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BUSINESS AT OXFORDBUSINESS AT OXFORD 03DEAN’S PREFACE

eadership is a primary 
determinant of the success 
and failure of businesses.
Enlightened, effective leadership

promotes business to the benefit of investors
and society at large; weak, uninspired 
leadership is a source of both private and
social ills. Identifying good leaders and good
leadership is critical to the role of business 
in the economy and society.

Leadership matters
by Colin Mayer

Leadership is a central part of the
teaching and research of the Saïd Business
School. We are seeking to train the leaders of
today and tomorrow in all types of business
from the smallest entrepreneurial enterprises
to the largest international businesses.
We wish to further our understanding of
what contributes to good, enlightened
leadership and how to correct the failures
of poor leadership. 

This issue of Business at Oxford focuses on
leadership. It describes the variety of ways in
which the Saïd Business School is engaged in
the study of leadership. It is a core component
of our MBA and executive courses. It is central
to our research in organisational behaviour,
professional services, project management,
social entrepreneurship and strategy; and itis
an area in which the School is seeking to
expand its activities in the future.

What are the characteristics of good 
leadership? Marshall Young notes that 
sustainability, responsibility and the 
stewardship of assets are key issues for 
business leaders (page 6). Chris Sauer draws
attention to the entrepreneurial and flexible
approach that is required from major project
leaders (page 18); and Jessica Shortall’s MBA
project (page 9) is a good example of how 
environmental and social problems can be
tackled at the same time as creating wealth.

Leadership is not just about direction 
from the top. It is about enabling knowledge 
workers to operate autonomously and yet 
with a strong sense of collective responsibility 
(page 20); it is about communicating a 
clear strategy and asking the right questions 
(page 10); and it is about maintaining core 
values in a world of rapid change (page 28).

Having trained world leaders for the past
800 years, Oxford University and the Saïd
Business School are uniquely qualified to 
train the business leaders of the twenty-first
century. As the incoming Dean of the 
Business School it is a topic in which I have 
a personal as well as academic interest 
and part of my leadership will be devoted 
to implementing a vision that places the
Business School at the forefront of studying
and training tomorrow’s leaders.

That vision is for the School to be a place
where the academic, business and policy 
leaders from around the world come to
exchange ideas and learn from each other
about the determinants of effective leadership;
it is of a School that can make a major 
contribution to policy and practice which
transform the economic and social 
performance of business for the better. 
I look forward to realising that vision over 
the coming years.

L
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Leading from the front 
Steve Coomber talks to the Commandant of
Sandhurst about military leadership today

he term “military leadership”
conjures up an image of top-
down, hierarchical, command
and control leadership; the kind

of leadership typified by the First World War,
where a slavish adherence to rigid command
structures often translated into an inability 
to press home a tactical advantage, and,
arguably, to an unnecessary loss of life. 

Fortunately, however, military leadership
has moved on. The world has changed almost
beyond recognition since the Battles of Arras,
Passchendaele and the Somme. And, judging
by the training that officer cadets receive at
the Royal Military Academy Sandhurst each
year, military leadership has changed with it.

Military leadership is a special kind of
leadership. It involves what the military

euphemistically refers to as “unlimited liability”.
It is about life-or-death decision making. In
most cases, if a CEO makes the wrong call,
worst-case scenario: the stock price dips, 
people are made redundant, the company
folds. If a general makes the wrong call, 
worst case scenario: thousands of people die. 
Front-line troops pay the price for poor 
leadership with their lives. 

Such high stakes in the military arena
mean that effective leadership is essential, 
but it is not easy to find and train suitable 
leaders. The role of the officer today is far 
more complex than it was during the Great
War, 1914–1918, or the Second World War.

“The fundamental change is in the 
context: society, technology, politics, commu-
nications, these have all changed, even over the

T
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order to be able to cope with the complexities,
the pressures and pace of operations, that
young officers face,” says Pearson.

Character is another crucial factor. Who
you are dictates what you do, your decisions
and your actions, explains Pearson. That’s 
why officer cadets are, at times, pushed to
exhaustion and routinely suffer sleep 
deprivation. There are tough physical exercises
designed to stretch them to their limits and
instil physical and mental robustness. Plus 
the training addresses the issue of ethics, 
hoping to instil an ethical compass that will
help officers avoid Abu Ghraib type incidents.

Perhaps most importantly, however,
Sandhurst teaches a new generation of 
military leaders that they have to gain the trust 
and the respect of the people that they lead.
Without this, leaders cannot perform their
main function: getting people to do what 
they wouldn’t ordinarily go about doing; and 
leading them into life-threatening situations.

“Leadership demands an overwhelming
combination of self-belief, knowledge, 
determination and a will to inspire and instil
trust in others,” says Abi Bradley, an Officer
Cadet at Sandhurst. “A leader must win the
trust and respect of their soldiers.” 

Trust and respect have to be earned, says
Pearson. But how? Despite all the attention
paid to equipping officers for the modern
world, the answer to this question is the same
as it was for Wellington, Churchill and all the
other great military leaders throughout history –
by setting the right example, and living 
according to a clearly defined set of values. 
In this case the Army’s core values: courage,
discipline, integrity, loyalty, selfless commit-
ment, and respect for others.

At the Royal Military Academy, the training
is much more than textbooks, tactics and 
exercises; it goes to the very essence of a
cadet’s psychological and physical makeup, 
to the heart of what it takes to be a military
leader. “Fundamentally, my role is to deliver 
to the field army, the young officers that they
need,” says Pearson. “The development of
their leadership, their character, their intellect,
and, some might say, their soul, takes place
here at Sandhurst.”

EXPORTING LEADERSHIP EXCELLENCE
Each year around 75 overseas officer
cadets are trained at Sandhurst. In 
addition, the Academy contributes to 
military leadership programmes abroad;
Sandhurst staff wrote the programme for
the year long, officer training course in
Afghanistan, and regularly advise and
visit the Iraqi officer training academy 
in Baghdad.

last few decades. Our society is increasingly
fragmented, less homogenous,” says the
Commandant of Sandhurst, Major General
Peter Pearson. “It is a very different society
from which we get our leaders today, and in
which the Army exists and carries out its job.”

Advances in technology have had a huge
impact on the battlefield, and on the way war
is waged. There is more information available
to officers in the field than ever before, and a
shorter time within which to process that 
information. The “war on terror” highlights
how the nature of war itself is changing.

“Since the Second World War, advances in
electronics have required the military to totally
rethink its approach to command and control,”
says Marshall Young, director of the Oxford
Strategic Leadership Programme at Saïd
Business School. “The military has had to
cope with the impact of information revolution
sooner and more radically than most organisa-
tions. The increased speed of the decision 
loop has forced the Army to devolve a lot more
power and responsibility to the front-line.” 

For any hierarchical organisation, coping
with rapid change requires a major transforma-
tion, especially in terms of how people are
trained and developed. “The military has
changed some fundamental things about the
way it operates. ‘Mission command,’ is much
more important: the commander from above
gives his or her intent, and the person carrying
out that intent has a lot of freedom to deliver
what that commander is trying to achieve,”
says Pearson. “It is about establishing what
effect is required, and then getting on and 
creating that effect. This places a much higher
expectation on our young officers.”

It should be noted, too, that these young
officers are from Generation Y, the internet
generation. The 18 to 25s learn differently,
says Young. Less comfortable with the class-
room environment, they are far more at ease
with electronic learning, and they are putting
their internet savvy to good use.

“US officers in Iraq encountered situations
for which there were no answers in the military
doctrines which detail best practice. So the
officers went onto the internet, shared infor-
mation and explored solutions to problems
they encountered in the field,” says Young.
“Despite the hierarchical view we have of the
Army, there they are, in life-and-death situations,
using modern technology and approaches, and
the Army is flexible enough to support them,
because it knows it doesn’t have all the answers.”

So what factors does Sandhurst focus on
in order to train its officer cadets to succeed 
in the new world of warfare? People, for a start.
Leadership is all about relationships and 
people. Officership, for example, helps cadets
understand what it means to be an officer, and
to relate to others in that capacity. Then there
is intellect. “Intellect is absolutely crucial, in

n August 2006, alumni of the
Oxford Strategic Leadership
Programme took a “staff ride”
around the American Civil War

battlefield of Gettysburg in Pennsylvania. 
The “staff ride” takes its name from the

annual graduation exercise carried out by the
US Army War College before World War One,
when officers would mount their horses for a
week-long ride of Civil War battlefields. Buses
have long since replaced horses but the “staff
ride” continues to be part of the US Army’s
educational system. 

It was Mike Harper, Associate Fellow of 
the Saïd Business School and a former Chief
of War Plans and Director of the US Army’s 
Chief of Staff’s Strategic Planning Group, who 
suggested to Marshall Young, director of the
Oxford Strategic Leadership Programme, that
alumni complete the exercise because of the
importance of leadership in determining the
outcome of the Battle of Gettysburg. 

Gettysburg was the bloodiest battle in 
the Civil War with around 50,000 casualties, 
and it marked a turning-point in the American 
Civil War, halting Confederate General Robert
E. Lee’s invasion of the North. Over the three
days of 1–3 July 1863 victory hung in the 
balance, and commanders’ individual
strengths and weaknesses as leaders were 
crucial in the final outcome. 

“The battle provides a laboratory to 
explore contemporary issues,” explains Mike
Harper who led the ride together with Hal
Nelson, a retired US Army Brigadier General.
Issues explored through the ride include: 
strategy, decisiveness, empowerment, 
succession management, personal projection, 
communication, the use of new technology,
follow through and sense-making. 

I

Lessons in 
leadership from 
the Battle of
Gettysburg
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oday’s leaders are the first of 
the Industrial Age without 
well-established corporate 
structures, orthodoxies and 

relationships to fall back on. They are 
grappling with an increasing blurring of 
boundaries. Globalisation has been around 
a long time as a buzzword but is now 
becoming a reality. Leaders are moving from 
a world of stable national markets, identities
and politics to one with few boundaries, 
involving rapid change at the nexus of global
corporate, political and social networks. 

There can be a temptation for leaders 
to see themselves as technocrats. But this
approach won’t solve current problems. 
It is not enough to know about, say, brand 
management but not about larger issues such
as carbon footprints, outsourcing or dealing
with ethnic and religious sensitivities.
Sustainability, responsibility and the steward-
ship of assets have become key issues. 

Outside the West, leaders have always felt
the distinction between the economic and the
political and social to be highly artificial. The
young leaders I met on the African Leadership
Programme, which Oxford recently helped to
set up, are much more aware of a 

TFrom Gradgrind
to global leader

THE OXFORD STRATEGIC LEADERSHIP
PROGRAMME opens up new horizons 
on leadership and ways of leading. It 
exposes participants to a broad range of
leadership models, ideas and experiences,
inviting them to reflect on the key issue 
of leadership and their own approaches 
to it. The next programmes run from
12–17 November 2006 and from 
20–26 May 2007. 

For more information go to
www.sbs.oxford.edu/leadership

Leadership today requires emotional 
intelligence and broad frames of reference
argues Marshall Young
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disconnection between traditional social
norms and the demands of the modern global
economy than their European counterparts. 
It is a classic point of difference on the 
Oxford Strategic Leadership Programme
between say Africans or Chinese on the one
hand and Westerners on the other.

In the West we have had the luxury of 
separating economic from political and social
concerns. But even here people are no longer
prepared to accept this distinction. The joint
stock company is increasingly seen as a
leviathan, an outdated amoral model. A lot 
of people are wrestling with the unattractive,
unintended consequences of its legal and
bureaucratic structures. These worked well 
in the context in which they were developed
but the stability provided by that context is
going. Dissatisfaction is especially rife among
younger managers, who are looking to make a
broader and more significant contribution. 

Younger workers, especially well-educated
knowledge workers, are bringing new 
expectations to the workplace. They are less
trusting of organisations, less accepting of 
traditional hierarchy and less willing than past
generations to subordinate their interests 
to that of the organisation. They want 

challenging, meaningful work, seek greater
involvement and are more concerned about
work-life balance. 

This is only part of much broader 
dissatisfaction among employees. Surveys
show almost two-thirds of people are 
dissatisfied with the way that they are treated
by their organisations. They believe their 
leaders are not providing enough clarity and
stability. But they realise the problem has to 
do with the scale of demands made on their
leaders and not just their personal failings.

So what is the way forward? Is establishing
a more open organisational culture the
answer? The only way to deal with complexity
is to encompass a lot of different points of
view. Diversity is certainly important, and
many more women leaders are needed to 
help foster diversity. But “culture” – too easy 
a response – feels like yesterday’s solution.
“Culture” has to some extent gone the way of
“business process re-engineering”. It is part
but not the whole answer. 

Leaders today have to work much harder 
to achieve shared understanding among their
followers. Among practitioners the words
“empowerment” and “trust” keep cropping 
up – together with the flattening of hierarchies
in order to cope with complexity and keep 
people motivated and involved. As a model for
motivating and trusting people I would single
out Jasminder Singh, the head of Edwardian
Radisson Hotels. Radisson gives its new peo-
ple a lot of support but rewards performance
with rapidly increasing responsibility.

It is important to allow employees to make
mistakes. But, while this may be acceptable in
the private sector, it is far less so in the public
sector. Robin Butler, the former head of the
Civil Service, who has contributed to our 
leadership programmes, says that civil servants
get no rewards for the many things that succeed
but get pilloried for the few that fail. Take, 
for instance, the high profile failure of major 
IT projects in recent years. So they become 
risk-averse. In the private sector things are 
different. There the position is financially
cumulative: you can accept some mistakes 
so long as you end up with a healthy profit. 

What will tomorrow’s leadership be like?
Perhaps the internet offers a clue. So far IT
has been a two-edged sword. On the upside, 
it has enabled managers to manage extended
supply lines, outsource certain functions, and
so on. The downside, of course, has been a
speed and fluidity that is terrifying, especially
in global capital markets. This is where the
multi-nodal network model of the internet
comes in. Leadership in future will probably 
be increasingly distributed. There will be 
highly sophisticated systems for co-ordinating
leadership across a network. Just as we are
beginning to understand the internet has 
its own dynamics and behaviour, so we are 

beginning to realise networks generally are 
a critical form of organisation that leaders
must learn to master.

Unfortunately, today’s executives seem
less comfortable with the demanding
complexities of leadership. Leaders may
become an endangered species as executives
increasingly see the risk of premature burnout
as too great. A recent study of 150 companies
by the Conference Board of America
concluded that “demands on future leaders
may be so enormous that the pool of qualified
leaders will shrink... as potential leaders
question the goal of advancing to senior
executive positions”. Alarmingly, less than half
the companies in the survey saw developing
leaders as a high priority.

So how can academe help? We need to be
creative in tackling the intellectual challenges
involved in leadership – to help leaders in
operational positions to stand back and take a
wider perspective and to highlight wider philo-
sophical ideas that might be worth re-visiting. 

We need to help leaders to be more 
reflective about themselves. Participants 
on the leadership programmes that I have 
directed over the last ten years have been
highly intelligent, highly successful and very
senior in their organisations. However, I have
found them to be, with some exceptions, 
wholly unused to moving outside the classic,
techno-rational managerial mind-set and
unable to tap into the emotional intelligence
and broader frames of reference that 
leadership increasingly demands.

We desperately need leaders – not only 
in business but in all areas and at all levels 
of society. It is only too easy to become 
disproportionately absorbed in the demands 
of narrowly focused jobs. Leadership requires
a much broader range of skills than today’s
Gradgrinds in both business and government
would have us believe. 

“Thomas Gradgrind sir. A man of realities. 
A man of facts and calculations. A man
who proceeds upon the principle that two
and two are four, and nothing over, and
who is not to be talked into allowing for
anything over... With a rule and a pair of
scales, and the multiplication table always
in his pocket, sir, ready to weigh and
measure any parcel of human nature, 
and tell you exactly what it comes to. It 
is a mere question of figures, a case of
simple arithmetic. You might hope to get
some other nonsensical belief into the
head of George Gradgrind, or Augustus
Gradgrind, or John Gradgrind, or Joseph
Gradgrind (all supposititious, non-existent
persons), but into the head of Thomas
Gradgrind-no, sir !” 

Taken from Hard Times by Charles Dickens.

MARSHALL YOUNG
IS FELLOW IN
STRATEGIC
LEADERSHIP AND
DIRECTOR OF THE
OXFORD STRATEGIC
LEADERSHIP
PROGRAMME
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hen the cars lined up in Bahrain
at the start of the 2006 Grand
Prix Season, there was a new
addition to the Formula One

grid: two cars from the Super Aguri team. 
As the lights turned green, amid the noise of 
roaring engines, and the smell of engine oil
and burning tyre rubber, from his vantage
point in the team garage, Mark Preston, Super
Aguri’s chief technical officer, and Saïd
Executive MBA student, was celebrating an
achievement that seems impossible – launch-
ing a Formula One team in just 100 days.

When Preston applied to do an Executive
MBA at Saïd Business School, he was asked 
in his interview what he planned to do with his
career. “Start a Formula One team,” he replied. 

Originally from Australia, by the age of 27

project, I also started the Executive MBA,”
says Preston. “The programme structure
allowed me some time between modules to
work on the project. Doing the MBA was part
of my long term plan to get more into the 
business side of motor racing.”

“The MBA has helped me understand 
the business by looking at it in a very strategic
way, by looking at how and why motor racing
works, and applying a business structure to it.”

In October 2005 he was invited to be a
part of a project putting together a new F1
team headed up by Daniele Audetto, formerly
team manager at Ferrari and a colleague 
of Preston’s at Arrows, and Aguri Suzuki, 
previously an F1 driver with Arrows and Ligier.
It was an offer too good to refuse. And so
began the mad dash for the starting grid at
Bahrain, putting the pedal to the metal, 
weekdays, weekends and holidays.

There were plenty of people who that said
it couldn’t be done. But Preston and the Super
Aguri team proved them wrong. “Most people
were amazed that we even got to Bahrain,”
says Preston. “At the start of the season 
people predicted that we would be seven 
seconds off the pace, but we were about five
seconds down; now it is about 3.5 seconds.”

To the people who say Super Aguri should
be doing better, Preston points out the 
competition the team is up against. “We have
about 130 permanent staff, whereas other
teams have 500 staff. So we have a lot less
people doing the work,” he notes. “Some 

people outside the business might ask how
come we are not winning yet. That’s like saying
to a small software start-up, why aren’t you 
beating Microsoft.”

While the competition remains tough, 
and Super Aguri drivers are unlikely to be
spraying champagne from the podium any
time soon, there is reason for optimism, not
least the introduction of a new car mid-season,
a significant challenge in itself. “We are 
doing more than anybody ever expected,” 
says Preston. “And we are still building and
developing the team. So I think we are a good
bet for the future.”

W
Preston already had an engineering degree
and experience running a Formula Ford car
design start-up. He headed for the UK, joining
the Arrows Formula One team in 1996, and
within six years had become head of research
and development. When the Arrows team ran
out of gas in 2002, Preston moved to Team
McLaren as principal designer of structures.

The dream of launching an F1 team 
still nagged at him though. So Preston left
McLaren and, in 2004, founded Preston
Racing. “We were looking at entering an F1
team, going straight for it. We had a number 
of people in operations, finance, engineering,
development, PR. It was a classic start-up,” 
he says.

At the same time, he decided to brush 
up on his business skills. “As well as the F1

Steve Coomber talks to Mark Preston about
his race to the Formula One starting grid

The fast track
to success

If you are interested in sponsoring an 
MBA or EMBA project, please email
dee.broquard@sbs.ox.ac.uk
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rnica is best known as a 
homeopathic remedy for bruises
and swelling, but the story
behind the production of Arnica

is far from soothing, as Oxford MBA student
Jessica Shortall discovered in the course of a
“real-world” project that formed a compulsory
part of her course.

Shortall’s project involved writing a business
plan for the World Wildlife Fund’s Arnica 
montana preservation project in Garda-de-Sus,
a small commune in the Apuseni Mountains 
in Transylvania, Romania. Shortall devised the
plan together with fellow MBA students Josh
Hawn, Johannah Dods, Martin Zdravkov, and
Gertrude Makhaya in the early part of 2006.
Their object was to design a Romanian social
enterprise that would foster the sustainable
production and trade of Arnica montana, the
plant from which homeopathic Arnica is made. 

Arnica montana, also known as leopard’s
bane, is a wild plant with yellow daisy-like
flowers, which grows in many areas of 

The Oxford team was quick to recognise
that it would be hard for the planned social
enterprise to break even by relying on Arnica
montana alone. For this reason, their business
plan suggested that the best way forward for
the local community was to supplement their
income by adding other natural products, 
such as blueberries, to their operations. 

Another fundamental objective was 
the construction of a drying house, which
would enable locals to dry the plants on site, 
producing a higher quality product. The team 
predicted that controlling the drying process
would also give locals more control over the
supply chain, allowing them to deal directly
with alternative health companies such as
Weleda and Nelson, thereby increasing their
incomes substantially.

This ambition was realised after Shortall
contacted the UK chapter of Architecture for
Humanity. The charity donated its services 
to design a drying house that could be made 
from local materials and that blended in with
the traditional architecture of the Apuseni
Mountains. The building was constructed 
in spring 2006 using local labour.

The project was not without its problems.
“It was a huge learning experience,” says
Shortall. “We gained a real sense of the 
challenges of implementing socially 
entrepreneurial ideas in a developing country,
and of working with a large international 
non-governmental organisation. We came 
up against local politics, bureaucracy and 
problems getting the information we needed.” 

Nevertheless, she says, visiting Garda-
de-Sus was a life-changing experience.
Highlights included visiting hillside villages 
by horse-drawn sleigh and hiking in the snow
to watch the sunrise. 

mainland Europe. However, a combination 
of over-harvesting and the destruction of
Arnica montana’s natural habitat through 
the use of fertilisers is currently causing the
species to decline. Despite serious scientific
doubts about the efficacy of Arnica in reducing
pain and swelling, demand for the plant
remains high, and an estimated 250,000-
300,000kg of fresh flowers are currently 
used each year in Europe. 

The situation in Garda-de-Sus is typical.
Traders buy plants picked by locals at very 
low prices, often a few euro cents per kilo, and
sell them on to alternative health companies 
at a premium. During the harvesting season, 
villagers pick as many of the plants as 
possible, endangering the long-term survival 
of the local plant population. Despite this, the
income villagers make from the plants is low,
and if they can find a more lucrative use for
their land that requires fertilisation, they will
pursue it, destroying the plant’s habitat in 
the process.

USEFUL LINKS 

World Wildlife Fund www.wwf.org.uk/
filelibrary/pdf/amontana.pdf

Architecture for Humanity (UK)
www.afhuk.org

No pain no gain
Oxford MBA students apply business
balm to the arnica industry

A

SID201 Business at Oxford_10_aw  25/10/06  11:02  Page 9



10 BUSINESS AT OXFORD INTERVIEW

Through the glass ceiling
Susan Rice talks to Anthea Milnes
about women and leadership

hen Susan Rice was appointed
as Chief Executive of Lloyds TSB
Scotland in August 2000, she
made history by becoming the

first woman to head a British clearing bank.
Rice, who comes from Rhode Island, USA,
says that she herself was unaware of this 
fact until her first day on the job, when it was
brought to her attention. It is also largely 
unimportant to her: “I don’t think of myself as
a woman banker,” she says: “I’m a banker.”

Asked how she feels about the idea of
“female leadership styles” and “soft power”,
Rice answers that what matters is to have
examples of both men and women in the 
workplace exhibiting different styles of 
leadership. “Probably the most important
thing in this focus on the so-called “women’s
style of leadership”,” she says, “is that it
becomes legitimised. I think in the past, 
perhaps, there was one style of leadership –

W
which people felt was ‘it’. Now, I think most
people realise that leadership can be evidenced
in a lot of different ways.” Different situations,
Rice points out, require different leadership
styles; an organisation in crisis may need a
very directive and controlling leadership style. 

Despite this, Rice’s own leadership style
conforms in many ways to the ideal of female
leadership. She is known for listening, for 
asking questions, for communicating and 
for empowering her employees. She tends to 
play down these qualities in herself. 

Take her habit of asking questions: 
“When I first entered banking,” she says, “I
knew absolutely nothing about the industry.” 
Rice’s background was in higher education
administration and she had previously served
as Dean of both Yale and Colgate Universities.
“I couldn’t even understand the jargon in the
workplace. I had two choices. One was to bluff
it. The other was to take a deep breath, admit
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my ignorance and start asking questions. Now
that I do know quite a lot, I still ask questions
all the time. It helps me learn, but I’ve also
found it helps people who work for me come 
to their own conclusions – they find their way
by being prompted to think.”

Similarly, of her reputation for empowering
others, she says: “I think that’s because I
always hire people who are better than me at
something or know more, and if you do that,
you can’t do their work for them.”

Like many of her employees, Rice is a
working mother, with three children. So does
parenting help with leadership? “What you
learn when you raise children,” she says, “is
that whatever phase or stage the child is in, 
in most cases it passes with time. Sometimes
that’s a good reminder, whatever crisis you
might be in at work, to be calm and see the
bigger picture.”

“I also have a highly entrepreneurial style.
I have the willingness of an entrepreneur to
take risks. That comes into play with children
too. You often just have to get on with it, find
solutions to difficulties. You don’t follow the
rules slavishly. You find out what works best.” 

There is no doubt this combination of 

leadership qualities is enabling Rice’s 
organisation to succeed in a challenging 
environment. “Right now,” she says, “Lloyds
TSB Scotland is on a bit of a roll, even 
following five good years. We’ve just had the
best six months we’ve ever had here. Every
division has had double digit growth.”

Rice stresses that a strong sense of 
integrity is fundamental to her outlook. While
in New York, she was instrumental in setting
up investment companies in depressed 
areas and giving bank accounts to people in
deprived areas of the Bronx and Harlem; and
in Scotland, she has been one of the driving
forces behind the creation of Social Investment
Scotland, a not-for-profit company backed by
the main banks. “Part of my upbringing,” Rice
explains “was that, if you’ve been successful
in life and things have been alright for you, 
you have an obligation to ‘give back’”. 

She is also an advocate of corporate social
responsibility – which she describes as “doing

the right thing by your customers and your
staff”. This is in keeping with her bank’s history,
as she points out: Trustee Savings Bank, the
first savings bank in the world, was created in
south-west Scotland in the mid-nineteenth
century to help farmers who earned a pittance
to save a little bit of money to keep them out 
of the poorhouse in times of trouble.

Above all, Rice is someone for whom 
financial services are truly exciting. Whether
she is talking about the challenges of 
electronic delivery, developing new markets, 
or tackling social problems, she sounds
engaged and passionate. It is not surprising
then, that she is an inspiration to other 
professional women and is often invited to
speak publicly on leadership.

“I don’t hold myself up as a role model for
other women,” she says. “I work incredibly
long hours, and I’m away from home much of
the week. A lot of people wouldn’t want to do
that.” Despite this she often gets emails from
professional women she’s never met. “They
say ‘I saw you at a banking dinner; you were
the only woman on the platform with 20 men,
and it really made me feel I could do some-
thing myself.’”

SUSAN RICE CBE 
IS CHIEF EXECUTIVE
OF LLOYDS TSB
SCOTLAND. SHE
HAS RECENTLY
JOINED THE
BUSINESS
ADVISORY FORUM
OF THE SAID
BUSINESS SCHOOL. 

he inaugural Masters in
Financial Economics (MFE)
class, which graduated in 
July 2006, have achieved

remarkable success in their search for jobs. 
On releasing the employment data, 

Simon Tankard, Head of Saïd Business
School’s Careers Service commented: 
“We are delighted with recruiters’ interest 
in the first MFE graduates. Preliminary data 
confirms that over 80% of students looking 
for jobs received offers within a month of 
graduating – and others have job offers they
are considering now.” 

The majority of graduates (76%) took up
roles in investment banking and investment
management, with leading investment banks
such as Goldman Sachs and JP Morgan hiring
the largest number. 47% of those seeking
employment transferred between countries 
on graduation, with two-thirds relocating to
London. New business ventures accounted 
for 6% of graduates, while others are now
working in luxury goods, management 
consulting, energy and resources. 

On-campus recruiting was the largest source
of employment (31%), followed by external
advertising (27%) and networking (19%).

“The first MFE programme has been a
tremendous success,” commented Howard
Jones, director of the programme. “It has 
been an intense nine months for the 
participants, who are now equipped with 
a deep, specialised training in financial 
economics. The MFE was extremely well
received by financial institutions in its first
year, both for its content and for the 
exceptional quality of our very diverse class.”

Jones attributes part of the success of 
the programme to the close involvement of
practitioners in its design. “As you would
expect from Oxford,” he says, “the programme
is very intellectually rigorous. But we were 
also concerned in designing it, to speak to the
future employers of its graduates, to ensure
that the shape of the course, its delivery and
its content were all aligned with the industry’s
requirements. We have clearly met a need in
the sector.”

T

Applications for the 2007–2008 
MFE PROGRAMME are now being 
considered. For more information go 
to www.sbs.ox.ac.uk/mfe

First Masters 
in Financial
Economics 
students reap
rewards

SID201 Business at Oxford_10_aw  25/10/06  11:03  Page 11



12 BUSINESS AT OXFORD THE OXFORD LEADERSHIP PRIZE

omorrow’s leaders will have to 
be far more willing to explain
their decisions, concluded 
all three winners of this year’s

Oxford Leadership Prize. Addressing the 
question, “What new ideas and perspectives
will characterise the successful leaders of
tomorrow?” all three stressed, in different
ways, the need for more open communication
in an information-rich society. 

The first prize, which carries a cash reward
of £3,500, was awarded to Sam Longair, 
an undergraduate reading modern history at
Trinity College. Longair used a series of audio
interviews with subjects including former
Conservative Party leader Michael Howard and
the Chief Constable of Kent, Michael Fuller, 
to suggest that future leaders would be more
accountable to the public. 

The two runners up, Alexander Baker and
Fabien Curto Millet each received £1,000.
Baker, who is reading politics, philosophy and
economics at Lincoln, presented an audio
documentary on the way the internet is

T

The Oxford Leadership Prize
subverting traditional authority featuring an
interview with a Pentagon official that
compared the Iraqi insurgency with Vietnam.
Meanwhile Millet, who is a researcher in
economics at Balliol highlighted the need for a
more open and sustainable model of leadership
in an essay entitled “The Modern Gardener”.

At a ceremony on 12 May 2006 Oxford’s
Vice-Chancellor, Dr John Hood presented the
winners with their cheques. This year’s judges
included: Mark Thompson, Director General 
of the BBC; Ian Davis, MD of McKinsey; Sir
Ian Blair, Metropolitan Police Commissioner;
Professor Paul Robertson, founder of the
Medici String Quartet; Sir Derek Morris,
Provost of Oriel College; the philosopher Sir
Anthony Kenny; and Marshall Young, Fellow 
in Strategic Leadership and Director of the
Oxford Strategic Leadership Programme. 

The Oxford Leadership Prize is open to
anyone connected with Oxford University, 
and submissions can be in any genre – 
documentaries, essays or works of fiction –
and any format – print, audio or film.
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MBAs join forces to
make deals happen

leading microfinance institution
in Buenos Aires, Argentina,
founded by one of this year’s
Skoll Scholars, Juan José

Ochoa, has secured a $200,000 deal which
could see its loan book expand from 3,000 
to 55,000 clients in just three years. FIS
Empresa Social, which was founded in 1999,
secured the investment from the US-based
Dignity Fund, which invests in microfinance
initiatives in a bid to widen access to finance
for the poorest households. 

A key partner was Unitus, a non-profit
organisation that fights global poverty by using
a venture capital model to increase access 
to microfinance. Kylie Charlton, Unitus Vice
President, MFI Services and Capital Markets,
also has an MBA from Oxford (2004), where
she was a founding member and student 
co-chair of the Oxford Business Network for
Social Entrepreneurship. The complex trans-
action was assisted by Chatham Financial, 
a global adviser for interest rate and foreign
exchange transactions, where Gavan Duemke
(MBA 2001) and Girish Narula (MBA 2003)
also worked on the deal. 

Commenting on the team that put 
together and closed the deal, Julian Coståbile,
acting chief executive of FIS, said: “The 
professionalism of this group allowed our team
in Argentina to focus on our goal – empowering
thousands more micro-entrepreneurs to
improve their lives.” 

A

Faculty and
research news

The European Conference on Complex
Systems 2006 was co-hosted by the James
Martin Institute for Science and Civilization
at the Saïd Business School in September.
At the meeting, a select group of
internationally renowned scholars came
together to shape a new science of complex
systems in Europe and beyond.

Steve Rayner gave the Jack Beale Lecture
on Global Environment in July at the
University of New South Wales in Sydney.
His presentation, entitled “Wicked
Problems: Clumsy Solutions – diagnoses
and prescriptions for environmental ills”
was well received.

In April, The James Martin Institute for
Science and Civilization announced 
the creation of the Policy Foresight
Programme, under the Directorship of Sir
Crispin Tickell. The Policy Foresight
Programme will host up to six one-day
seminars a year on issues of science,
technology, and the environment to identify

leverage points in current policy that could
have significant long-term benefits for
civilisation. The first seminar on The Future
of Agriculture was held in June.

Laura Empson presented four papers over
the summer period. These included a paper
on “The Construction of Organisational
Identity: Comparative Case Studies of
Consulting Firms” at the Academy of
Management meeting in Atlanta in August
(co-author Mats Alvesson); and a paper on
“Surviving and Thriving in a Changing
World: the Special Nature of Partnership”
at the European Group for Organisation
Studies Conference in Bergen in July. 

aolo Quattrone and Marc
Ventresca of the Saïd Business
School are leading research by
scholars from the Universities 

of Oxford, Siena, Stanford, Uppsala, 
Palermo, and Warwick to study changes in
higher education and the role that universities
can play in contemporary cultures, societies
and the economy. Funded by the Italian
Ministry of the University and Scientific
Research, the University of Oxford and the
University of Uppsala, the project studies
changes in governance and accountability 
systems in the participating universities, in
order to see what impact these have on the
mission of the institution, its relationship to
national competitiveness and innovation 
capabilities, and the formation of European
knowledge expertise.

P

Oxford supports
research into 
the role of the 
modern universityntrepreneurship Saïd, the Saïd

Business School’s centre for
entrepreneurship, has gained
two new EC research projects.

The first project, entitled “LocoMotive”, 
examines localisation motivations of R&D-
based multinationals. This project will be
undertaken with eight European partners
including Erasmus and the Central European
University in Prague. 

The second project, “ReMAT”, will be
undertaken with the Helmholtz Association,
Germany’s largest research institution of
24,000 scientists. Building on the Oxford
Science Enterprise Centre’s expertise in
designing business education for scientists, it
will provide management training programmes
for PhD bioscientists, thereby enhancing
knowledge transfer from universities.

E

Entrepreneurship
Saïd gains two new
research projects

Business as usual

SID201 Business at Oxford_10_aw  25/10/06  11:03  Page 13



14 BUSINESS AT OXFORD BUSINESS AS USUAL

Faculty and
research news

Chris McKenna presented six papers at
conferences over the summer period,
including: “Why Corporate Liability Left
the Gatekeepers Sitting on the Fence,”
at the Conference on Gatekeepers and
Corporate Governance, at Columbia Law
School in September.

Dimitrios Tsomocos has submitted the
following refereed articles for publication
in 2006: “Generic Determinacy and
Money Non-Neutrality of International
Monetary Equilibria”, Journal of
Mathematical Economics; “Evaluation
of Macroeconomic Models for Financial
Stability Analysis”, (with G. Bardsen
and K-G. Lindquist), Journal of World
Economic Review; “A Model to Analyse
Financial Fragility”, (with C.A.E.
Goodhart and P. Sunirand), Economic
Theory; “A Time Series Analysis of
Financial Fragility in the UK Banking
System”, (with C.A.E. Goodhart and P.
Sunirand), Annals of Finance.

Celine Rochon gave two seminars in
Asia this summer: one at the Far Eastern
Meeting of the Econometric Society 
in Beijing in July; the other at the
Singapore Management University.

Paolo Quattrone was invited to 
attend the Pontignano Conference in
September, the annual meeting held
in Siena by the British Council, the
University of Siena, and St Anthony’s
College, and chaired by Giuliano 
Amato (Italian Ministry of the Interior)
and Chris Patten (Chancellor of the
University of Oxford), to debate the
crisis in the higher education system. 

Ian Kessler gave a paper entitled
“Dispute Resolution in the Public
Services: The Case of the Local
Government Pay Commission” at 
the International Industrial Relations
Association Conference in Lima, Peru 
in September. His article on “Exploring
Assistant Roles in Social Care” will be
published in the December 2006 issue
of Work, Employment and Society 
(co-authors S. Bach and P. Heron).

In his capacity as the 2006 Presidential
Scholar of the American Accounting
Association, Anthony Hopwood gave 
an address to the annual meeting of the
association in Washington DC in August.
In July he was honoured by a special
dinner and presentation at the annual
Interdisciplinary Perspectives on
Accounting conference which was 
held in Cardiff this year. 

In July 2006, Tomo Suzuki organised
five special sessions “Accounting and

ndy Priestner has been elected
Chair of the British Business
Schools Librarians’ Group
(BBSLG) group for the next three

years. BBSLG, inaugurated in 1975, is made
up of senior librarians from over 100 British
business schools. Priestner’s appointment 
follows his creation of the Group’s website in
2002. As Chair, he plans to strengthen the
Groups’ brand and initiate more opportunities
for members to share expertise and innovation,
and to benchmark their services.

A
Library news

ANDY PRIESTNER

he first Oxford Master Trader
competition closed on the 1
September 2006 after nearly 
a month of intensive trading

online by incoming students on the MBA and
Masters in Financial Economics programmes.
Among the 152 traders, three in particular
stood out. The first prize winner and “Oxford
Master Trader” for 2006 is Allan Vlah, an
incoming MBA student from Canada. Vlah
made an impressive net profit of $872,120
through 442 trades. He was followed by Yikai
Wang, an incoming MBA student from China,
who made a net profit of $651,149 through
614 trades. The third place was awarded to
Hongfeng Zhou, an incoming Masters in
Financial Economics student from China, with
a net profit of $591,702 achieved through
296 trades. The three winners received prizes
of £3,000, £2,000 and £1,000 respectively.

T

First Oxford 
“master traders”
announced

onathan Reynolds, Elizabeth
Howard, and Latchezar Hristov
of the Oxford Institute of Retail
Management have published a

major research report for Transport for London
on the future for shopping in central London.

Retailing in London makes a very 
significant contribution to retail Gross Value
Added in the UK – an estimated 20% in
2002. However, the report suggests that 
central London’s pre-eminent position at the
top of the UK shopping hierarchy is being
challenged. “While Londoners still report the
range of shops as the best thing about living in
London,” the report’s authors say, “its relative
importance as a factor is diminishing.” 

London shops, which have always been
particularly vulnerable to changes in the 
economy, due to the relatively high costs of
space and labour in the capital, are now facing
a host of other challenges. Those highlighted
by the report include: increasing dependence
on public transport combined with concerns
about its safety and reliability; increased 
competition from well-managed malls and
retail parks in the south-east; and “hot spots”
of above average e-commerce in affluent areas 
of the city. 

Taking account of these and other factors,
the report explores different scenarios for the
future of shopping in central London, and 

J

Central London
shops risk losing 
out to local malls

suggests that the capital’s continuing retail
health depends on: continuing buoyant 
consumer confidence, particularly amongst
international visitors; confidence in the safety,
reliability and convenience of public transport;
the development of strong new attractions 
in central London; and a reduction in the 
difficulties of operating central London stores. 
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Economics” at the Annual Congress 
of the Society for Advancement of
Socio-Economy (SASE; the largest
socio-economics community). Key
speakers included Professor Shyam
Sunder (Yale, President of American
Accounting Association), Professor
Robert Boyer (CEPREMAP, France), 
and Mr. Xiangzhi Zhang (Ministry of
Finance, PRC & IASB); and the sessions 
attracted the largest audience. Suzuki
has now been appointed as guest editor
of SASE’s official journal, the Socio-
Economic Review (October 2007).

Jonathan Reynolds presented two
keynote papers to 500 retailers at the
Business to Business Production Group
Retail Directors’ Conference in Moscow
during September: on “Trends in
Segmentation of Retail Formats” and
“Value Added Retailing in Developing
Economies”. At the Budapest meeting
of the European Institute for Retailing
and Service Science in July, Reynolds

and DPhil student Muriel Wilson-
Jeanselme presented their paper on
“A Preference Based Approach to
Market Segmentation”. Reynolds also
continued his regular contributions on
consumer marketing and retailing to the
BBC Radio 4 You and Yours programme.

Rob John’s working paper “Venture
Philanthropy: the evolution of high
engagement philanthropy in Europe”
was launched at the annual conference
of the European Venture Philanthropy
Association at Jardin du Luxembourg,
the home of the French senate in 
Paris, and was published in September 
2006 by the Skoll Centre for Social
Entrepreneurship. You can download 
a copy at
www.sbs.ox.ac.uk/skoll/research

The Skoll Centre for Social Entrepreneurship
has produced a major new book bringing
together the thoughts and research of leading
academics, policy makers and practitioners 
in the field from around the world. Edited 
by Alex Nicholls and entitled Social
Entrepreneurship: New Models of Sustainable
Social Change (Oxford University Press,
September 2006), the book looks at new 
perspectives and theories, new models and
new directions for the sector.

Chris McKenna’s book, The World’s Newest
Profession: Management Consulting in the
Twentieth Century (Cambridge University
Press, 2006) was prominently reviewed in the
Financial Times, the Los Angeles Times, The
Times and the Observer. The Financial Times
said: “This intriguing history of consultancy
sets the record straight about the business
world’s ‘hubristic champions.’” 

Laura Empson, Director of the Clifford Chance
Centre for the Management of Professional
Service Firms, contributed to a report on the
future of the professions published by Demos,
the independent think tank, in June 2006.
The report, which is entitled Production
Values: Futures for Professionalism, argues
that professionalism faces a crisis of legitimacy,
caused by declining deference towards 
professional judgment and increasing pressure
on a range of workers to deliver service to a
“professional” standard, and debates future
policy directions. 

A book edited by Laura Empson and entitled
Managing the Modern Law Firm: New
Challenges, New Perspectives will be 
published by Oxford University Press in
January 2007. See page 21 for more details.

A book co-edited by Paolo Quattrone and 
entitled L’università in cambiamento: fra 
mercato e tradizione” (University in transition:
between market and tradition) has just been
published by il Mulino. The book analyses
changes in university systems in Europe 
and provides a reflection on the managerial
reforms which these systems are undergoing. 

Book corner

unal Basu, Univeristy Reader in
Marketing at the Saïd Business
School, delivered the third
Ustinov Prejudice Lecture at

Durham University on 30 May 2006 on the
theme of, “Science and Race: Solving the
Problem of Human Variation”. 

The lecture follows the publication of
Basu’s third novel, Racists, by Orion Books 
in January 2006, an account of a fictional
nineteenth-century racial experiment, which
was described in the Guardian as “a panorama
of nineteenth-century ideas about race... 
also a sly, penetrating commentary on their

K

Kunal Basu gives Ustinov 
Prejudice Lecture

contemporary survival, highlighting the 
cross-fertilisation between social science, 
politics and philanthropy.” 

The Ustinov Prejudice Lectures were
established by the late Sir Peter Ustinov, when
he was Chancellor of Durham University and
reflect his strong interest in a phenomenon
which he saw as the root cause of misunder-
standings between nations and religions. 

An audience of some 60 people attended
the lecture, including Durham’s Vice-
Chancellor, Sir Kenneth Calaman, who
afterwards hosted a dinner in honour of the
speaker at Durham’s new Ustinov College. 

KUNAL BASU
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n October 2006 Colin Mayer
took over from Anthony
Hopwood as Peter Moores Dean
of the Saïd Business School. It

will not be easy to match the formidable
achievements of the past five years but Mayer,
who beat off some of the great names of
American management education to get the
job, relishes the challenge. 

Mayer has been at the School since its
inception in 1994 as the Peter Moores
Professor of Management Studies. “At 
the time,” he recalls, “there were just two 
members of faculty and a secretary, based 
in three rooms in 37A St Giles. We then 
moved into the Radcliffe Infirmary. The MBA
began in a working hospital, with students 

I
Colin MayerProfile:
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theme,” he says, “it is that of using academic
material and techniques to address policy 
and practitioner issues”. Mayer was the first 
to carry out serious academic research into 
comparative international aspects of financial
markets and into the historical evolution of
financial markets – areas which are now the
focus of significant academic activity around
the world. “What I really want to establish,” he
says, “is how one can design taxes, regulation,
corporate governance systems, financial 
institutions and markets, to bring about 
successful real performance of economies.”

As Dean, Mayer intends to continue to 
pursue his research interests. “I regard the
continuation of my research and teaching
activities as very important” he says. “I think
that the type of leadership I should be bringing
to the School is not just administrative but
intellectual as well. If one is to do that then
one has to participate in the intellectual life 
of the School, and that means teaching 
and research.” 

The institutions that Mayer has helped to
create also operate at the interface between
academia and policy making and practitioner
activities. In the Centre for Economic Policy
Research in London and its associated
European Science Foundation network, 
Mayer has brought together a network of 
financial economists from across Europe to
address policy questions. In the European
Corporate Governance Institute, he has created
a European-based network of academics 
from different disciplines to look at ways to
improve corporate governance. And in OXERA,
he has founded a consultancy firm which 
uses the tools of economics to assist 
companies and governments in determining
appropriate ways of regulating companies 
and encouraging competition.

It comes as no surprise, therefore, that
what appeals to Mayer about becoming Dean
of the Saïd Business School is that he believes
that Oxford is “possibly the only institution
that can achieve a real interface between 
academia and business practice”. Mayer’s
vision is of a School where leading academics, 
business practitioners, politicians and policy
makers come together from around the world
to exchange views and ideas. “They should 
be coming,” Mayer says, “to find out how,
what and who they should be managing in 
the future to achieve real leadership. If we 
can do that, we can participate in transforming
the performance and ethical standards of 
management in this country, in Europe and 
in emerging economies – and that should be
our goal.”

tripping over beds and stretchers. It wasn’t 
an auspicious start.”

Mayer is quick to acknowledge the
achievements of his predecessor and plans 
to build on the firm foundations that Hopwood
has laid down. From its humble beginnings, 
he points out, the Saïd Business School has
now grown into a major international institution
at the heart of Oxford University – a School
that delivers the top-ranked undergraduate
programme in the country (The Times and
Guardian) as well as the top-ranked one-year
MBA programme (Financial Times). In 
particular, Mayer singles out Hopwood’s 
creation of a series of practitioner-, policy-
oriented multidisciplinary research centres 
at the School as a “brilliant idea”. 

In the process of establishing itself, 
the School has faced down many sceptics, 
including those within Oxford University itself.
“Perhaps one of the greatest achievements to
date,” Mayer says “has been to firmly embed
the School in the University. When we started
there was a great deal of cynicism, not to say
opposition, to the Business School. We have
now reached a point where we are largely
regarded as being a model for the rest of the
University – our academic standards are the
highest, and the colleges are proud to be 
associated with us.”

Mayer’s thorough knowledge of Oxford
University – he was an undergraduate at Oriel
– together with his sympathy for the distinctive
nature of the Saïd Business School doubtless
contributed to his appointment as Dean. 
“One thing that differentiates us from many
business schools in Europe,” he says, “is that
we are part of one of the greatest universities
in the world, and the School therefore has a
major intellectual “hinterland” on which to
draw.” The ethos of bringing knowledge from 
a range of disciplines to bear on business 
practice, which has been so central to the
development of the School, will continue to 
be so under Mayer’s leadership. 

Like Hopwood, Mayer wants to carry 
out management education and research 
in a way that draws on the best traditions of
Oxford University, but also meets the needs 
of business and government. One of Mayer’s 
personal projects in recent years has been the
establishment of the Oxford University Centre
for Business Taxation, a joint venture between 
the law faculty, the economics department,
the politics department and the Saïd Business
School. The Centre, which has received 
funding from the Hundred Group – the finance
directors of the largest hundred firms in 
Britain – will use tools from all these disciplines
to address questions about taxation policy. 

This focus on the interface between 
academia and policy making and practitioner
activities has characterised most of Mayer’s
work to date. “If my projects exhibit a common

he Oxford University Centre for
Business Taxation has appointed
Professor Michael Devereux as
its first Director. He will hold 

the title of Professor of Business Taxation.
Devereux, who joins Saïd Business School

from Warwick University where he was a 
member of Senate and former Chair of the
Economics Department, said: “Taxation can
have a significant impact on the activities of
business, and hence on the economic welfare
of all citizens. But there is too little research
which policy makers can draw on in designing
appropriate forms of taxation. The Centre will
take a lead in developing new research on the
ways in which taxation affects business, and
the consequences for economic welfare.” 

Sir Derek Morris, Chairman of the 
Advisory Board of the Centre commented:
“The appointment of Professor Devereux is a
major step in the development of the Oxford
University Centre for Business Taxation as the
world’s leading academic centre for business
taxation research. Professor Devereux is one 
of the world’s foremost experts in business 
taxation and has the ideal track record to 
provide the leadership for this new, and long
overdue, venture.”

Devereux holds Research Fellowships at
the Centre for Economic Policy Research and
the Institute for Fiscal Studies. He is Editor-in-
Chief of International Tax and Public Finance
and Associate Editor of the Economics Bulletin.
He is the founding Research Director of the
European Tax Policy Forum and is a member of
the Board of Management of the International
Institute of Public Finance. Devereux has 
also served as an adviser and consultant on
corporation tax to the European Commission,
OECD, UK government, and the IMF. 

T

Oxford University
appoints first
Professor of
Business Taxation
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roject leadership is undergoing a
dramatic transformation. Thirty
years ago it was considered a 
triumph for project leaders to

complete a project such as a bridge or a power
station, within certain cost and time constraints.
Today, boards demand that projects are 
completed not only on time and to budget 
but also deliver a solid return. Metronet, 
for instance, the company responsible for 
upgrading much of the London Underground,
is rewarded not just on the upgrades it 
provides but also the improved levels of 
performance they make possible.

So the project leader’s role has expanded
at both ends of the project – at the front, into
designing projects that will generate commer-
cial value on a continuing basis, and at the
back, into running the services resulting from
the project and indeed managing larger organi-
sational change. Project leaders have become
much more entrepreneurial, and their roles
more flexible. Confronted with a problem, they

tend to take the attitude: “This is a challenge 
I have got to solve. I may not be able to do it
personally but I know someone who can.”

Project leaders today are aware of their
own shortcomings and of the need to build a
team around them to compensate. Compared
to their 1970s counterparts, they not 
only have more incisive commercial and 
operational skills but also more sophisticated
collaborative and interpersonal skills. Project
leaders need to be “people persons” who look
after their specialists so they can work with
them again later.

Increasingly project managers do work with
specialists on a series of projects. The most
successful are natural-born networkers who
put together teams they work well with over an
extended period of time. Those most in demand
are increasingly saying: “Yes, I will undertake
this project – but only if I can bring in my own
team”. There are like top film directors (indeed
film-making is a prime example of major 
project management) who bring their own

Today’s project managers have to do more then
deliver on time and on budget, says Chris Sauer 

All change?

P
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tried and trusted crew to each new production.
Although the adversarial tradition lingers

on in engineering and construction, there is 
a growing realisation across major projects 
that collaboration is better than confrontation 
and in the long-term creates more profit.
Project leaders have increasingly become the 
orchestrators of that process.

Major project leaders, especially in the
field of IT, are beginning to behave not as
employees, but as third parties who have 
to balance the best interests of clients and 
suppliers. Project leaders have become 
consultants in this regard, acting as mentors
and advisors to the other parties. In the words
of one, “the project manager is drawing on 
expertise that he or she doesn’t have... and 
is having to act as a facilitator drawing 
together, questioning, resolving differences”.
Of course they can only do that if they secure
trust in the first place, and so the ability to
inspire and sustain trust has become 
increasingly important. 

Project leadership is a difficult balancing
act. But then management generally has
become a more difficult balancing act. If you
get a group of project and other leaders in a
room together you might find they share the
same pressures and concerns and display
many of the same emerging skills. Both, for
instance, need to be increasingly aware of the
uncertainties and “externalities” – technologi-
cal, environmental and social – that bear on
their activities. 

Arguably, project leadership and organisa-
tional leadership have converged, and the
point of convergence is the leadership of
change. In major IT projects the line between
specific project management and larger organ-
isational transformation is ever more blurred.

Furthermore, the management of information
is playing a progressively greater role in all
major projects, whether a fly-by-wire jet or a
building with automatic energy management –
reflecting the way that the information and
knowledge economy is colonising our lives
more generally.

That’s all very well, you may say, but are
today’s project managers any better at suc-
cessfully completing big projects? The history
of major projects is, after all, littered with 
failures and massive cost overruns, from the
Suez Canal and the Sydney Opera House to
Concorde and the Channel Tunnel. 

Fortunately the evidence is that major 
project management is steadily improving. 
A survey I recently carried out of 1,500 IT 
project managers found that only 18% of their
projects overran on budget, 23% on time and
a mere 7% failed on functionality. There are
also grounds for thinking that other sectors are
advancing. The Channel Tunnel Rail Link is
widely and correctly recognised as a landmark
achievement among UK major projects. The
redeveloped Ascot racecourse was recently
completely spot-on schedule. And all the 
indications are that Heathrow’s Terminal Five
will open as planned in 2008.

Business has also adopted a much more
professional approach to recovering from 
projects that go off the rails. A sub-profession
seems to have emerged that might be 
termed “rescue specialists” – although for
obvious reasons their employers do not put
that designation on office doors. Through 
experience or innate capacity these individuals
are able to bring to bear the precise blend of
skills needed to rescue a failing project: a
capacity to cut to the heart of the problem and
to do whatever is necessary to muck out the

CONCORDE
Although a design and technology icon, 
the oil crisis and environmental and 
political opposition put paid to the 
commercial success of the Anglo-French
supersonic Concorde. Few entered service,
and of its £1.5 billion development 
and production costs only £278 million
was ever recouped from passengers.
Nevertheless, Concorde flew for over
30 years until the Paris crash of 2000 led
to its final withdrawal in 2003.

SCOTTISH PARLIAMENT BUILDING
Completed for £431 million – almost ten
times over budget – this winner of the
2005 Stirling Prize for Architecture, 
was found on opening to have some 900 
faults, one of which – a loose beam – 
halted parliamentary sittings.

Augean stables; an ability to immediately
inject confidence and lift morale; together 
with the toughness to identify and get rid of
hostile or uncommitted players. 

One Canadian specialist noted for her 
success in turning round failed IT projects
recently described to me her modus operandi:
“I literally go in and smell the environment. 
I sniff around, watch the body language, see
who is talking to whom – and then act on it.”

For all their new-found soft skills, project
leaders retain at least one characteristic of
their earlier counterparts: toughness and guts
– what Hemingway called “grace under pres-
sure”. Less desirable hang-overs from the past
include the male dominance of the profession;
while only 13% of project leaders are women,
their projects perform as well as or better than
those run by men. In the field of IT projects 
in particular, there is still a lamentable lack of
clear career paths for project managers, and a
failure to systematically identify and develop
leadership potential. 

Companies, it is true, are increasingly
encouraging project managers to join specialist
professional associations and get qualifications.
There are lots of courses on offer that teach 
the mechanics of project management, but
few really address the big project leadership
challenges, the complex and overarching 
global challenges with which project 
management has to grapple. The Major
Projects Association is a shining exception.
Based at Saïd Business School’s Egrove 
Park, it brings together practitioners who 
are prepared, albeit under the protection of
Chatham House rules, to be open about their
experience of running major projects. It is an
example that deserves to be built on.

SUCCESSESFAILURES
MILLENNIUM DOME
The Dome cost almost twice its original
estimate of £399 million. Expected to make
£359 million from visitors, it generated a
mere £189 million, and the books were
only balanced thanks to National Lottery
grants. Currently undergoing a £600 
million re-vamp as “O2”, it will include
hotels, social housing and, controversially,
Philip Anschutz’s new “super casino”.

WEMBLEY STADIUM
Due for completion in 2005, the 
stadium has been repeatedly delayed,
leading to this year’s Cup Final being 
re-scheduled. The wrangles between the
owners and Australian construction firm
Multiplex and between Multiplex and 
its sub-contractors, in part reflecting 
the entrenched local culture of the 
construction industry, will no doubt have 
to be resolved – expensively – in court. 

CHANNEL TUNNEL RAIL LINK
This little-publicised but huge and complex
£5.2 billion project ranks alongside 
the great Victorian railway triumphs. 
Delivering high-speed trains into the 
heart of London, it involves a range of 
new stations and housing and commercial
developments and is expected to be 
completed on schedule next year. 

HONG KONG PORT & AIRPORT
DEVELOPMENT PROJECT
This £8.3 billion project – one of the
largest integrated civil engineering projects
of all time – was a major success not only
in engineering terms but also cross-border
public-private collaboration and funding. 
It was all the more remarkable for being
conducted in the sensitive political 
situation surrounding the island’s transfer
of sovereignty.

LONDON WATER RING MAIN
In 1987 Thames Water embarked on a ten-
year project – the biggest of its kind this
century – to provide a new water supply
system for London. Despite the challenges
of working in a dense urban environment, 
it completed the project early and within
budget using sophisticated planning and
contracting strategies.

ATHENS OLYMPICS
The rush to finish the Athens venues was
one of the tightest in Olympics history. 
By March 2004 projects were still behind
schedule but the Greeks maintained that
they would make it. By August all facilities
were ready as well as the Athens tram and
light rail system and the upgrades to the
city’s ring road and metro. However final
costs were in the region of 12 billion euros –
a rise of at least 10% – and fourteen 
people died during construction.

CHRIS SAUER
IS FELLOW IN
INFORMATION
MANAGEMENT
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Partnership is dead:
long live partnership!

wenty years ago, partnership 
was the pre-eminent form of 
governance in most major 
professional sectors. Then in the

1980s everything began to change. The Big
Bang in 1986 ultimately wiped out most of 
the stockbroking partnerships in the City of
London, and the flotation of Goldman Sachs 
in 1998 signalled the end of an era in invest-
ment banking. By the start of the twenty-first
century, 32 of the 50 largest consulting firms
were publicly quoted. Almost 50 of the top
100 accounting firms are now organised as
privately-held or publicly-quoted corporations;
and the new Legal Services Bill has opened up

the possibility of far-reaching change in the
governance of law firms in England, where 
the largest global law firms are based. 

Does this decline in the partnership form
of governance matter? Should we care? The
answer is unambiguously, yes.

The concepts of partnership and profes-
sionalism have been inextricably connected
for as long as professionals have worked
together. The danger is, that in abandoning
one of these concepts, professionals risk 
jeopardising the other. Commentators have
been quick to point out the risks associated
with abandoning partnership as a legal form,
suggesting that the trend towards incorporation

Laura Empson explains how the 
partnership ethos can survive the death 
of partnership as a legal form

T
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really feel they can sort of take on the world
and feel part of a club, a very, very, very special
club. And I think in a way that’s really what
partnership means to me... It’s quite a 
personal and emotional thing.” (Practice 
head, law firm).

These professionals make it clear that, 
far more than a legal form of governance, 
partnership is an ethos – a shared set of beliefs
and behaviours that define a community. 

Recognising the partnership ethos as 
distinct from partnership as a legal construct
opens up interesting possibilities. It suggests
that publicly quoted corporations potentially
can embody the most meaningful and valu-
able aspects of the partnership ethos while
avoiding the legal trappings of partnership. 

Some corporations have deliberately set
out to imitate aspects of partnership, creating
the feel of partnership within a corporate form.
McKinsey & Company, for example, incorporated
in the 1950s. However, to the outside world
and to the consultants within it, the firm 
still embodies many of the best qualities of 
a partnership. As Marvin Bower (managing
director 1950–67) says: “We find it takes
intensive and continuous effort to preserve the
real and useful partnership spirit.” McKinsey
does not rely purely on preserving the spirit 
of partnership, but also seeks to mimic the 
structure of partnership. For example, the
managing director is elected by 270 of the
most senior “partners”. The term “partner” 
is still used informally because “even though 
it may not be legally accurate it can bring out
some of the best qualities in people”.

While such claims should be treated with
caution, my research into professional service
firms supports the idea that it is possible to
create and sustain elements of the partnership
ethos within a publicly quoted corporation, 
as well as a privately owned one. But it is not
easy. For the process to be effective, profes-
sionals and their managers must be strongly
committed to the partnership ethos and work
actively to create and sustain it.

While the partnership ethos is clearly 
associated with partnership as a legal form, 
my research suggests it is not explained by it. 
I have identified three fundamental elements
that help to create and sustain the partnership
ethos: the management structures, the systems
and the socialisation processes with which 
the legal form is typically associated.

As partnerships grow they may find that
some of the cherished aspects of the partner-
ship ethos are threatened. Managers can 
deal with this challenge by drawing on a deep
understanding of this ethos and focusing on
the threats it may face. If they do so, some of
the worst elements of corporate management
structures – a single-minded focus on profit
combined with lack of care for the public good
and loss of collegiality – can be held in check. 

will lead to directive top-down management
and a loss of autonomy for professionals; and
that a single-minded focus on profit combined
with an absence of collective responsibility 
will result in lower ethical standards.

Together with my Oxford colleague, Chris
Chapman, I undertook a two-year empirical
study funded by the ESRC into the implications
of changing forms of governance in professional
service firms. We recorded 350 hours of 
interviews in law, accounting, and consulting
firms and also conducted a detailed analysis 
of the archives of the relevant professional
associations in order to understand changing
attitudes towards governance. 

We have produced a series of publications
from this research and, in a forthcoming book
(see opposite), I argue that partnership is most
fundamentally a state of mind rather than a
legal form, and that managers can do a great
deal to ensure that it survives and thrives in a
changing world. 

The following quote is typical of how 
many professionals feel about partnership: 
“The special nature of a partnership is that
you’ve got a commitment and buy-in that is so
special... You have these amazing people who

LAURA EMPSON IS
DIRECTOR OF THE
CLIFFORD CHANCE
CENTRE FOR THE
MANAGEMENT OF
PROFESSIONAL
SERVICE FIRMS 
AT SAID BUSINESS
SCHOOL. 

FOR FURTHER 
INFORMATION, VISIT
WWW.SBS.OX.AC.UK/
CCC.

Managing
the modern
law firm
Lawyers tend to have limited time or
respect for management but may suddenly
find themselves thrust into management
roles with no training or experience and
very little useful advice. Once in the role,
the challenge of coping with day-to-day
management leaves lawyers with very 
little time to reflect – to sit back and see
their own experiences in perspective.

However, a new book edited by 
Laura Empson, Director of the Clifford
Chance Centre for the Management of 
Professional Service Firms at the Saïd
Business School, entitled Managing the
Modern Law Firm, redresses the balance.
The book makes academic research on 
law firms accessible to the people who 
are trying to manage them. It was inspired
by Clifford Chance’s support of the
research centre, and several of their
lawyers and managers helped the 
academic contributors translate their 
work for a practitioner audience.

Contributions address the wide array 
of challenges that law firms are facing: 
for example, Jack Gabarro of Harvard
Business School outlines the changing
competitive landscape for law firms; 
David Wilkins of Harvard Law School looks
at the challenges involved in managing
diversity; from Saïd Business School,
Empson describes the special nature of
partnership (see opposite), and Tim Morris
and colleagues examine innovation in 
law firms; Tony Angel, Managing Partner 
at Linklaters provides a practitioner’s 
perspective. 

A common theme emerges: how can
global law firms develop more structured
and systematic methods of management
without “selling their souls to the 
corporate devil”? Empson’s hope is that
this book will help practitioners to think
more carefully about what partnership 
and professionalism really mean and to
invest time and resources in preserving 
all that is valuable whilst helping 
their firms adapt to the management 
challenges facing the modern law firm. 

Managing the Modern Law Firm, 
edited by Laura Empson, will be 
published in January 2007 by Oxford
University Press. For more information, 
go to www.oup.co.uk/search
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The silent watchdog
In the wake of the Enron and WorldCom
scandals, John C. Coffee Jr. asks why the
professional watchdogs did not bark.
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wave of corporate scandals
crested in the United States
between late 2001 and the end
of 2002. Hundreds of public

corporations restated their financial statements,
scores were sued by the Securities and
Exchange Commission (SEC), and some 
executives were criminally prosecuted. But
only two scandals became iconic in character:
Enron and WorldCom. Because they were 
larger in scale (resulting in the two largest
bankruptcies in US history) and because 
their failures revealed a stunningly complete 
breakdown in all systems of internal control
and external monitoring, their joint collapse
within a few months of each other destabilised
capital markets, undercut the credibility of 
US financial reporting, and provoked swift 
and punitive political reform.

Unlike other contemporaneous and more
traditional corporate scandals – for example,
Tyco, HealthSouth or Adelphia – Enron and
WorldCom were not simple stories about 
insiders looting their corporation. Rather,
Enron and WorldCom were complex financial
frauds in which the primary goal was to 
maximise the company’s stock price. 
Self-dealing was present, but it was not the
underlying motive for misconduct. Instead,
driving the principal actors in these two 
scandals was a fervent desire to maximise the
corporation’s stock price by any means neces-
sary – sometimes by fabricating earnings,
sometimes by deferring expenses, sometimes
by hiding liabilities, or engaging in bizarre 
off-balance sheet transactions. Success 
in this effort depended, however, upon the 
assistance, or at least the acquiescence, 
of the corporation’s auditors and its other 
professional watchdogs. Thus, the key mystery
becomes: why did the watchdogs not bark?

The 1990s witnessed a number of 
major transitions affecting gatekeepers. The
deterrent threat posed by both public and 
private enforcement weakened, as the result 
of Supreme Court decisions and the passage
of the Private Securities Litigation Reform Act 
of 1995. Concomitantly, changes in executive
compensation, plus the expectations of an
overly exuberant market, gave corporate 
managers a greatly enhanced interest in 
maximising short-term earnings, particularly 
in the US. At the same time, the major
accounting firms were seeking to redefine
themselves as diversified financial consultants,
using auditing as the portal of entry to the
client through which they could cross-sell
other, more lucrative services. Investors 
meanwhile had been lulled into a euphoric
passivity by an extended stock market bubble,
and they expected earnings to rise hyper-
bolically. All these circumstances combined 
to explain why gatekeepers acquiesced in a 
variety of financial irregularities. 

faded. Even their clients, the stockholders,
had suspended their native scepticism and
were riding a wave of euphoria fuelled by the
longest stock market bubble in US history. 
As a result, fraud erupted on a massive scale. 

Has this imbalance between the benefits
and costs of acquiescing in the client’s
demands been corrected? Stock options
remain a destabilising influence on
management, but the FASB has at least
thrown sand into the gears by requiring their
expensing. Predictably, this will occasion
some tense confrontations between auditors
and managers in the future, as corporate 
managers are finding novel ways to minimise
this expense on their financial statements. 
But at least the auditor may have an ally in the
audit committee. Private litigation remedies
have not been enhanced, but the post-Enron
scepticism of the professions has left them
nervous and willing to settle for record
amounts. Even the enthusiasm of corporate
managers for creative earnings management
may have been chilled by a succession 
of criminal prosecutions (often ending in
Draconian sentences). For the present, the
costs to the professional of acquiescing in 
the client’s demands have begun to catch 
up with the benefits. But for the future, the
gap could either widen or narrow.

Gatekeepers need continuing scrutiny.
Absent such scrutiny, the worst tendencies 
of cartels resurface, and the professions 
act in their own interest, not the public’s.
Ultimately, professional autonomy cannot go
unchecked. The government of the professions
by the professions tends to produce mainly 
government for the professions.

However, this still leaves a major puzzle:
even if legal protections had eroded, why 
wasn’t the gatekeeper’s interest in preserving
its reputational capital sufficient to protect
investors? Every gatekeeper asserts that its
reputational capital is critical to it, and from 
a rational actor perspective, it should be. But
their collective behaviour during the 1990s
seemingly belies this claim. Few took serious
precautions to protect their reputations, and
many relaxed controls that had previously
been in place. Thus the central mystery
becomes: Why did gatekeepers risk, or even
willingly sacrifice, reputational capital that
they had diligently amassed over decades?

Tentative answers to this question are 
best grouped under three broad headings: 

1. The competitive environment. Competition
should spur the gatekeeper to improve its
product or service, but it may also leave the
gatekeeper more vulnerable to client pressure.
The legal profession seemingly provides the
clearest example: a law firm that is less aggres-
sive or combative, or less willing to bless the
transactions that come close to the line, will
probably lose clients to fiercer competitors. 

2. Conflicts of interest. Previously, audit firms
marketed by seeking new clients, but during
the 1990s they came to recognise that the
greatest profit potential lay in marketing new
services to existing clients, such as consulting.
Once this premise was accepted at senior
management levels, it followed that the audit
partner should be compensated as much as a
salesman as an auditor. At this point, the audit
partner became conflicted. 

3. The market for reputational capital. 
In theory, gatekeepers should not risk the 
reputational capital built up over decades to
maximise the earnings from a single client.
However, in reality, as the gatekeeper came 
to view the corporate manager as its principal
(and not the shareholder), the nature of the
reputational capital that the professional
wished to possess and market changed. It
became imperative to be viewed as flexible,
problem-solving, and cooperative rather than
as rigorous and principled. The measure of
professional skill was not knowledge of the
rules, but the ability to manipulate them 
for management’s benefit. Above all, the 
audience changed; it became less important
how investors perceived the gatekeeper than
how managers did. 

Overall, by the end of the 1990s, the 
professions were caught between the 
proverbial rock and the hard place. Stock
option-compensated managers insisted on
higher earnings and the use of any accounting
device not expressly forbidden. Legal risks 
that formerly constrained the professions had
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y doctoral research at Saïd
Business School involves 
seemingly endless hours spent
reading in libraries, searching 

for information online, and writing at home 
or in my office. So you will understand why 
I was particularly delighted to receive this
year’s Wallace Watson Award to support me 
in undertaking an expedition to the remote
Schweizerland Alps in Greenland. The 1600-
mile long eastern coast of Greenland, Tunu,
boasts only two towns and a smattering of 
settlements, making it one of the least 
populated areas of the world.

Why would anyone want to go there, you
may be wondering? Cut off from the rest of the
world by the Greenlandic ice cap to the west
and a wide belt of ice that grips the coast for
most of the year to the east, East Greenland 
is among the most unspoiled regions in the

24 BUSINESS AT OXFORD TIME OUT

Christian Toennesen keeps a
tight rope on his travels through
a remote part of Greenland

Northern
exposure

M
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about as far away from civilisation as you can
get. But overall, our expedition was a great
success. Luckily, we never needed to make
use of the satellite ‘phone or the emergency
beacon, and we made it to the top of five peaks
of which two were virgin ascents. 

On our way home, we chose an alternative
route, which gave us the opportunity to 
discover a lush valley explaining why Greenland
was given this name in the first place. 

I have no doubt that my adventure will
serve as a source of inspiration in times to
come: not only has it been refreshing to test
myself to the limit, but it has also forced me 
to think in new ways about how organisations
are tied to technologies, hierarchies and the
surrounding environment. 

Now back to the library... 

possible. The peaks in this part of East
Greenland reach up to 2,200m and are ideal
for mixed alpine mountaineering, that is rock,
ice and snow climbing. It took us only a few
minutes to realise that our 25-year old map,
despite being the most recent edition, was
clearly outdated. Significant parts of the glacier
had melted away and it now reached the
Sermiligaq Fjord a long way further back. 

In the following days we skied and walked
up the ice until we reached a point suitable for
setting up base camp, around which we built 
a wall of ice to protect us from bad weather.
Living and travelling on a glacier requires
extreme caution due to the presence of hidden
crevasses that can be more than a 100 meters
deep. A fall can be fatal, and “keep the rope
tight!” is a mantra I shall remember for the
rest of my days. The absence of any sort of life
on the glacier was striking: there was nothing
to see for miles and miles but rocky peaks,
water and ice.

The few times we did see a flower or a bird,
it caused delight; a couple of ravens visited our
camp regularly for three days, and occasionally
we would pass by a flower or two on our way to
the top. 

At times, looking down at the muddy, 
ice cold water running down my bare legs, 
I wondered what had compelled me to set 
out with 50 kilos on my back, to a region just

world, both in terms of its ancient culture and
its natural beauty. Typically there is one 
expedition to the area a year. That is the appeal. 

Following a lot of planning and training,
and a preparatory spell in Iceland, my 
adventure started in the settlement of
Kulusuk, just below the Arctic Circle. My five
fellow travellers and I spent our first and last
nights with an Inuit family who were clearly
much better adapted to the environment than
we were. On returning from hunting, Georg,
our host, stripped down to his underwear 
and opened all the windows to cope with the
heat inside the wooden house. Transportation
around the village was by dog sled, and many
of the houses were surrounded by a howling
choir of huskies.

It was Georg who led us to the formal 
expedition start point. Departing by hunting
boat in full daylight at 3am in the morning, 
we zigzagged for two hours at high speed
between the icebergs of the Sermiligaq Fjord.
Georg finally left us at the foot of the Karale
Glacier in the mountainous region, and for 
the next ten days the only link between us 
and civilisation was a satellite phone and an
emergency beacon. 

We had two aims; first and foremost, we
simply wanted to gain a better appreciation of
the natural beauty of the area and, secondly,
we intended to climb as many peaks as 
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THE WALLACE WATSON AWARD
The Wallace Watson Award was set up
to commemorate Wallace Watson, a 
chemistry undergraduate at St Catherine’s
College, Oxford who tragically died in
2001. Every year, an undergraduate or
graduate from St Catherine’s receives 
the Wallace Watson award to undertake a 
challenging expedition in a mountainous 
or remote region anywhere in the world. 
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Entertaining
the future

ot so long ago your typical UK
family settled down after a hard
day’s work in front of the TV, 
the phone or the paper. Choices

were limited: watching Coronation Street or
something more serious on BBC2, making 
a phone call via the state monopoly BT or 
reading the newspaper you took every day.
How things have changed! Satellite, cable,
broadband, mobile phones, and MP3 players
have broadened our options in a way we could
not have dreamt of 20 years ago. 

With discontinuities in the areas of 
convergence, user-created content and free
services transforming telecommunications
and the media industries, some suggest 
that we are experiencing a communications 
revolution as profound as the one created by
Gutenberg’s printing press over 500 years ago.

“Convergence” has been kicking around
for a while but now finally looks like becoming
a reality. It is happening at three levels:
brands, networks and products. At the brand
level, Orange recently announced an initiative
combining mobile phone services, broadband,
Voice-Over-Internet Protocols (VoIP) and 
internet protocol television. Wireless telecom-
munications company Sprint Nextel has
entered into a similar joint venture with the
cable companies Comcast, Time Warner, 
Cox Communications and Advance/Newhouse
Communications. Google, Microsoft and
Yahoo’s development of VoIP services,
Microsoft’s recent unveiling of a rival to the
iPod, and Car Phone Warehouse’s offer of 
free broadband services are all evidence of
convergence at the level of brands. 

The consequences of ignoring conver-
gence are already becoming clear. For 20

years, Vodafone was the Stock Exchange’s 
darling. Its two-pronged strategy of “going
global” and “mobile only” gave it economies
of scale and a dominant position in the 
profitable, mobile sector of the telecommuni-
cations industry. It became the world’s largest
mobile company with 170 million customers
in 25 countries. But its share price has now
fallen dramatically. With 80% of its revenues
coming from voice, the prices for which are
expected to fall dramatically in the near future
due to increased competition from wireless
internet calls and WiMax technologies,
Vodafone’s future does not look bright. 

At the network level, Nokia and Siemens
entered into a joint venture in June 2006 to
create networks for mobile, fixed-line, broad-
band and television. Networks are also under
threat as circles of coverage converge. High
speed wireless networks have been in use for
many years, and many hotels and shops now
offer them, but coverage has always been 
limited, usually no more than 100 metres. 

However, a combination of initiatives 
using new technologies like WiMax and funded
by subscriptions, local governments and
advertising, is creating “Wi-fi Cities”. Cities

N

Techno-savvy teens are creating tomorrow’s 
world, says Andrew White
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from Bangaglore to London and from Oxford 
to Philadelphia have announced plans to 
create city-wide coverage. Given these 
initiatives, the telecommunications companies
that spent $100bn on licence fees for 3G 
networks may find they are bearing an 
unnecessarily heavy burden.

Another left field option is possible for 
networks – the electricity grid. In Tasmania,
Aurora Energy has introduced Broadband over
Powerline which uses the electricity network 
to deliver broadband services at speeds up to
200mbps to 1200 homes in the towns of
Hobart and Bernie.

Products are the final area of convergence.
The distinction between phone, digital camera
and music player is becoming more blurred.
There is a paradox, though. While many 
customers like mobile devices that combine
two or three functions, few seem to want one
that does everything. So there is a divergent
phenomenon at work here as well. And the 
role of fashion should not be forgotten. The 
iPod has replaced the Walkman as the 
“to die-for” product but its day too will pass. 

Convergence will also transform the “box”
in our home. Whoever provides this box and
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the content it makes available will be in a 
position of great power. Will it be a TV manu-
facturer, a telecoms carrier or a content
provider? Will Microsoft, eBay, Apple, Sony 
or Samsung eventually dominate? The answer
is unclear. But what is certain is that classic
approaches to competitor analysis and 
blinkered views regarding the industry a 
company operates in and what resources it
needs to compete are no longer appropriate.

Once the world was simple; experts 
produced content and consumers consumed
it. The emergence of interactive services such 
as Wikipedia and MySpace is undermining
this model. Research by the Pew Internet &
American Life Project has revealed a striking
statistic: no less than 57% of US teenagers
now create content for the internet. 

The drop in advertising revenues that some
TV and newspaper companies are suffering is
almost certainly due in part to this. ITV has
seen its advertising revenues fall by some 
8% since the start of 2006. The Los Angeles
Times has seen falls in advertising revenue of
5.4% in 2005 and 3% in the first quarter of
2006. By contrast, Google generated $6.1 
billion in revenues in 2005. The internet’s

ability to target specific customers, via their
keyword searching, for example, is proving an
attractive proposition for advertisers.

The rise of user content will require a big
re-think by providers. So far newspapers have
successfully adapted to the internet but still
look vulnerable to it. Newspapers written by
readers? Do not scoff. The train may already 
be leaving the station. MySpace was the most
visited domain in the US in July 2006. It has
already launched the careers of numerous
musicians and not just in the pop field but also
in country and western, and in classical music. 

Finally there are free services. The music
industry has been transformed by digitisation,
peer-to-peer file sharing and similar technolo-
gies. Customers who for years thought the
music industry was making excessive profits,
have seized the opportunity for revenge by
freely downloading files. The music industry 
is not the only one being affected by the rise 
of free services. VoIP is making rapid headway
via companies such as Skype and Vonage 
and even retailers such as Tesco and Walmart.
The scale of the promise of this technology
was indicated by the recent sale of Skype to
eBay for $2.6 billion. 

We are undoubtedly moving towards a
world of ubiquitous information. The type of
network – broadband, 3G, Wi-fi, WiMAX – will
be irrelevant. What will matter is being able 
to access the content we want whenever we 
want it. We will move from passive to active
consumers. Historically, media companies’
relationships with us have been hierarchical.
They communicated with us as consumers 
in the mass. Increasingly they will need to
respond to us as individuals and small groups
and facilitate conversations. 

Who will win in this new world? The 
technically advanced? The commercially
astute? The giants with global economies of
scale? Maybe. But those who will really thrive
will not just understand the technical and
social revolution but will embrace and lead 
it. So, if you’re an executive in a telecommuni-
cations or media company, switch off your
BlackBerry, cancel the next business meeting
and invest some serious time in watching 
techno-savvy teenagers using technology. 
Your future is in their hands.

ANDREW WHITE IS
RESEARCH FELLOW
IN STRATEGIC
INNOVATION AND
TECHNOLOGY
MANAGEMENT 

WHAT IS TECHNOLOGICAL 
DISCONTINUITY?
The term “technological discontinuity”
describes what happens when a new
technology or the re-packaging of a 
set of existing technologies results in 
making a product or service obsolete. 
In some cases, this results in companies
collapsing as they fail to adapt to the
new technology.
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Is it all over
for bloggers?

ne of the lessons a young
reporter is taught in his or her
first week in journalism is the
danger of using irony in 

newspapers, if for no other reason than that
readers so regularly fail to spot it. A colleague
once suggested that in addition to Times
Roman and Times Bold there should be a 
new type face – Times Ironic – which would
help readers identify its usage. 

So imagine the title of this article, “Is it 
all over for bloggers?”, set in Times Ironic – or,
even better, in Guardian Ironic. It is, indeed,
intended to be a bit mischievous. There has
recently been a rash of articles, symposia and
lectures devoted to whether it’s all over for

Alan Rusbridger
editor of the
Guardian,
defends the role
of newspapers

O
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pseudonymity – which is, on many sites, a 
sine qua non of participation. 

Now, I can see the need for the use of
pseudonyms in many parts of the world. If I
was posting in China or Tibet or Zimbabwe or
Iraq or Russia I might well feel comfortable
about speaking openly only if I could hide my
true identity behind a fictitious name. But why
should most people posting perfectly legal –
and, in most cases, unexceptional views – in
Britain, or America, or most Western democra-
cies, feel they have to have – or maybe even
have a right to have – anonymity? 

Again, it’s one of the first lessons of 
working on a local paper: no-one gets their 
letter published unless they’re prepared 
to put their name to it or unless they can 
persuade the editor there’s a really good 
reason for anonymity. 

Does it matter? I think so: for two reasons:
The first is to do with transparency and
accountability – two qualities, ironically, which
the usually anonymous bloggers endlessly
accuse old mainstream media of lacking. The
second is that, often, anonymity encourages
people to write or speak in a different way than
if they knew they would be held accountable
for what they said. The quality of debate can
become cruder, more aggressive and more 
personal than it would if the world knew the
writer’s real identity. 

A couple of months ago I gave a talk at the
Royal Society of Arts which – in the way of the
modern world – was podcast and picked up
around the world by the blogosphere. During
the course of my remarks I had tried a modest
defence of what we do as newspapers and 
suggested, as one example, that there wasn’t 
a long queue of bloggers volunteering to go to
Iraq just now. 

It wasn’t long before the blogosphere 
hit back. Someone called Dean Esmay in
Michigan, who at least appears to use a real
name, attacked this remark on his blog. The
substantive point made rather aggressively 
by Esmay was that there were, in fact, many 
blogs from Iraq – an accurate enough point,
though it’s still not clear to me that any of
them (apart from a few written by people 
in the military) are by bloggers who have 
voluntarily pitched up in Baghdad. 

I did actually explore the 60 or so links
cited by the bloggers. Some of these sites –
even those linked to by still-active bloggers –
are no longer active. Some are in Arabic, which
I regrettably don’t speak. Some have very little
content or are personal diaries of little real
interest. A few are very rewarding – touching,
vivid accounts of lives led by ordinary Iraqis 
in extraordinarily difficult circumstances. 

You could, with a fair amount of trial and
error, hook up RSS feeds to half a dozen of
these sites. With regular and sophisticated
reading you might be able to build up a mosaic

newspapers. No lesser a soothsayer 
than Warren Buffett warned last month: 
“Newspaper readers are heading into the
cemetery, while newspaper non-readers are
just getting out of college”. 

Rather than add to the fairly extensive 
literature predicting that newspapers can’t 
survive the astonishing revolution of the inter-
net, I thought it would be more interesting to
ask some questions of the medium which – 
it is widely predicted – could wipe them out. 

The first thing I want to say about blogging 
is that I’m overwhelmingly in the party of
enthusiasts rather than the party of sceptics.
The second thing is that it’s dangerous to
make sweeping generalisations about the 
blogosphere. Every weblog has both a national
context and an international presence. 

But, despite my overall fascination and
enthusiasm for this exploding new and 
democratic medium, I share the reservations
many people have about some aspects of this
emerging culture. 

What are these problems? Well there are
the predictable ones of bad language, racism,
Islamophobia, anti-semitism, misogyny and
other forms of hate or hateful speech. Those
are troubling, but comparatively easy to deal
with in the sense that you just take them down
the moment you become aware of them. 

A more difficult area is the quality and tone
of debate. In starting “Comment is Free” on
the Guardian website, we wanted to create an
extension of the paper – where serious matters
could be discussed in a reasonably serious way
by intelligent people around the world. By and
large that’s what we’ve achieved. But it would
be foolish to pretend that there isn’t a significant
proportion of contributions which are dull,
rambling, repetitive or plain silly... and a 
further proportion which are vitriolic, highly
personal, offensive and needlessly aggressive. 

What to do? Well, the old media response
is easy: you edit it, stupid. That’s what news-
papers do. You wouldn’t dream of publishing
every letter you received. Why create a totally
untended space where you have to wade
through sometimes hundreds of comments 
to find the few gems? Who’s got the time? 

The idea has certain attractions. But you
know what the response would be from many,
if not most, of the people who are currently
coming to the space: they would say “that’s a
typically old media solution. Face it, you want
to stay in control. You can’t bear to let go. The
web is not about top-down, it’s about bottom
up. If you can’t bear the rules, don’t play.” 

Those are the current conventions of this
new world, I can see that. But it does lead 
me to wonder whether all the conventions
which seem to have emerged among the 
early-adopters of this new medium will survive,
or whether they deserve to. 

Take anonymity – or, more accurately,

ALAN RUSBRIDGER 
IS EDITOR OF THE
GUARDIAN. THIS
ARTICLE IS AN
EXCERPT FROM THE
LUBBOCK LECTURE
HE DELIVERED AT
THE SAID BUSINESS
SCHOOL.

of everyday life in Iraq that might include a
balance of views – perspectives from sunni,
shia, kurd and even American. You would 
need to be especially interested in the subject
because it would be quite time-consuming
and you would, of course, have a fairly big
problem of knowing whether you could trust
any of this information. 

Between them the Guardian, Observer 
and Guardian Unlimited, our website, employ
more than 600 journalists, whose only aim 
in their professional lives is to find things 
out, establish if they’re true, and write about 
them quickly, accurately and comprehensibly. 

The blogosphere, which is frequently 
parasitical on the mainstream media it so
remorselessly critiques, can’t ever hope to
replicate that. It can do lots of things better
than we can’t currently do – including frag-
mentation and connectivity and community. 
It is wonderfully enabling, intoxicatingly 
democratic, exhilaratingly anarchic. But 
blogging of itself isn’t going to bring about 
the end of newspapers. 
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xford University’s role as a 
leading media institution started
over 500 years ago, when Oxford
University Press, which was

founded in 1478, started to grapple with the
technological challenge of movable type. Today,
many of us are grappling with the electronic
publishing revolution and its implications for a
wide range of industries. At the Saïd Business
School we are creating a Centre for research
into managing media and communications
organisations, which will address issues of
strategy, management and regulation. 

As everyone reading this article knows 
personally, we are producing and consuming
information and entertainment in radically dif-
ferent ways, at different times and in different
environments than we did just ten or twenty
years ago. For many of us, our news arrives on
paper and electronically, when we want it and
when it is broadcast, selected by us personally
or by an editor, on mobile and fixed devices –
and the choices don’t seem to be slowing up. 

We are fast approaching another inflection
point: for example, Internet Protocol television –
TV delivered to your home via broadband, on
demand and interactive – will be available 
to the mass market within the next six to
twelve months, video downloading to iPODs 
is increasing, and TV-enabled mobile phones
are being piloted. The widely heralded “con-
vergence” between content and technology
gets closer every year, and we have seen many
high-profile examples of companies that used
to be in either “media” or “communications”
cross over to the other side of the fence.
Broadcasters have web sites, newspapers have
blogs and podcasts, books have electronic extras,
mobile phone companies produce content. 

These changes are as significant as the
Industrial Revolution: not only is the method
for producing information and entertainment
changing, but also the content itself is 
changing. As this frenetic activity continues,
governments are puzzling over how much 
regulation is required; current controls range
from significant regulation in TV and media
ownership to almost no regulation over
Internet content.

O

Jonathan Black outlines plans for a 
new centre for international media and 
communications management

Watching the media
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those facing the challenge of managing them. 
We will start by identifying, in terms of the

professional, commercial, technological, and
career issues, what the industry now consists
of worldwide, and where it is going. We will
come to terms with the most recent develop-
ments in the communications industry, such
as the growth in the importance of media 
relations. We will not be vocational, but will
focus on management expertise in the industry.
We will encourage public and political debate
on communications issues, and will analyse
the philosophical and intellectual implications
of new platforms and technologies. The School
will aspire to create a world class Centre for 
the teaching and study of communications
examining issues such as:

How can and should governments regulate
each of the media industries? (TV is heavily
regulated, Internet is unregulated)

How can organisations manage potential 
conflict between creative content and 
business essentials?

What are suitable and useful measures of 
success for media and communications com-
panies? Are these measures limited to finance
and operations or does it include content,
quality, and an element of public service?

How can classic strategy and management
techniques be applied to the media/
comms industry where the product, the
boundaries and the development processes
are all changing?

As with existing activities, we will involve our
sister departments within the University at 
the Reuters Institute, the Programme in
Comparative Media Law and Policy (PCMLP)
and at the Oxford Internet Institute (OII).
Indeed our plans for next year include creating
joint courses for OII PhD students and our
MBA students. 

Looking further into the future we would
like to develop short courses for media and
communications executives to be jointly 
delivered by Reuters Institute, OII, and Saïd
Business School faculties. In the medium
term, an Oxford Media and Communications
Hub may well be created to link the centres
formally: the Reuters Institute covers 
journalistic content, the OII covers technology
and policy; and Saïd Business School covers
the management of the industry.

The media and communications industry
employs one to two million people in this
country alone and generates approximately
£40 billion of value added to the economy. 
It is growing faster than the overall economy
and is beginning to attract more academic
study. The Saïd Business School will continue
to lead the way in this field.

At an operational level, the media and
communications industry is facing many 
new challenges and opportunities: advertisers
can measure response rates more closely; 
content creators can identify their consumers 
individually; the barrier to entry for a publisher
(in the widest sense of the word) has all but
disappeared; there are more ways to transmit
content to a consumer; some old economic
models are almost defunct (take printed road
maps); and in many ways Marshall McLuhan’s
concept of the global village (first coined in
1962) has finally become reality. McLuhan
was considering television as the universal
medium through which all “villagers” would
be informed; now the internet provides the
medium for all the villagers to speak as well 
as listen.

Increasingly Saïd Business School MBA
students are attracted to studying and working
in the media and communications industry.
The sector offers a wide range of challenging
business issues and opportunities and a fun
environment in which they can exercise their
new management tools and techniques. Our
students and alumni have taken leading roles
in media and communications companies 
as diverse as the Financial Times, Yahoo,
Technicolor, Vodafone and Reuters. Recent
student projects have ranged from a new 
martial arts TV channel to an analysis of 
online opportunities for academic journals.
The Oxford Business Network for Media and
Communications had over 50 members in 
this year’s class who came from a wide range
of industries and companies around the world
including Korean TV, Brazilian TV, Indian
newspapers, the UK’s performing rights 
society, a Chinese news agency, and American
intellectual property law. This rich variety 
of students helped to bring in some exciting
speakers during the year, particularly 
for the Second International Media and
Communications Summit held at the School
in May 2006.

The Summit is designed to feature leaders
from many of the industries within the media
and communications sector. In the past,
speakers have included: CEOs of TV and film
production companies, book / music retailers,
executives from advertising agencies, and
publishers of books, journals, newspapers 
and magazines. Throughout the year, we also
attract similarly prominent speakers to address
students at the School.

With increasing numbers of students and
alumni interested in this area, the School’s
planned Centre will build on existing activities
and in addition develop a serious research 
programme that inform policy and practice 
in the industry. The aim of the Centre is to
become an international power-house of ideas
in relation to the modern communications and
media industries, and a source of support to

The voice of
dissidents
MBA students attending the Second
International Media and Communications
Summit were treated to an exclusive film
about Shargh, Iran’s leading reformist
newspaper – presented by Taghi Amirani,
the award-winning documentary maker.

The film is an inside look at Shargh 
as its journalists go about the almost
impossible task of meeting daily 
deadlines whilst keeping within the 
censor’s guidelines. Many audience
members remarked on the fact that
Shargh’s journalists are very young and
that the majority are female. 

Shargh is a lightning rod for censor-
ship, but of course there are severe
consequences in attracting the attention
of the country’s censors; in the past five
years, over 100 reformist newspapers
have been shut down. Shargh’s own
editors scrupulously evaluate all their
articles, trying to ensure against crossing
any “red lines”, as Iranian journalists 
call the strict but ill-defined boundaries 
that mark the topics, opinions and even 
writing styles considered off-limits by 
the state censors.

The audience warmly welcomed 
this candid view of life in Tehran, as well
as the opportunity to talk to Mr Amirani
about the dramatic contrast between 
producing a newspaper in a liberal
democracy and under a more theocratic
regime such as that in Iran.

For more information, go to
www.sbs.ox.ac.uk/media

TAGHI AMIRANI

JONATHAN BLACK
IS DIRECTOR OF
CORPORATE  
RELATIONS
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welve months ago when I packed
my bags and left the shores of
India to come to England I had
no idea what was in store for me. 

It has been an amazing year. Not only 
do I now have one of the most respected 
educational credentials in the world – an
Oxford degree; along the way, I was invited by
Dr Manmohan Singh, the prime minister of
India, for a personal audience; I accompanied
Lord Chris Patten, Chancellor of Oxford
University, as a special aide as he travelled

32 BUSINESS AT OXFORD ALUMNI

Vinay Menon looks back on his
year at the Saïd Business School

T

An Indian in Oxford
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across the length and breadth of my country;
and I met some of the biggest corporate 
names in south-east Asia. 

It all started when I landed at Heathrow 
in September 2005, having spent the past 
six years of my life working as a journalist in
New Delhi. Over the previous decade I, like the 
billion others in my homeland, had watched
with amazement as India’s economy boomed.
Stepping confidently out the shadows of its
socialist past, India strode onto paths of eco-
nomic growth and prosperity that few could
have imagined ten years earlier. The most 
critical task for any young Indian, it seemed,
was to be prepared to participate in the 
country’s bright future. 

It was in this frame of mind that I arrived 
at the Saïd Business School to embark on the
one-year MBA programme. A relatively new-
kid-on-the-block, the School had within a few
years earned itself the reputation of being the
business school to watch out for. Dynamic 
and bold, Saïd Business School represents
what many of us believe is the new face of
Oxford University –in sync with the twenty-first 
century, without having sacrificed any of the
sound academic fundamentals that have
helped it to produce some of the greatest
thinkers to have walked the Earth.

The transition from New Delhi to
Oxfordshire was not entirely smooth. Oxford
University can be both a mystery and a maze.
You realise that from the moment you sit down
to choose a college to be associated with. For 
a foreign student who has not been exposed to
the Oxford collegiate system, this can be quite
a daunting task. Each college is distinctive,
boasting its own history of achievements, 
making it very difficult to eliminate any of
them. I finally got accepted by Jesus, a glorious
and friendly little establishment on Turl Street
that counts Harold Wilson (former British
Prime Minister), T. E. Lawrence (of ‘Lawrence
of Arabia’ fame) and Dom Moraes (famous
Indian poet & writer) amongst its alumni. 

Being part of a college allows you to 
partake of the best of Oxford traditions, be 
it in sport, culture or academia. Although it 
must be said that if you are on the one-year
MBA programme, you are likely to spend

almost every single hour of the day at the
Business School.

It was to avoid falling into this very trap
that I chose to consciously take time out 
of the manic MBA schedule to pursue two 
personal interests – media management and 
the study of Indian business. As Chair of 
the Oxford Business Network for Media and
Communication – a motley group of 45-odd
students who track and analyse developments
in the media space – I helped forge relation-
ships with leading media stakeholders.

This apart, the Media OBN also helped to
organise one of the biggest media summits
this side of the Atlantic – the annual
International Media Summit. Business school
students from leading US, European and
Asian schools (Wharton, INSEAD, LBS,
Kellogg, Stanford, Columbia and CEIBS) 
along with high profile practitioners such as
Helen Alexander, Jim Dolan and Chris Ahearn
attended the summit, which was held in 
May 2006. 

Meanwhile, the 30-student strong Indian
community at Saïd Business School took
unprecedented steps to leverage their contacts
back home and set in motion the first-ever
Oxford India Business Forum, a platform for
leading voices from both India and the UK to
debate trends emanating from the Indian
growth story. 

For my efforts in helping put together the
Forum, I was given the rare honour of being
selected to assist Oxford University with its
larger strategic plans with relation to India. 
So in March this year when Chris Patten took 
a week long tour of India, visiting the cities of
New Delhi, Mumbai and Bangalore to interact
with some of the biggest names in the Indian
corporate scene – the Tata Group, Reliance,
Infosys, Mahindra, to name a few – I got an
opportunity to accompany him in my capacity
as a special aide.

This tour included a personal audience
and working lunch with Manmohan Singh, the
prime minister of India, an Oxonian, and the
man who is credited with helping lift millions
of Indians out of poverty by putting the country
on the path of economic liberalisation. Other
highlights included meetings with Mukesh

India Nite
Each year, India Nite is a highlight in the
Saïd Business School social calendar. 2006
was no exception and the “Mela” in May
brought together the Indian and Pakistani
communities at the School in a show that
presented the best of a range of ancient and
contemporary South Asian sub-cultures.

Highlights included Kuntha
Chelvanathan’s performance of Bharat

Natyam, a traditional Indian classical dance;
Gayathri Sudhakaran’s veena playing – the
veena is a plucked stringed instrument; and
the appearance of the students’ children
wearing traditional costumes as part of a
catwalk show. Bollywood beats echoed
through the night, the food court was awash
with gifted Cobra beer and a delicious
“masala” completed the event.

Ambani, Keshub Mahindra and Nandan
Nilekani, the heads of billion dollar Indian
conglomerates.

The focus of this rather special trip by Lord
Patten was: “not to allow the very talented
young Indian men and women to slip through
our net and swim off to America or Australia.”
The rationale being – Oxford University is one
of the finest universities in the world and the
only way it can remain there is by recruiting
the best talent from all corners of the world.
This includes creating easier access for the
brightest Indian students to Oxford University,
be it through scholarships or more awareness
about the world class educational programmes
on offer here.

The fruits of our endeavours are starting to
be realised. From barely half-a-dozen Indian
students just a few years ago, the School is 
now poised to accommodate nearly 60 Indian 
students in 2006/7. Efforts are being made 
to sustain this momentum and to spread this
success story to other faculties of the University. 

From an Indian student’s perspective,
there has never been a better time to apply 
to Oxford. New opportunities for exceptional
students from the sub-continent wishing to
study here are cropping up by the day, and no
effort is being spared to trawl the world for the
most brilliant Indian minds and to encourage
them to come and study here. Given the
University’s track record thus far – it has given
the world six kings, 46 Nobel Laureates, 25
British prime ministers and two Indian prime
ministers – it is clear that the possibilities for
the future are endless.
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suppose there are still people
who imagine markets to be
impartial, abstract mechanisms.
The laws and customs that gov-

ern groups, however, as well as the inequalities
among individuals, inevitably favor some mar-
ket participants while disadvantaging others.
In most human societies, past or present,
females have been required to live within rules
that severely limit their market participation
and thus impede their economic autonomy,
reduce their personal sovereignty, and 
compromise their human dignity. 

Women frequently are not only barred 
from certain classes of employment and 
from the higher levels of education that can
lead to financial security, but they are also
often precluded by law from owning capital, 
purchasing equipment, buying land, or 
securing credit. Customs that restrict women’s
freedom of movement or expression constrain
their political participation and narrow their
life experiences—but such exclusions also
effectively prohibit a range of economic
actions from placing ads to trading goods to
investing money. All these restrictions, though
they are sometimes codified by law and 
always policed by custom, have a basis in the
economic structures of the societies in which
they occur.

Easing such conditions could be expected
to have positive economic consequences 
in many nations because more market 
participants normally leads to growth and 
vitality. The world aid agencies and global
financial organisations, in fact, have long 
recognised that the empowerment of women
has a positive effect on development—and, in
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reverse, that economic development tends to
have a positive effect on the rights of females.
One has only to look at those countries where
women’s rights have expanded the most; these
are also the most prosperous nations. Perhaps
it is a cliché and a stereotype, but it is never-
theless true: women who come into a bit of
money typically use it to educate and care for
children. Thus, the empowerment of women
has benefits that go well beyond advantages 
to one gender.

As we move toward a worldwide consumer
culture, the advantages of empowering women
become compelling in a different way. Around
the globe, women retain responsibility for 
provisioning households—as they have done
in most cultures for hundreds of years—as well
as maintaining social relations through gifts.
Thus, the long-term success of markets for,
say, packaged goods is shored up considerably
with the emergence of a large base of women
having both money to spend and the freedom
to spend it. The effects on industries making
cosmetics, clothing, toys, and various gift
items would be even more pronounced.

In my research into the historical actions 
of women in the modern marketplace, I have
often been struck by the way a woman will
expand a tiny loophole in custom, widen it into
a small window of possibility, and work at it
until a path for advancement opens up for her
– and often for others who follow. I have myself
documented the way small trading circles
among women have been used to create and
sustain communities—and have ultimately
formed the basis for global giants like Avon
and Revlon. In America, economically 
empowered women have used their new
options to expand their political participation,
raise their voices in the media, and increase
attention to social issues from child abuse 
to labor rights to consumer safety, ultimately
benefitting the entire society. Even in 
advertising, my own field, females have long
used commercial space to promote women’s
causes, as in the current broad-based 
campaign to cure breast cancer. Such 
“market feminism” has, I believe, the power 
to be a great force for peace, prosperity, and
dignity worldwide. 

An orchestrated effort to rebalance 
global economic relations between the sexes, 
therefore, would be likely to have a good effect
on many parties, in addition to serving the
causes of justice. Thus, it seems to me that
the leaders among governments, corporations, 
and NGOs have much to gain by learning to
look at economic relations, not just by region
or nation, but also by gender, and then acting,
when they can, to ease the restrictions that
confine women. 

Now I recognise that some people will
object to such an idea because they still
believe that the market is (and should be) a
dispassionate mechanism. But an economy
rigged to benefit men can in no way be 
called impartial. We are learning to accept
interventions, such as the Fair Trade 
movement, that help balance market relations
between nations as part of a broader effort to
heal the political inequalities handed to us 
by history. It is not so big a jump to think that 
gender could become a major plank in that
same agenda. Only when a balance between
men and women has also been achieved 
can we expect an impartial market to be a
global reality. 
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