. 

2.  Mothers are often unable to get their 
children vaccinated because of the 
logistical hurdles involved. in ethiopia 
over 80 per cent of families live in rural 
areas, of which about 25 per cent are 
nomadic. the health posts that serve them 
are often a considerable distance away. 
Mothers can’t afford to lose a day’s work  

in the problematic countries. Our ultimate 
goal is to propose alternative interventions 
that will significantly boost routine vaccina-
tion rates in countries that are not on track to 
achieve “herd immunity” goals. 

Our research uses a problem-solving 
framework adapted from marketing strategy. 
we study vaccine delivery as a complex 
marketing system and seek to specify why 
the vaccine delivery system fails to deliver on 
its service goals. this analysis requires two 
types of data: a nuanced understanding of 
how our “customers” – in this case mothers 
with infants – understand, value, and use 
vaccine delivery, combined with a close 
study of how the current system is designed 
to deliver this service. 

we are carrying out this research in 
ethiopia’s Jimma Zone. in ethiopia, infant 
vaccination rates are running at about 57  
per cent, with huge variation between regions. 
Urban areas such as Addis Ababa achieve 
rates of over 90 per cent while rural areas 
with politically marginalised populations 
such as the Somali region struggle to 
immunise more than 20 per cent of their 
infants. in Jimma Zone, vaccination rates 
hover around 40 to 50 per cent.

he global public health sector 
has made massive investments 
in recent years to improve the 
vaccination rates in the 70 

poorest countries in the world. Galvanised  
by the Bill and Melinda Gates Foundation, 
developed countries now provide free 
vaccines to these countries for all the basic 
infectious diseases through the Global 
Alliance for Vaccines and immunization 
(GAVi). in addition, organisations such as 
the wHO, UniCeF, CAre, Save the Children, 
and national foreign aid agencies have 
worked intensively with health ministries  
to design, resource and implement more 
effective vaccine delivery programmes. 

while great progress has been made in 
raising vaccination levels in many countries, 
in about a dozen countries these interven-
tions have been unsuccessful. in countries 
such as india, the Democratic republic  
of Congo, nigeria, ethiopia, and indonesia, 
vaccination rates often run below 50 per 
cent in certain regions compared to the 80 
per cent or more needed to achieve a low risk 
of spreading disease – known as “herd rate 
immunity”. As a result, about 2.5 million 
children die each year of infectious diseases 
for which safe, efficacious and inexpensive 
vaccines exist. 

to help address this problem, we 
designed a research project which uses 
marketing techniques to diagnose the 
systemic barriers to effective vaccine delivery 

to get their infants vaccinated, they can’t 
find care for their other children, and  
have difficulty arranging transport.

3.    Mothers have little trust in the delivery 
system. they don’t believe that they  
will get good service from the Health 
extension workers (Hews) who deliver the 
vaccines: they believe they will be made 
to wait a long time, the Hews will likely  
be rude, vaccines may not be available, 
and the Hews may not administer the 
vaccinations when scheduled. they also 
hold the Hews’ skills in low regard.

CHANNEL ANALYSIS
Vaccines are perishable and so require a 
temperature-controlled supply chain or “cold 
chain”. the cold chain is a major constraint 
in designing service delivery. For example, to 
minimise wastage, vaccination in rural areas 
is organised around monthly vaccination 
days; and vaccination to outreach locations 
to vaccinate nomadic populations is even 
more infrequent. Because the supply 
channel to rural areas runs in an ad-hoc 
manner, with Hews placing orders for 
vaccines through their contacts at health 

centres, even this system often breaks down.  
these cold chain limitations are exacerbated 
by financial problems. Hews are paid poorly 
and often do not receive promised pay for 
outreach. extra financing provided by the 
organisations above flows to the end of  
the channel in a highly unpredictable and 
uneven fashion.

SERVICE DELIVERY
Given that mothers point to front-line  
service provision as the key barrier to 
vaccination, we are also investigating why  
it is that the marketing system does not 
successfully enable the Hews to fulfil their 
responsibilities. we are examining how 
Hews are constrained by the system, their 
management strategies to get their work 
done when the system allows them to do so, 
and the various types of service encounters 
that constitute their work. 

we are finding that the design of the 
delivery system, seemingly efficient from  
a supply chain viewpoint, actually severely 
impedes vaccination. it is not reasonable to 
expect mothers living at subsistence level  
to organise their lives around a single day  
a month to travel 10 or 20 kilometres on foot 
to get their child vaccinated. in fact, it is 

entirely reasonable for them to be less than 
enthusiastic, given the verbal reports in their 
neighbourhoods about missing vaccines and 
closed facilities. 

One key component of the Saïd Business 
School’s marketing, culture and society 
initiative is to apply leading edge marketing 
analysis to create innovative solutions to 
some of the most challenging social and 
environmental problems of our day. Vaccine 
delivery is one area where we feel our 
approach can bring unique insight. By 
analysing the vaccine delivery system from  
a marketing perspective, we have gained  
a good idea of the barriers to vaccination 
from the customer’s perspective, opening 
the way for a range of innovative solutions, 
which we are currently exploring.  

Jacob Mcknight is a DPhil student at Oxford 
University’s Saïd Business School. Douglas 
Holt is L’Oréal Professor of Marketing at 
Oxford University’s Saïd Business School.
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GiVe internAtiOnAL VACCine 
DeLiVerY PrOGrAMMeS
A MUCH neeDeD BOOSt.
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NOT TO BE MISSED

All Oxford Business Alumni members are 
invited to celebrate the new Year at the 
institute of Directors on 06 February  
2009. the speaker at the event will be  
Peter Sherratt, Chair, Lehman Brothers 
Foundation europe. tickets are £65 per 
person and can be purchased at www.sbs.
oxford.edu/NewYearDinner2009. 
For enquiries, please contact:  
alumni@sbs.ox.ac.uk, or tel 01865 288494.

this year’s Oxford india Business Forum  
in new Delhi will focus on “the social 
implications of growth: environment, 
health”. Speakers will include: Lord Patten 
of Barnes, Chancellor of the University of 
Oxford; Mr S ramadorai, CeO of tata 
Consulting Services; Mr Pavan Sukhdev, 
Managing Director, Global Markets, 
Deutsche Bank; Professor K. Srinath reddy, 
Chairman of the Public Health Foundation  
of india; and Mr Shashi tharoor, Chairman 
of Afras Ventures. Please note that places 
are limited.   
For further information email:  
deborah.lisburne@sbs.ox.ac.uk

each year nearly 800 delegates from more 
than 60 countries convene for this premiere 
gathering of the world’s leading social 
entrepreneurs. the 2009 Skoll world Forum 
will facilitate discussion, debate and critical 
questioning around the theme of “social 
entrepreneurship: shifting power dynamics”. 
Speakers will explore how social entrepre-
neurs access, navigate and influence power 
dynamics in their approach to change. 
Please note that places for this event are 
limited. 
www.skollworldforum.com

06 FEBRUARY 2009 25 MARCH 2009

25–27 MARCH 2009

EVENT: OBA NEW YEAR DINNER EVENT: OxFORD INDIA BUSINESS 
FORUM 2009

EVENT: SkOLL WORLD FORUM ON 
SOCIAL ENTREPRENEURSHIP

LOCATION: INSTITUTE  
OF DIRECTORS, LONDON 
TIME: 19.00 FOR 19.30

LOCATION: TAJ MAHAL HOTEL, NEW DELHI

LOCATION: SAID BUSINESS SCHOOL

the 2009 MBA reunion Dinner will be held 
at the Saïd Business School, in conjunction 
with the University Alumni weekend on 
Friday 25th September 2009. this event is 
a reunion for MBAs who matriculated in 
1998, 1999, 2004 and 2005. Please save 
the date. tickets will be available to buy soon 
on the OBA website, www.oba.co.uk. 
For more information, please contact: 
alumni@sbs.ox.ac.uk or tel 01865 288494.

25 SEPTEMBER 2009
EVENT: MBA REUNION DINNER

LOCATION: SAID BUSINESS SCHOOL 
TIME: 19.00 FOR 19.30

exeter at Saïd is a collaborative event in 
which the rector of exeter College brings  
a high level speaker to the Saïd Business 
School, usually followed by an informal 
supper at exeter College. richard Lambert 
became editor of the Financial times in 
1991 and during his ten years in this role 
launched the US version of the newspaper.  
A member of the Bank of england’s 
Monetary Policy Committee from Spring 
2003 until Spring 2006, richard took up 
the post of Director-General of the CBi in 
July 2006. 
For further details, please contact:  
deborah.lisburne@sbs.ox.ac.uk

19 FEBRUARY 2009
EVENT: ExETER AT SAID:  
RICHARD LAMBERT, DIRECTOR 
GENERAL, CONFEDERATION OF 
BRITISH INDUSTRY

LOCATION: SAID BUSINESS SCHOOL 
TIME: 17.30

BY: SARAH BARRELL
ALUMNI

twO OXOniAnS HAVe LAUnCHeD
tHe wOrLD’S FirSt Free 
StArt-UP VALUAtiOn tOOL.

those decisions are being made by humans, 
meeting each other and making a decision. 
no other industry of that size operates in  
that way.” in contrast, Goodson cites the 
insurance industry, which has long used 
mathematical equations to understand the 
potential risk that comes with each 
customer. 

One of the most interesting aspects of 
the start-up predictor is that it focuses not 
just on the concept but also places emphasis 
on the people – having the right team and 
right advisors. But can the human factor  
ever be mathematically quantified? not 
according to some of Younoodle’s critics who 
have suggested that a team dynamic and 
human chemistry can never be measured by 
a computer. 

On Younoodle’s launch, Michael 
Arrington, co-editor of techCrunch.com,  

a popular blog covering Silicon Valley’s 
start-up communities, put a few household 
names through the predictor. He found, for 
example, that Google would carry a valuation 
of US$88 million three years after its 
founding. this figure is short of the reality  
for Google after three years, but given that 
the average Stanford start-up comes out with  
a Younoodle prediction of US$300,000,  
it was clearly identified as an outlier.

And how does Younoodle do on its own 
test? According to recent investigations 
made by Daily telegraph’s enterprise editor, 
richard tyler, Younoodle thinks Younoodle 
will be worth US$96 million in 2010. Only 
time will tell.   
 
www.younoodle.com

ild speculation and internet 
start-ups once went hand in 
hand, but in the web 2.0 era,  
a more scientific approach  

to investment is required. to this end 
Younoodle, an online community for 
entrepreneurs, based in San Francisco,  
has launched the world’s first free business 
start-up valuation tool. its creators are 
claiming that its patented scientific 
prediction technology will revolutionise  
the funding process for would-be Googles 
and Youtubes.

 the two Oxonians behind Younoodle, 
Bob Goodson and Kirill Makharinsky, teamed 
up with rebeca Hwang, an engineering 
graduate from Mit to gather information 
from 3,000 established start-ups. they 
assessed each one, looking for patterns in 
four areas: the team, financial factors, the 
concept, and advisors. the results were then 
used to create the sooth-saying algorithm 
that drives the “start-up predictor”.

 to use the predictor, a start-up company 
simply fills in a survey with detailed questions 
focused on these four areas. they receive  
a valuation calculated as both a score out of 
1,000 and a cash valuation based on three 
years of trading. entrepreneurs can also see 
how their valuation changes when different 
skills or mentors are added.

 Co-founder Bob Goodson says it’s archaic 
that venture capitalists invest millions of 
pounds a day in start-up businesses based 
largely on a hunch. “Last year in the US 
alone there was US$67 billion invested in 
start-ups. it’s a huge amount of capital and 
it’s high risk,” he says. “But there is no 
quantitative modelling being done to help 
inform those decisions.  

W
YOUR  START-UP’S
PREDICT

FUTURE
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entrepreneurs need to think about how the 
structures and rules of engagement can be 
changed. For example, 25 per cent of all  
fuel use in europe and the US is in ’planes 
stacked up waiting to land. Probably around 
another 15 per cent is in ’planes waiting  
to take off. why? Luggage. everyone in  
the world has a different bag, so you need 
baggage handlers to load it. i spoke to the 
Foreign Airlines Group about this recently, 
and i said, “why don’t you all get together 
and say, from now on passengers are all 
going to use exactly the same bags? they will 
fit on a conveyor system and each passenger 
will have their own barcode. You could load 
and unload luggage from a ’plane in around 
five minutes.” the CO2 impact would be 
enormous. 

i’m fascinated by risk. it’s like walking  
to the top of a high diving board. You think,  
“if i do this badly, it’s going to hurt like hell 
and i’m going to have to pretend it’s really 
funny. You’re also wondering if the elastic  
on your swimming trunks is strong enough.” 
the energy you put into worrying about and 
analysing the risk, could better be put into 
taking action. 

At the eden Project in July 2003, the 
accountants said, “we need to bite the 
bullet, make redundancies, and cut costs.” 
instead, i decided to take an enormous 

gamble and build an ice rink. the  
accountants said, “You should do a study.”  
i said, “if we do a study, we won’t have time 
to order it.” we spent a million and a half 
pounds, but 140,000 people visited the 
Centre as a result. we kept all our staff,  
and now the ice rink is a cornerstone of our 
Cornish winter celebrations. 

i live by a number of rules. Firstly, i 
believe in “tinkerbell theory”. if you can  
get four people to believe in something as 
passionately as you do, it will almost 
certainly happen. You have to choose your 
four friends carefully. Make a list of what 
you’re genuinely weak at and hire people 
who can do those things. You want someone 
who’s a great speaker and salesman, who  
is aware of the world at large; and despite 
what i’ve said about accountants, you should 
always have a numbers person, someone 
who is cautious but not negative. 

Another rule i live by is “last man 
standing”. if you have a certain amount of 
charm and people know you’re not going to 
go away, they will eventually pay a large sum 
of money to make you go away. that’s been 
the entire basis of my success.

Another secret of success is lying or, as  
i prefer to say, “the telling of future truths”. 
Most people are lazy, unfocused, self-pitying 
and envious of people who have more talent 

than they do. the way to become successful 
is to have your idea, and gather all the  
people you admire together and say to them 
publicly, “i’m going to do this.” the fuel  
you will get from the potential shame of not 
doing it will be all you will need to drive you 
to success. 

the last rule of life i have is that i accept 
every third invitation i receive. i might 
accept the first and second, but i always 
accept the third. i do it deliberately because 
i want to put myself in the jeopardy of 
meeting people i wouldn’t otherwise have 
met. As a result, i’ve opened an old people’s 
home and judged an orchid prize for the 
west of england Orchid Society. every 
life-changing event of my life has come with 
that third invitation. 

For example, in 1997 i was invited to 
speak at a garden called Hestercombe near 
taunton in Somerset. three months later  
at a european Commission meeting at  
which they were deciding how to distribute 
money across the west Country, Humphrey 
temperley, chairman of Somerset County 
Council, stood up. He had attended my 
speech at Hestercombe and said he was 
prepared to drop two of his Somerset 
projects so the eden Project would get 
funding. My speech at Hestercombe turned 
out to be worth GB£12.7 million. 

the eden Project was built on time, on 
budget, without any major disagreements. 
the whole team volunteered to work with  
us for free again until we got the next round 
of funding. we opened properly on 17 March 
2001. Since then, we have had ten million 
visitors. eden has put GB£930 million into 
the Cornish economy, more than double  
the entire european budget for the whole of 
the south west of england.  

tim Smit is best known for his restoration of 
the Lost Gardens of Heligan and creation  
of the eden Project. this article is an extract 
from an Oxford entrepreneurs’ lecture he 
gave at the Saïd Business School in 
november 2008.

doubt anyone really knows 
what a social enterprise  
is. everyone likes to be  
enterprising – it’s sexy – but  

a lot of organisations that call themselves 
social enterprises are limited by their rules 
about shareholders and size. i believe real 
social enterprise is the most exciting 
corporate model to have come out of the  
last 300 years, but if you are a great social 
entrepreneur, you should be able to run BP. 
You shouldn’t have a different level of 
ambition to other entrepreneurs in terms  
of size or scope. it’s just about how you 
disperse the surpluses you create. 

Most people think small. in Cornwall, 
there are 212,000 households. On average, 
they spend £1,000 a year on energy. if  
you could get the various communities in 
Cornwall to buy into a communal energy 
project, where they would get a share in the 
company and agree to buy their energy from 
that new company for ten years, you could 
raise enough capital just from that to make 
Cornwall completely energy independent 
with renewables. it’s those sorts of skills that 
social entrepreneurs need.

I

TAkING THE

PLUNGE

SOCiAL enterPriSe iS ABOUt
tAKinG MASSiVe riSKS, SAYS
TIM SMIT. FOUnDer OF tHe
eDen PrOJeCt
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xford executive 
MBA alumnus 
Scott Patterson 
has launched  

a new student loans venture.  
the company called “Student 
Choice” is designed to help 
thousands of US students afford 
quality higher education. 

Access to higher education 
is increasingly difficult for  
the average US family. the 
government offers federal loans 
but these are capped, so until 
now families have bridged the 
gap in provision by borrowing 
from traditional lenders at 
relatively high rates.

Scott’s unique venture funds 
student loans through credit 
unions. Popular in the US for 
providing low rates on consumer 
loans, credit unions are not 
traditional players in education 
lending. 

“Student Choice helps these 
institutions to enter the market 
and fills an important gap in 
their loan product sheet,” Scott 
explains. “they are offering a 
competitive product without 
incurring high costs or additional 
overheads.”

Student Choice offers the 
same level of service as other 
sophisticated student loan 
programmes: a co-branded web 
site, a 24/7 call centre, a credit 
decision and underwriting 
platform, document processing, 
certification with more than 
8,000 schools nationwide, 
insurance, loan servicing, and 
marketing support. 

Since its launch in May 
2008, Student Choice has 
approved over US$60 million  
in new lines of credit to more 
than 2,000 students. there  
are already 20 credit unions 
participating, offering the 
private student loan product  
to their members, with another  
15 new organisations due to go 
live before the end of 2008. 

www.studentchoice.org

kYLIE CHARLTON

SCOTT PATTERSON
STUDENT CHOICE

ylie Charlton, an 
alumna of the Saïd 
Business School, 
is applying her 

experience as an investment 
banker to improving the lives  
of those who live on less than 
US$2 a day.

Charlton recently teamed up 
with eric Savage, an alumnus  
of Harvard Kennedy School, to 
launch Unitus Capital, one of 
the first financial advisory firms 
designed to meet the investment 
needs of social entrepreneurs. 
with US$5.5 million backing 
from private investors, Unitus 
Capital is a boutique investment 
bank for social entrepreneurs 
who are working to improve the 
lives of those at bottom of the 
economic pyramid. 

“i want to transform  
the capital markets so they  
are accessible to social 
entrepreneurs and become a 
fundamental source of growth 
capital for businesses focused 
on empowering the millions 

around the world living at the 
bottom of the pyramid,” says 
Kylie, who is managing director 
of the newly-formed organisation 
Unitus Capital will deliver 
services to microfinance 
institutions (MFis) building on 
the expertise of the founding 
team members in raising more 
than US$30 million for 14 MFis 
across six countries over the  
past four years. the firm will also  
be looking for opportunities to 
work with social entrepreneurs 
outside the microfinance arena.

Kylie moved to the US to 
work with Unitus inc. after 
graduating from Oxford’s 
one-year MBA programme in 
2004, initially leading its capital 
markets strategy before going  
on to form part of the founding 
team for Unitus Capital. 

www.unituscapital.com
 

UNITUS CAPITAL
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organ Murphy,  
a former Oxford 
executive MBA 
student, has  

gone from middle manager to 
president and owner of a seven- 
figure start-up company in  
just 18 months. Murphy used  
the executive MBA, and in 
particular the programme’s 

compulsory entrepreneurship 
project, to develop his idea for 
Motorpool, an online community 
of car enthusiasts. 

“Motorpool.com is an idea 
i’ve tossed about for a few years,” 
Murphy says, “but Oxford gave 
me the intellectual tools to  
put the idea into a language  
that a venture capitalist could 
understand.”

One of the people on the 
assessment panel for Murphy’s 
entrepreneurship project was  
an active venture capitalist who 
subsequently expressed an 
interest in funding Motorpool.  
As did a VC in Murphy’s 
hometown who, on hearing 
about a local boy being pursued 
by an english venture capital 
firm, put up a counter-offer,  
thus launching Motorpool.com, 
the next adventure in Murphy’s 
career.   
 
www.motorpool.com

roupSpaces, an 
Oxford-based web 
company providing 
online tools for 

real-world groups, has recently 
returned from Silicon Valley’s 
webMission 2008, a trade 
forum for the UK’s 20 most 
promising web companies.

Founded by two members  
of the Oxford entrepreneurs 
society, David Langer and Andy 
Young, GroupSpaces arose from 
the pair’s frustration at the 
multitude of different websites 
and programmes, which  
clubs and societies at the 
University of Oxford were using 
to organise themselves online. 
GroupSpaces offers one simple 
platform which saves groups 
time managing mailing lists, 
membership databases, websites, 
events, polls, surveys, file sharing 
and more. 

mail emblems was 
founded in early 
2007 by a pair of 
Oxford MBAs from 

the class of 2004–05, David 
Maren and Cameron turner. An 
email emblem is a hyperlinked 
icon in the email signature 
drawing attention to a chosen 
cause, increasing awareness, 
and encouraging viral giving. 
recipients of the emails can view 
and click on the emblem, allowing 
them to learn more about the 
cause, make a small donation 
and get their own emblem.

email emblems emerged 
victorious in one of europe’s 
largest business plan competi-
tions, the Oxford University  
21st Century Challenge. From  
a field of 74 teams, email 
emblems won the GB£10,000 
“tomorrow’s wealth Prize,” 
sponsored by DFJesprit, 
PricewaterhouseCoopers and 
Sumitomo Bank. Across all three 
challenge tracks, comprising 
182 teams from 23 countries, 
email emblems finished in the 
top three. 

while organisations typically 
target major gifts from a handful 
of wealthy donors, this company 
aims to bring in small gifts  
from millions of people with the 
intention of raising US$3 billion 
democratically for the world’s 
most important causes by the 
end of 2012.  

www.emblematic.org

in January 2008, GroupSpaces 
successfully raised a six-figure 
sum from a syndicate of 
experienced angel investors 
including London-based 
Avonmore Developments, 
making them, at age 22, the 
youngest University of Oxford 
entrepreneurs to receive venture 
funding. GroupSpaces is 
currently honing its product in 
the UK student market where  
it has attracted over 100,000 
members and 70 blue-chip 
advertisers including McKinsey, 
iBM and JPMorgan.

in 2009, the company will 
be looking to raise a further 
round of funding to facilitate 
aggressive expansion and 
internationalisation. 

www.groupspaces.comM 
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FAST FORWARD

new VentUreS FrOM OXFOrD
ALUMni rAnGe FrOM A weBSite FOr
CLASSiC CAr entHUSiAStS tO A
BOUtiqUe inVeStMent BAnK FOr
SOCiAL entrePreneUrS.

MORGAN MURPHY

DAVID LANGER AND  
ANDY YOUNG 

DAVID MAREN AND 
CAMERON TURNER

MOTORPOOL

GROUPSPACES

rand Up, 
co-founded in 
2006 by Saïd 
Business School 

graduate Kristina Faddoul, 
creates and develops retail 
brands, offering services ranging 
from devising entirely new 
brands, to developing market 
entry strategies for clients going 
into new markets or new product 
segments. 

the company’s latest 
innovation comes in the shape  
of “DnA Jewels”. DnA Jewels 
aims to identify stellar domestic 
brands, customising them for 
different countries, according to 
the particular characteristics 
and tastes of the destination, 
and selling them in multi-brand, 
multi-segment stores. the first 
stores are due to open in 2009 
in Hamburg and new York City. 
A large part of each store’s floor 
space will be dedicated to web 
2.0 applications driven by novel 
technology that will personalise 
the retail experience.  

www.brandup-ltd.com

B

kRISTINA FADDOUL
BRANDING DREAMS

EMAIL EMBLEMS

BY: SARAH BARRELL

MORGAN MURPHY USED THE  
ExECUTIVE MBA, AND IN PARTICULAR 
THE PROGRAMME’S COMPULSORY  
ENTREPRENEURSHIP PROJECT, TO 
DEVELOP HIS IDEA FOR MOTORPOOL,  
AN ONLINE COMMUNITY OF CAR  
ENTHUSIASTS
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n real life, the tortoise loses” 
was one of the ads used to 
advertise the economist.  
i would like to explain why,  

in my view, the economist has consistently 
been a hare rather than a tortoise, and to 
draw out the key elements in our success as 
an example of building global media brands. 

A BIT OF BACkGROUND
the economist was founded in 1843, at  
the time of the proposed repeal of the Corn 
Laws, and the beginning of the free trade 
movement in the UK. it started life as the 
economist and railway Monitor and was 
keen then, as now, to promote the notion of 
free trade. 

in 1929, the company was restructured 
to its current form. the structure is unusual. 
there are three classes of shares, all  
with equal financial rights. there are the 
ordinaries, which are non-voting, and A and 
B shares. the B shares have to be owned  
by a corporate, and cannot be owned by  
a private individual. Since the 1920s they 
have been owned by the Financial news, 
now the Financial times. the A shares, on 
the other hand, have to be owned by private 
individuals and cannot be owned by a 
corporate. Originally the shares were owned 
by five families, the rothschilds, Schroders, 
Cadburys, Laytons and Greggs. today they 
still own significant numbers, but the shares 
are more dispersed. the A shareholders 
appoint the majority of directors on the 

board, and thus have control, which means 
that the economist Group is not a subsidiary 
of the Ft, but an associate. the board is 
independent, with independent directors. 

in addition, there is a trust. this has two 
jobs. One is to protect the independence  
of the editor, and the other is to register the 
transfer of voting shares. 

THE SUCCESS OF THE ECONOMIST 
BRAND
the economist brand includes the 
economist intelligence Unit,  
economist.com, economist books, 
intelligent Life, and of course the  
economist magazine.

the magazine is a global product, with 
some regional variations: the cover, the 
paper stock, and the ad editions create quite 
a distinctive look and feel in different parts 
of the world. Circulation has risen from 
70,000 in 1963 to over 1.3 million today – 
180,000 in the UK; 720,000 in north 
America (where circulation has more  
than doubled since 2000); 280,000 in 
continental europe; and 130,000 in the 
Asia Pacific region. 

So, circulation is well spread round the 
world and growing a good 10 per cent a year, 
with a vitality that is very rare at the moment. 
Likewise, the economist Group produces good 
profits. there has been an increase of over  
20 per cent increase in like for like operating 
profits year on year for the last two years.

WHY THE HARE WINS
So why is the economist such a successful 
brand? 

Firstly, i would credit our excellent 
editorial work with its relentless focus on 
quality. this is made possible by the degree 
of editorial independence guaranteed by the 
organisation’s distinctive structure. it is also 
made possible by investing in journalists. 
Our journalists are quite well paid, with  
good benefits and a congenial working 
environment. 

Secondly, world forces in recent decades 
have played to the strengths of the brand. 
Globalisation, terrorism, financial market 
turmoil, the rise of the BriC countries, free 
trade, and market forces, not to mention the 
complex interrelationships between them, 
certainly need explaining.

thirdly, the British origin of the brand 
helps. the economist is not in some 
international departure lounge without 
personality where no one speaks proper 
english, and everyone has a Montblanc  
pen. the fact that the economist has  
a personality is critical. Having a point of 
view gives the paper a personality. 

there’s something else about the British 
origin that’s important, and that is the place 
of Britain, like it or not, as translator of the 
Anglo Saxons to those on the continent, and 
the place of the British as constructive friend 
to the Americans. the economist brings 
them the outsiders’ view, from someone they 
trust. London’s role as a world centre is also 
helpful, because it is “in the swim”. the pool 
of journalistic talent in this city is useful too. 

the fourth element in the economist’s 
success is long-term investment in the  
brand and brand management. this means 
knowing what the brand stands for across  
all audiences and how that should inform 
everything that is done in all areas of the 
business. As noted on its contents page, the 
economist’s goal is to “take part in a severe 
contest between intelligence, which presses 
forward, and an unworthy, timid ignorance 
obstructing our progress”. we want to lead 
the debate in the pursuit of progress, making 
sense of what is happening in the world.  
the brand is managed not only by intelligent 
advertising, but through marketing in all its 
forms, with money committed over a number 
of years, and consistently.

the final element is our emphasis on 
customer insight. we carry out a lot of 
market research to ensure that we put the 
needs of readers and consumers of the 
economist at the heart of what we do. 

THE LESSONS: WHAT IS TRANSFERABLE 
TO OTHER MEDIA COMPANIES?
the media industry in the UK is incredibly 
competitive, with 8,500 magazine titles  
in over 54,000 outlets vying for readers’ 
attention. Competing in such an environ-
ment makes any company leaner and fitter. 
Many other parts of the media industry  
are equally as competitive in the UK,  
one of the reasons we have a fit and lean 
media industry compared to international 
competitors. 

the second area where there are 
transferable lessons is in the business 
model. Having learnt to put the reader first, 
we price the magazine at a premium so we 
make money on every copy. the business is 
highly international, which helps to balance 
out downturns in one particular region. 
Additionally the existence of two strong 
revenue streams can help in countering 
cyclical swings in advertising revenue.

the third lesson is around brand 
management. Having consistent values, well 
documented and consistently implemented 
is essential. Brand extension activity needs 
to have high hurdles. And even then success 
is far from guaranteed. “Sticking to the 
knitting” is usually good advice. Don’t  
move too far from the core. the economist 
intelligence Unit is a good example. 

Fourth, is the use of different media. 
During the initial dotcom boom, we didn’t 
“bet the farm” on our online presence. 
Seventeen per cent of our revenues are now 
digital but these have built up over time, 
based on an in-depth understanding of what 
our customers want. the future will be about 
how to do even more on the web, but in the 
end it’s not the medium which will tell.

Lastly, we understand the market for 
“serious stuff”. As the editor of the Guardian 
said recently, we can both enjoy watching a 
football match and enjoy watching a serious 
play at the theatre. there are huge audiences 
for material that is not dumbed down. the 
economist reckons on about 30 million 
people around the world who are interested 
in high end journalism. 

Above all, it’s the people that matter – 
having the talent and the teamwork to get 
excellent execution and growth both in the 
business and in value to shareholders.  

Helen Alexander is vice-president of the 
Confederation of British industry. She was 
chief executive of the economist Group  
from 1997–2008. She is an Honorary Fellow 
of Hertford College, Oxford. this article is  
an edited excerpt from a talk she gave at the 
Saïd Business School in October 2008. 

tHe eCOnOMiSt HAS Been SO 
SUCCeSSFUL BeCAUSe it LeADS tHe
DeBAte, ArGUeS HELEN ALExANDER,
itS FOrMer CHieF eXeCUtiVe. 

“THERE ARE HUGE AUDIENCES FOR MATERIAL 
THAT IS NOT DUMBED DOWN. THE ECONOMIST 
RECkONS ON ABOUT 30 MILLION PEOPLE 
AROUND THE WORLD WHO ARE INTERESTED  
IN HIGH END JOURNALISM.”

IN REAL LIFE THE TORTOISE 

 LOSES

I
“ 
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BUSINESS AS USUAL

UNIVERSITY OF OxFORD TOPS ITUNES U  
DOWNLOAD CHART

SAID BUSINESS SCHOOL JOINS GOLDMAN 
SACHS’ “10,000 WOMEN” INITIATIVE

SAID BUSINESS SCHOOL ALUMNA 
APPOINTED WHITE HOUSE FELLOW

OxFORD UNIVERSITY ESTABLISHES 
CENTRE FOR CORPORATE REPUTATION

PROFESSIONAL PRACTICE

he University of Oxford 
occupied the number one  
spot in the global itunes U  
top download chart in October 

2008 thanks to the popularity of Joseph 
Stiglitz’s podcast about the credit crunch. 
Professor Stiglitz, former Chief economist  
of the world Bank, was invited by the James 
Martin 21st Century School to give his talk 
as the May Day Public Lecture. 

the University of Oxford launched its 
podcast site on itunes U on 7 October 2008. 
in the first week there were 168,000 visitors 
to the site and 60,000 downloads. this  
free site features public lectures, teaching 
material, interviews with leading academics, 
information about applying to the University, 
and much more. 

n September 2008 the  
Saïd Business School at the 
University of Oxford announced 
its participation in Goldman 

Sachs’ “10,000 women” initiative. the 
“10,000 women” programme supports 
partnerships between universities and 
development organisations designed to 
provide a generation of women in under-
served areas around the world with a sound 
business and management education.  
the initiative is grounded in the belief that 
expanding the entrepreneurial talent and 
managerial pool in these economies –  
especially among women – is one of the most 
important means of increasing economic 
opportunity. Specifically, the Saïd Business 
School will partner with Zhejiang University 
in China to support training for 500 women 
entrepreneurs.  

n 26 June 2008 the white 
House announced the 
President’s appointment of 
fourteen white House Fellows, 

including Sarita James, a Saïd Business 
School alumna. the Fellows are selected by 
the President’s Commission on white House 
Fellowships, to participate in America’s  
most prestigious fellowship programme for 
leadership development and public service. 

Sarita is Senior Vice President of the 
50-person Strategy and Policy Division at 
new York City economic Development 
Corporation. Prior to nYCeDC, Sarita worked 
as a management consultant for McKinsey  
& Company, where she advised clients  
in the technology and telecommunications 
industries. Sarita’s humor writing has 
appeared in the new York times, and she 
serves on the board of Ankur Kala, a Kolkata- 
based women’s non-profit.  

xford University has estab-
lished a new teaching and 
research centre at Saïd 
Business School focused on 

corporate reputation. the Oxford University 
Centre for Corporate reputation will be 
concerned with the underlying determinants 

of corporate reputation globally and how 
these impact on firms and their overall 
performance. its director, rupert Younger, 
previously co-founded Finsbury, the financial 
communications group.

the Centre will undertake a major set  
of research programmes within Oxford and  
will also appoint a number of international 
research fellows in the area from leading 
universities and business schools around  
the world. the findings of this research will 
be transferred into the Centre’s teaching 
programmes, including invitation only 
courses for senior managers including 
chairmen and CeOs, open programmes,  
an elective for the Oxford MBA and executive 
MBA programmes, and a Distinguished 
Speaker annual lecture for undergraduates.  

he Clifford Chance Conference 
on Professional Service Firms, 
organised by the Centre for the 
Management of Professional 

Service Firms at the Saïd Business School 
and held in Oxford on 6 and 7 July 2008, 
raised some new and challenging questions 
about what it means to be a professional. 
Papers were invited on the theme of 
professional practice: what professionals do, 
how they acquire their expertise, and how 
they organise themselves.

“the professions are changing and how 
we are studying them is changing also,”  
said Professor tim Morris, Academic  
Director of the Centre. “we are less explicitly 
concerned with the firm as a unit of analysis. 
the firm is but one actor in a whole network 
of relationships between individuals, 
organisations, regulators, and governments. 
we are beginning to look less at what is 
happening within professional service firms 
and more and more at the links between the 
work of professionals and big issues such  
as regulation and government.”  T
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BY: STEVE COOMBER
ALUMNI

A new weBSite FrOM OXFOrD ALUMnUS PHiLLiP
HOFMeYr HeLPS SHAre YOUr tOP tiPS witH 
YOUr FrienDS.

expert on sailing, i might snag your list on 
places to go sailing in the Mediterranean, 
because i trust your opinion. So you store 
your own lists, look at your friends’ lists, and 
use their expertise, because you trust them, 
as a reference.” if you are anti-social, all  
is not lost. For the friendless, and others,  
a recommendation feature is built in. Using 
clever technology Snagsta can compare all 
the items and lists in the database, establish 
which people are like-minded, and make 
recommendations accordingly.

“if we find a correlation between you and 
an ex-pat living in Shanghai, for example,  
we can send some of his lists to you, and 
your lists to him,” says Hofmeyr, “and you 
will probably value that information because 
you have similar tastes.”

Hofmeyr did his MBA at the Saïd 
Business School in 2002, with the aim of 
making the transition from SMes to a larger 
corporation. “Prior to Oxford i worked in 
smaller companies and i wanted a way into  

a corporate environment, because i hadn’t  
had any of that kind of experience,” he  
says. “i knew that i wasn’t cut out for that 
environment for the rest of my life, but you 
can gather invaluable skills and experience 
in large corporations.”

the strategy was successful. Hofmeyr 
joined Vodafone after his MBA. it wasn’t  
long before he was back in SMe land, 
though, with his own start-up. “A friend  
got in touch with me in July 2007 and said  
he had a great idea for a website. Basically,  
he had a spreadsheet on his computer 
desktop where he kept ideas for restaurants, 
movies and stuff like that. As the spread-
sheet grew, people began to ask him for  
recommendations.”

the next thing you know, Hofmeyr and 
friend and co-founder Alex Moore had raised 
GB£100,000 funding, and were driving 
start-up Snagsta along the web 2.0 fast lane. 

the MBA network has come in useful. 
“One of the things i got out of the MBA  
was that the friends i made have excellent 
pockets of expertise in particular areas,” 
says Hofmeyr. “So that network of contacts 
has been very useful; whether it is asking 
someone about legal issues, or raising 
finance.”

now a member of London’s burgeoning 
internet start-up community, Hofmeyr is 
convinced great things lie ahead for Snagsta, 
(currently at the private beta testing stage). 
“no one combines the list site concept, the 
alignment and connections to friends, and 
the recommendation technology – those 
three in one,” says Hofmeyr. “we try to make 
lists much more useful to people than they 
are at the moment.”

if Snagsta proves successful, expect to 
see a few lists like this in the future:

A great list of recommendation sites.
1. Snagsta……  
 

www.snagsta.com

ou want to go out for dinner  
in London, but you don’t live 
there, so you don’t know which 
restaurant to choose. Sure,  

you can check out online restaurant reviews, 
scour the food critic write-ups in the papers, 
buy the Good Food Guide, but in the end  
you ask your friends, because they know 
what you like. And that element of trust 
among friends and like-minded people is  
the underlying concept behind Snagsta,  
a new internet business co-founded by Saïd 
Business School alumnus, Phillip Hofmeyr. 

Snagsta (www.snagsta.com) is a 
recommendation website where users post 
lists of their favourite things to help other 
browsers, says Hofmeyr. “So, for example, 
i’ve got lists of my favourite business books, 
movies, places to visit, restaurants, even 
famous quotes,” he says. 

“the idea is, that you keep those lists 
online, then you can also go and look at your 
friends’ lists. So, for example, if you were an 

Y

FAVOURITE

THINGS

SNEAk PREVIEW
 As an exclusive for our readers,  
Phillip Hofmeyr has offered to give the 
first 50 people who send an email to 
oxford@snagsta.com, the chance of  
a sneak preview of the site.
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MBA PROJECT
BY: STEVE COOMBER

A teAM OF OXFOrD MBAS
wOrKeD witH tHe
internAtiOnAL CriCKet
COUnCiL On tHeir ViSiOn FOr
tHe FUtUre OF twentY20
CriCKet.

launch of the indian Premier League, has 
fuelled widespread consumer interest in this 
form of cricket,” says waller. “twenty20 has 
opened a valuable window of opportunity for 
the game. to secure its long-term success,  
it was important that the iCC engage key 
stakeholders in a strategic analysis of this 
sports product.”

the MBA team focused on a few key 
areas. the first was economic valuation. 
twenty20 cricket has smashed records for 
the sale of media and sponsorship rights, 
and waller wanted to understand the 
economic drivers involved and develop  
a longer term view of the economic impact  
of twenty20 on global cricket. 

Another area was considering whether 
twenty20 could be used to market cricket  
to parts of the world not seen as traditional 
cricket territories, such as north America, 
Continental europe and east-Asia.

“we interviewed a lot of people: the 
national boards, media companies from  
key markets, market research agencies,  
ad agencies, sponsors, officials, some 
managers, a broad range of stakeholders,” 
says D’Souza. “existing information was  
very fragmented, so we pulled all the data 
together.” 

the team’s findings confirmed 
twenty20’s potential to be the biggest earner 
in cricket. “Until September last year, the 
iCC Cricket world Cup and iCC Champions 
trophy (one day, 50-over cricket) were the 
most valuable cricket events on a dollars per 
day basis,” says D’Souza. “Since then, the 
new twenty20 leagues that have emerged 
have doubled and in some cases quadrupled 
those figures. we looked at four future 
scenarios for the development of the game 
and the most optimistic projected a total 
economic value for all forms of cricket 
exceeding US$20 billion from now until 
2020. in that, i include not only the 
combined value of media and sponsorship 
rights sold by cricket rights owners such as 
the iCC and its member countries, but also 
the advertising and subscription revenues 

obtained by tV broadcasters and others.”
A number of the team’s recommenda-

tions focused on the marketing of twenty20 
to a wider audience. there was a prescient 
suggestion that the iCC should launch a  
club champion’s league as a prime product,  
for example. However, the Board of Control  
for Cricket in india pre-empted this by 
launching its own international twenty20 
Champions League.

the MBA team’s research also confirmed 
that the twenty20 indian Premier League 
positioned twenty20 as entertainment, 
rather than pure sport, with televised games 
in the evening competing with the nation’s 
favourite soap operas for an audience.

“it has profound implications for the 
iCC,” says D’Souza. “in india, twenty20  
is sports entertainment on prime-time 
television. the iCC has traditionally 
promoted cricket as sport rather than 
entertainment. we recommended it adopt  
a more proactive approach, and look at  
the prime time tV markets.” 

the iCC appears to have been bowled over  
by the MBA team’s findings. “Scenario 
testing the financial model constructed by 
the SBS team showed a broad range of 
global economic values that could emerge 
from twenty20. Sound product management 
will be critical, so that value is created from 
the assets in a sustainable way,” says waller.

“with a clearer vision of how the future  
of twenty20 cricket may develop, the iCC 
can allocate resources more effectively, 
ensuring the game reaches new audiences. 
the market diagnostic tool developed by the 
team, as well as the template market entry 
strategy for twenty20, will help us to 
prioritise our market development efforts.” 

the project was also a rewarding 
experience for the MBA students. “twenty20 
is a very exciting, dynamic form of the game,” 
says D’Souza. “its tremendous success has 
taken everyone by surprise. it seems that 
cricket has woken up all of a sudden.”  

ith the cheerleaders, rock 
music and razzmatazz, it is 
hard to believe that twenty20 
cricket is the same sport as  

its more sedate, sleepy, summertime, first- 
class cricket parent. the brash newcomer,  
a compact, all-action version of cricket,  
with two sides bowling 20 overs each,  
is undeniably popular. it has knocked the 
cricket world for six, attracting many new 
fans, and posing some difficult questions  
for the game’s governing authorities in the 
process. what are the implications for the 
long term future of cricket? How important is 
this new format? How should it be marketed?

these were the type of questions that 
Melvin D’Souza, and fellow Saïd Business 
School MBA students Karandeep Vohra, 
Sunil Goyal, and Vaibhav Doshi, set out to 
answer, when they carried out a strategic 
consulting project for the international 
Cricket Council (iCC), the cricket world’s 
governing body.

“All four of us love cricket, so it was an 
exciting project to be involved with,” says 
D’Souza. “initially, the brief was to study the 
emerging twenty20 format around the world, 
and prepare a market entry strategy – to see 
if, by taking the new format global, there 
were opportunities to increase the economic 
value of cricket as a whole.”

Doug waller, business development 
manager at the iCC and an alumnus of the 
Oxford MBA programme, was convinced  
a better insight into the impact of the 
twenty20 game was required. 

“the media buzz following the indian 
team winning the inaugural iCC world 
twenty20 competition, combined with the 
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this huge market has snagged the attention 
of many western multinationals. nestlé is 
now manufacturing many of its brands using 
Halal processes and is working with Halal 
accreditation agencies to fast-track growth  
in islamic markets. Several western fast  
food chains including McDonald’s, KFC and 
Subway are opening more and more outlets 
that serve Halal products. 

Makers of toiletries such as Unilever  
and L’Oréal have introduced campaigns to 
gain the loyalty of that fast-growing group in  
the developing world, middle-class Muslim 
women. when it comes to buying high 
fashion Muslim women have never been 
behind in looking to the west. Significantly, 
an increasing number of islamic brands are 
now also targeting Muslim women. they 
include Safi, a Malaysian brand of cosmetics 
and hygiene care, Ahiida.com, a brand of 
swimwear for Muslim women (popularly 
known as the ‘Burqini’), and the new fashion 
glossy, Her Modesty Magazine. 

However islamic brands face several 
challenges in reaching a global audience. 
Perhaps the biggest concerns Halal 
products. this is actually a double difficulty. 
Firstly, Halal often evokes a very narrow 
image in western minds. in fact, Halal  
has positive implications to do with pure  
and healthy living. the little noted overlap 
between western concerns about the 
environment, sustainability and organic 
products and the core beliefs of islam is 
increasingly relevant here. islam not only 
advocates trade only of what is clean and 
wholesome but teaches that property is  
a sacred trust, that everything belongs to  
God, and that man is only His temporary 
steward on earth.

But even in predominantly islamic 
countries there is no common agreement on 
what actually constitutes Halal. throughout 
history, different countries and Sharia 
councils have come up with different 
interpretations. Disagreement extends 
beyond products to logistics. Some countries 
check rigorously whether Halal products  
are stored and transported separately from 
non-Halal products, others do not. 

Currently, Brunei is trying to become  
a leader in Halal accreditation and has 
established an extensive “Halal Park”  
to research and develop Halal products.  
in this initiative, it is working with several 
non-islamic countries like Australia, but is 

meeting resistance from other islamic 
countries such as Malaysia, keen to put  
their own national stamp on Halal products. 

islamic brands also run foul of the 
“country of origin” issue. Mention islam  
in the west and a negative reaction often 
kicks in. the biggest challenge for those 
promoting islamic brands to non-islamic 
audiences is to move attention away from 
where products have come from to what they 
actually are and the qualities they possess. 
there is a parallel here with the shift in 
consumer perceptions which has been 
achieved regarding the label “Made in 
Japan” since world war ii. immediately after 
the war that label meant cheap copies of 
western products; now it connotes high tech 
products of high quality and reliability. 

Many Muslims, like non-Muslims, want 
the latest, most beautiful and best designed 
trappings of the western world. they adore 
western brands – Manchester City and  
Aston Martin included – and want to have 
more. But, while islamic audiences love the 
western big brands, they want their own,  
for two reasons. Firstly, many western brands 
are not yet compliant with islamic values; 
and, secondly, islamic countries want to 
create their own global brands which they 
see as strategic business assets and national 
brand ambassadors. 

For both east and west the challenges 
are daunting. western brands have the 
marketing and branding expertise but  
often lack the cultural awareness and local 
knowledge to penetrate islamic markets 
successfully. For leaders in predominantly 
Muslim countries there is an array of 
branding opportunities ranging all the way 
from products and companies through to 
national identities. But they admit to not 
having enough knowledge and skill to do the 
job properly. they are buying a lot of brands 
but still do not know how to run them,  
relying instead on ex-pat employees. islamic 
business schools lag in teaching branding. 
But then so do western business schools: 
both see it as a subset of marketing rather 
than the other way round.

So, there is enormous pent-up demand 
in islamic countries to learn about global 
branding and marketing and a keen desire 
from a business perspective to learn the 
techniques and skills so ably demonstrated 
by the west. it is therefore timely that the 
executive education arm of Oxford 

University’s Saïd Business School is to 
undertake a project concerned with research 
and education in islamic branding and 
marketing that is intended to address both 
aspiring brand owners and managers in 
islamic countries and marketing managers 
in western corporations keen to succeed in 
islamic markets.  

Paul temporal, an Associate Fellow of  
the Saïd Business School, is one of Asia’s 
leading brand experts. He is currently 
leading a major research project into islamic 
branding and marketing.

here can be no doubt that the 
next wave of brand develop-
ment and success will come 
from the islamic world. its rise 

is partly a response to the surge of branding 
activity in the west since the late 1980s.  
By the 1990s a reaction had begun to kick  
in from Asia, with brands from Singapore, 
South Korea, india and China making 
considerable headway in global as well as 
regional markets.

Other factors are driving the development 
of islamic brands. islamic countries realise 
they cannot rely forever for their prosperity 
on their reserves of “black gold”. Dubai now 
has less than 20 years’ oil left, Brunei less 
than 50. it is also a sign of growing financial 
muscle. in global economic power, some 
islamic countries are rapidly gaining ground 
on their western counterparts. 

in the current economic crisis, islamic 
countries are charging to the rescue of the 
west. in november 2007, Abu Dhabi took a 
significant US$7.5 billion stake in Citigroup 
in order to rescue the giant financial services 
company from ruin. the Dubai investment 
Corporation has taken positions in many 
globally known corporations such as HSBC 
and Sony. As the crunch bit deeper, investors 
in Abu Dhabi and qatar stepped in to offer 
GB£7 billion to troubled UK bank, Barclays.

Many analysts see the cultivation of 
intangible assets such as strong brands  
as an essential feature in a mature and 
stable national economy. it is therefore not 
surprising that islamic branding successes 
are gaining profile. the emirates airline is 
one example, Dubai’s Jumeira luxury hotel 
chain another. 

islamic populations represent a vast 
potential market. Around a quarter of the 
world’s population is islamic by religion, with 
varying degrees of affiliation and observance 
of the qur’an. while business leaders  
and others in the west think of islamic 
populations as concentrated in a crescent  
of nations in the Middle east, significant 
minority Muslim populations girdle the  
globe from France to China and beyond.

T

BRAND NEW WORLD

tHe neXt wAVe OF MeGA
BrAnDS wiLL COMe FrOM
tHe iSLAMiC wOrLD,
ArGUeS PAUL TEMPORAL.

BUILDING BRAND OBAMA 
Barack Obama has built a global brand in less  
than two years – a phenomenal achievement  
accomplished using the methods of many 
successful international brands:

•  A central vision: Obama’s vision is “change  
for the better”, a vision given emotional power  
by such universal triggers as “yes we can” and 
“hope”. in all Obama’s speeches these words  
are forcefully repeated.

•  Core values: in Brand Obama these are honesty, 
openness, integrity, professionalism, passion, 
patriotism – all complemented by a powerful 
brand personality – that of Obama: approach-
able, caring, understanding, warm, firm but fair, 
visionary, cool and cosmopolitan. 

•  Understanding the target audience: Obama’s 
soaring aspirational rhetoric is rooted in practical 
understanding of the voter: for instance, the pain 
and helplessness they might have experienced, 
or the hope they carry for their children.

•  Empowerment: no consumer can resist an 
approach that talks about them and helps them 
feel they are in control. Obama would say things 
like, “this election is not about me – it’s about 
you” and “i’m asking you to believe. not just  
in my ability to bring about real change in 
washington...i’m asking you to believe in yours.”

•  Multiple touch points: Obama reached out to 
every demographic and psychographic target 
group, exploiting a mix of traditional media  
and modern technologies. these ranged from 
“Obama branches” selling memorabilia such as 
his “change the world” t-shirts, to online tools  
for local fundraising; and from “Barack tV” to 
texting “HOPe” to support the Obama campaign. 

in creating a compelling brand, Barack Obama  
has not just changed perceptions about himself 
but also about America. the American Dream  
has been brought to life and Obama has made 
everyone feel they can have a piece of it.  

Paul temporal
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