
TEXT AT A GLANCE
Management: A Pacific Rim Focus 4e is a pedagogically rich
learning resource. The features laid out on these pages are
especially designed to encourage and enhance your acquisition
of the principle tenets of management.

Each Chapter opens with a BRW profile that
showcases a successful manager who has made
an impact on the industry in which they operate.

Key terms supplied in the margin allow you easy
access to the language of management. They are
highlighted in the text and also presented in an
alphabetical glossary at the end of the book.

Chapter Openers present a summary of the subheadings
in the chapter you are about to study and a list of
Learning Objectives that set out what you should be
able to achieve after completing that chapter.

LEARNING OBJECTIVES

After studying this chapter, you should be able to: 

• Explain four functions of management and other major elements in the management
process.

• Describe three common work methods managers use and their 10 major roles.
• Identify the main factors influencing work agendas and how managers use such

agendas to channel their efforts.
• Delineate three major managerial skill types.
• Distinguish between effectiveness and efficiency in regard to organisational

performance.
• Explain how managerial jobs differ by hierarchical level and responsibility area.
• Explain how managers at different hierarchical levels can use the entrepreneurial role

to foster innovation.
• Describe how management education and experience prepare managers.
• Identify four significant 21st century management trends.

THE CHALLENGE OF
MANAGEMENT

CHAPTER 1

CHAPTER OUTLINE

Management: An overview 
What is management?
The management process

What managers actually do 
Work methods  
Managerial roles
Managerial work agendas

Managerial job types 
Vertical dimension: Hierarchical levels
Differences among hierarchical levels
Promoting innovation: The entrepreneurial
role
Horizontal dimension: Responsibility areas

Managerial knowledge, skills, and
performance
Knowledge base
Key management skills
Performance

Managing in the 21st century
Managing change and innovation
Managing diversity: The workforce of
2000 and beyond
Developing a global perspective
The quest for total quality and continuous
improvement
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C & D Clothing—making dreams happen
For David Stewart and Chris Carr, starting their own
company was a long-held dream. They shared the
same motivations: the satisfaction of seeing their
clothes worn in the streets, the opportunity to push
past the salary ceiling that came with working for
someone else, and greater control over their own
lives. On 15 May 1997, they did just that. Leaving
their previous employer, they launched C & D
Clothing which trades as Henley Clothing Company.

The plan for their range of casual men’s wear
was simple: better quality, quicker turnaround, lower
prices. The pair had a network of customers and
suppliers and were experienced in the clothing
industry.

Their start-up vision was to run a business with a
$5 million turnover a year. Kicking off without orders
in hand meant that they needed to purchase raw
materials using their cash reserves and this entailed
taking a risk. The partners, however, were fairly
confident that they could rapidly turn this risk into
advantage. With an initially conservative start, they
contracted an overseas supplier to make samples for
a small range which sold very quickly. 

The decision they were faced with entailed the
development of a strategic focus. Their plan was to
pre-sell. This meant that they would hold very little,
if any, stock . Ranges would be designed, samples
made, shown and orders taken which would then be
manufactured. This strategy worked very well and
soon Chris and David were faced with more orders
than could easily be filled on their current base.

What they needed was extra financial backing to
set them up the way they needed to be in order to
reach their goals and vision. Discussion with them
revealed that at the time they saw themselves as
having three options to achieve this:

The first option was to invite a past colleague,
Ron Tenabel, who had been searching for
investment opportunities, to join them. Their second
option came from one of their off-shore suppliers
who wanted to bank roll them in exchange for a
share of the business. Finally, extended family
members were prepared to assist. Upon
consideration of these options, David and Chris
decided to accept Tenabel’s offer . This decision

was based on an analysis of the advantages this
brought to the partnership. Ron Tenabel was located
in Melbourne and brought warehousing expertise to
the organisation. This expertise left the two partners
free to concentrate on those areas which would
make a significant impact on the success of the
venture. This is encapsulated in their philosophy:
‘We wanted to run a business with a better quality
garment produced faster than the competition’, says
Chris. ‘The market place wants a quick turnaround.
People are no longer prepared to wait six months for
your range to reach their stores.’

The strength of the organisation is based on
maintaining a small operating base keeping
expenses low but able to produce a better garment
at a lower cost. Business has grown to the extent
that sales people have been employed full time and
administrative back up has been provided to
production. This enables Chris and David to look at
the bigger picture and work on key accounts. Over
the past three years staff has grown from five to
eleven and turnover has doubled to over $10 million.
This includes both an increase on the return on
sales as well as an increase in the volume of sales.

When asked about the key reasons for this
success, David explains the strategies that he and
Chris have tried to maintain:

‘We do not get locked into one particular
customer. No one customer is more than 10 per cent
of the business. This means that you have a wide
customer base to work from and are not overly
reliant on one source of orders.’

‘Business still follows the 20–80 rule, in that we
get 80 per cent of our turnover from 20 per cent of
our customers, but we feel we have a good spread of
bigger customers and that gives us good margins.’

‘We now tend to do a lot more ranges. The trade
has moved away from having one range per season.
Successful wholesalers offer two or three injection
ranges per season. This requires a smaller range of
garments which enables you to take advantage of
the current flavour and capitalise on what sells well
in a particular area. In that instance turnaround is
crucial. We now airfreight stock in to cut the
turnaround time.’
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Essentially managers themselves must reflect this emerging diversity and need to effectively
utilise an increasingly diverse workforce. We discuss diversity further in the Managing diversity
sections in several chapters and we focus on important organisational efforts through the use
of Managing diversity boxes.

Developing a global perspective
With diversity initiatives, organisations must take a global perspective for three main reasons.
First, businesses have more global competition. Second, more companies will be operating in
other countries. Third, businesses are increasingly globalised in that they are operating as one
company, despite far-flung operations. As these trends imply, managers’ knowledge of
international business in the 21st century must be greater. Accordingly, we devote a chapter to
international management (see Chapter 19) and have international material in many other
chapters. In addition, we often use international companies as examples so you can learn more
about such organisations and how they operate.

Second skin at the cutting edge
In 1988, Jenni Ballantyne set up a small
manufacturing business with three employees in a
suburb of Perth, Western Australia. The business—
Second Skin—produced pressure garments for burns
victims. These garments had previously been
manufactured and imported, often with considerable
delays, from the United States. Jenni, who worked
as an occupational therapist in the hospital, heard
surgeons complaining about this, and questioned
why no one was producing the garments locally.
Jenni’s business is based on two primary product
ranges: pressure suits that promote healing and
reduce scarring, and are worn by people with severe
burns; and lycra-based, rigid splints that re-educate
the limbs, and are designed for patients whose
movements have been restricted because of stroke
or head injuries, neurological disorders or multiple
sclerosis. Her innovative designs have been
incorporated into a range of ‘world first’ products
that have significantly improved the quality of life
and the medical management of clients and
patients who wear them.

Many of the innovations have been simple but
ingenious, and have their origins in Jenni’s ability to
accurately observe what is required, and then
change the design to suit. For example, many
children who wear pressure socks over long periods
(sometimes several years) had problems with the
traditional design, which tended to restrict growth.
Jenni designed a toe gusset into a sock that would
allow for growing feet. She combines commitment to

the care of her clients with a dedication to finding
the most appropriate clinical solution possible, and
believes this underpins the culture at Second Skin.
Jenni has a passionate commitment to her work and
a desire to live life to the full, rather than ‘saving
things for tomorrow’. Her philosophy can be
summed up as ‘do it well today’. She was always
confident of success, but admits that her confidence
was tested at various times. ‘As long as you can
cope with the little rejections and frustrations and
not see them as signs of personal failure, you can
hang in there long enough to do well’, she advises.

It sounds like good advice. Her business has now
grown to the extent that it supplies Australia and
New Zealand with her products, has an office in
Brisbane and the United Kingdom, and plans to
commence exporting to South-East Asia by 2005.

Activities for discussion, analysis and
further research
1. In terms of Mintzberg’s categorisation of

managerial activities, do you consider gender is a
factor in Jenni Ballantyne’s performance? In
which areas do you feel she excels?

2. Is Jenni Ballantyne an entrepreneur or an
intrapreneur? Explain your answer.

3. Consider the four themes discussed under
‘Managing in the 21st century’. In groups,
discuss one theme per group, and make a
judgment about how effectively Jenni Ballantyne
is performing on each of these future trends to

Technology and fraud
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Now you can have your McLunch, and eat it on-line
too. Finding a natural match between fast food and
the Internet, the central Dunedin (New Zealand)
McDonald’s restaurant introduced its Cyber Café in
June 2001—the first in any McDonald’s worldwide.
The demographics in Dunedin are perhaps ideal for
such an experiment. The restaurant is popular with
high school, polytechnic and university students,
who constitute a significant portion of both the
city’s population and the local McDonald’s
patronage. They are comfortable with the concepts
of the Web and shared-access terminals, since they
regularly use computer labs at school. Usage
studies have shown that these two groups are the
dominant users of the Cyber Café, supplemented by
tourists (many of whom are from overseas) and
‘older’ local residents.

Initially, twelve terminals were installed. All that
was needed to kick-start usage was a combination
of free single-session ‘promo’ cards given away with
$5 purchases, posters and flyers at the three local
restaurants, and some enthusiastic free radio news
coverage. Six additional terminals were added a few
months later, with further expansion possible. Use is
charged at NZ$5 per hour, via a rechargeable Cyber
Card. 

The Cyber Café occupies one-third of the
restaurant’s frontage on George Street (the city’s
main shopping street). The other two-thirds are
taken by the main entry and McCafé, another
recent innovation at urban McDonald’s restaurants
through-out Australia and New Zealand. New
Zealand was the second country in the world to
open one.

Corporate executives from the United States and
South America, who visited the Dunedin facility, now
say the concept may go global. The Dunedin
restaurant manager, Peter Shepherd, says, ‘It is
working out very well. If it continues to run as
successfully as it is proving to, it will go worldwide.’
Introducing the Cyber Café earned his restaurant the
McDonald’s New Zealand 2001 Innovation Award. 

A second McDonald’s Cyber Café opened at a
restaurant in Tel Aviv, Israel, later in 2001, and

Auckland trials started in early 2002. Several
Brazilian McDonald’s offer free ‘McInternet’ access
as their contribution to ‘digital inclusion’, providing
computers in their restaurants. Paraguay and Costa
Rica, among other countries, are following this
model. However, both the Japanese and the US
McDonald’s have chosen a different path to
allowing their customers access to the Internet.
Unlike Dunedin’s Cyber Café (where computer
terminals are provided) the Japanese and US
restaurants will feature a wireless network allowing
customers to bring their own mobile devices,
including laptops, to surf while they eat. In May
2002, the Japanese branch announced plans to
provide broadband Web service in all 4000 of its
restaurants. US trials with wireless access
commenced in Manhattan in March 2003 to
coincide with Intel’s release of its new Centrino
wireless chip set, with various cities beginning pilot
programs throughout 2003; participating
restaurants display a distinctive sign resembling the
‘@’ symbol commonly used in email addresses, with
the ‘a’ in the circle replaced by McDonald’s stylised
‘m’, which would be read as ‘at McDonald’s’ by
many potential customers. Also, agreement was
reached in January 2004 for BT (formerly British
Telecom) to establish its Openzone wireless access
in 400 McDonald’s in the UK.

Rated as one of the world’s most recognised brands
since 1996, McDonald’s has a presence in more
than 120 countries—some of which have websites
with links at the parent company’s site. The
Australian and New Zealand sites target
consumers, potential employees, and those
interested in franchising information. Although
neither site features cyber cafés at the time this was
written, it is likely that they will when the concept
becomes more established (and when McDonald’s
wishes to promote their presence). McDonald’s
Australia announced in March 2003 an agreement
with Telstra to provide wireless access at about 600
McDonald’s. The McDonald’s New Zealand site
won an ‘Outstanding Website’ award at the
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How is technology impacting on business? How are
organisations harnessing electronic tools to further
themselves? Managing the e-Challenge cases examine
the various electronic activities of organisations to
increase customer reach and productivity.

BOXED FEATURES

These short cases bring to life key concepts explained in 
the text. They invite you to diagnose particular management
problems and identify the specific decisions, models and
processes that are represented in each example.

Gender Factor cases examine the changing roles of
men and women in business and the new workplace
realities that these create. These cases challenge you to
think about the impact of gender-related issues within
the context of each chapter topic.

C A S E  I N  P O I N T

G E N D E R  FA C T O R

These cases describe a course of action managers have
had to make in response to various threats and
opportunities. Reflect on the possible outcomes of the
management decisions presented and use the theory
you have learned so far to offer strategies you may have
followed instead.

M A N A G E R I A L  D I L E M M A S
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Managing diversity: The workforce of the 21st century
To effectively use all resources, organisations recognise the need to capitalise on managers’ and
employees’ country-specific or continent-specific knowledge. For example, Coca-Cola uses its
diverse foreign workforce’s knowledge to develop marketing campaigns in its major global
markets. At senior levels too, Coca-Cola uses global diversity, employing diverse managers as
leaders. Former Coca-Cola chairman Roberto Goizueta came from Cuba; other senior
managers are from France, Brazil and Spain.

Many other companies rely on their diverse workforce’s talents. For example, Jac Nasser,
Ford’s CEO from 1998 to 2001, was born in Lebanon and headed Ford’s Australian
operations. Alex Trotman, former Ford US chairman and pioneer of Ford’s global restructure,
is English. Trotman got his knowledge of European customers’ needs while leading Ford’s
European operations. This is important as managers who value their employees’ diversity invest
in developing these employees’ skills and capabilities and link available rewards to their
performance. They are managers who succeed in promoting long-term performance (Cox &
Blake 1991). More and more organisations realise people are indeed their most important
resource and that developing and protecting human resources is crucial to manage in a globally
competitive environment.

A survey showed over 70 per cent of major American organisations have diversity
management programs. A further 16 per cent are developing programs or have initiatives at
division levels (Society for Human Resource Management 1995). Most countries in the Pacific
Rim region, including Australia, are still lagging on this issue. Why do organisations set up
diversity programs? Motivations behind the efforts are various. For one, companies are
concerned about attracting and retaining the best talent. Firms with positive reputations for
diversity management are likely to have a competitive advantage in gathering talented people.
For another, the customer base of most companies is increasingly diverse.

Consider the following process in an organisation the
author is familiar with but is not at liberty to name.

This organisation for a number of years has been
running a very successful offshore manufacturing
facility. As a result of the financial crisis in South-
East Asia, its export market all but disappeared.
This was later compounded by the SARS epidemic
which aggravated the issue by preventing sales
staff from travelling on business. However, when
the budget forecasts were done, the expected
income from exports had been included. This
meant that the organisation stood to make an
enormous loss.

Decision point 
1. If you were the general manager of this

organisation what would you do? Why?

Reflection points 
1. Senior management decided that what they would

do is retrench all the team leaders, as they were
the most expensive staff in the factory. What do
you think happened? Why? What would you now
do to overcome the resulting difficulties?

2. With the aggravated situation, experienced sales
staff who normally handle that lucrative territory
were transferred to other smaller territories where
younger and sometime less experienced
representatives were invited to take a cut in
commission. Most left for other jobs. Six months
later, the SARS epidemic was over. How do you
think the organisation was placed to address the
new environment? What would you have done in
their place?

Source: M. Tein.

When the unexpected hits
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M A N A G I N G  T H E  E - C H A L L E N G E

These practical exercises help you to develop the basic
skills critical to being a successful manager, for example,
creativity, self-analysis, entrepreneurship, quality
assurance, and negotiation and delegation skills. Work
through these skill-building activities and apply your
newfound wisdom to your professional and student life.

M A N A G E M E N T  S K I L L S  F O R
A G L O B A L I S E D  E C O N O M Y
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Creativity-relevant skills 
These skills include a cognitive style, or method, of thinking that involves exploring new
directions; awareness of ways to generate novel ideas; and a work style helpful to developing
creative ideas. A creative work style includes the ability to focus attention and effort for long
periods of time; the ability to abandon unproductive avenues; persistence and high energy
levels.

Task motivation 
The individual must be truly interested in a task for itself, not just for any available external
reward, such as money. A primary concern for external rewards can inhibit creativity.

MANAGEMENT SKILLS FOR A GLOBALISED ECONOMY

How to be more creative
Some of the following, based on research and
thinking on creativity, may build your creativity in
work and daily life.

What do you want to do?
• Take time to understand a problem before

starting to try to solve it.
• Get all facts clear in your mind.
• Identify the most important facts before you try

to work out a detailed solution.

How can you do it?
• To focus on a problem, set aside a worthwhile

block of time, rather than scattered sessions.
• Work out a plan to attack the problem.
• Establish subgoals. Solve part of the problem and

go from there. You don’t have to do it all at
once. Record your thoughts. This means you can
catch important points and return later. It also
means you can look for patterns.

• Visualise yourself acting out the problem.
Actually act out the problem.

• Think of a similar problem you’ve solved before
and build on the strategy you used.

• Use analogies when possible. See if you can
generalise from a similar situation to your current
problem.

• Use many problem-solving strategies—verbal,
visual, mathematical, acting. Diagram the
problem to help visualisation, or talk to yourself
aloud, or ‘walk through’ a situation.

• Look for relationships among facts.
• Trust your intuition. Take a guess and see if you

can back it up.

• Play with ideas and possible approaches. Looking
at the situation in different ways.

How can you do it better?
• Try consciously to be original, to come up with

new ideas.
• Don’t worry about seeming foolish if you say or

suggest something unusual or if you find a wrong
answer.

• Eliminate cultural taboos from your thinking
(such as gender stereotyping) which might inter-
fere with your ability to develop a novel solution.

• Try to be right first time, but if not, explore as
many options as needed.

• Keep an open mind. If the first approach doesn’t
work, ask if you made any faulty assumptions.

• If you get stuck on one approach, try to get to
the solution by another.

• Be alert to odd or puzzling facts. If you can
explain them, your solution may be close.

• Think of odd ways to use objects and the
environment. Look at familiar things as if you’ve
never seen them before.

• Consider taking a detour, which delays your goal
but eventually leads to it.

• Discard habitual approaches, and make yourself
develop new ones.

• Do some brainstorming with other people. This is
trying to produce as many new and original ideas
as possible, without evaluating any until the end
of the session.

• Strive for objectivity. Evaluate your own ideas as
you would those of a stranger.

Source: Reprinted from Papalia & Olds (1988).
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While it would be easy to dismiss these contributions as ‘history’ and irrelevant to today’s
organisations, this would be shortsighted. During your time in industry you will find many
examples of people using or applying these models/approaches on a regular basis.
Understanding the models gives you a clear advantage in those interactions.

Right around the world, through the mid-1980s, the
automotive industry was experiencing a downturn.
This state of affairs did not exclude Australia, nor
did it exclude the Ford Motor Company. In fact, as
a whole, the Ford Motor Company was
haemorrhaging. Between 1979 and 1982, the
company lost $3 billion. It had managed to acquire a
reputation for producing cars designed for
yesterday’s consumers, and—worse—the quality was
poor.

Cutting costs and raising quality were clear
priorities. By the mid-1980s, the company had
reduced its hourly workforce, cut back on white-
collar workers and shut down eight plants in the US.
The remaining 81 plants were revamped and
upgraded technologically to make the work as
efficient as possible. Computerised robots and
upgraded inventory control were part of the massive
changes. At the same time, Ford tied its efficiency
and cost-cutting efforts in search of quality. It
adopted the Japanese management view that higher
quality ultimately means lower costs. Such changes
reduced costs by $5 billion by the mid-1980s, with
another $5 billion in savings by the early 1990s.

The company also redirected the design of its
cars. Whereas in the past the tendency had been to
follow the competition, top management now told
designers to ‘design the kind of cars you would like
to drive’. With the new approach, Ford has produced
a number of models that have sold well.

Some of the less visible changes at Ford related
to its new approach to internal management. Once
considered to have the most autocratic managers in
the automotive industry, the company launched a
program called Employee Involvement that has
pushed decision making to lower levels, including
the assembly line. For example, assembly-line
workers are now authorised to stop the line if they
see a problem. Ford emphasises teamwork and uses
the team concept to involve individuals from various

areas such as design, engineering and
manufacturing in the development of new models.
Ideas come from the bottom of the company as
well as from the top.

The company is continuing to further dismantle
the old corporate pyramid and place more emphasis
on a matrix-type organisation structure, in which
many parts of the organisation work together but
retain their autonomy. As one part of the change,
Ford eliminated separate North American and
European engineering operations in favour of
moving 15 000 employees into five worldwide
product-development centres—four in Dearborn
and one in Europe. Under this arrangement, instead
of developing separate Escort-size cars for sale in
Europe, the United States and Australia, the
European centre would develop a basic design that
could be modified for use in various markets. The
other centres would be responsible for basic designs
for other types of vehicles—for example, large cars
and minivans or trucks. Through such an approach
Ford had hoped to create excellent products within
a shorter time period with increased efficiency so
that vehicles could be sold at an affordable price.
Within a year, though, the company was paring the
number of centres back to three, an arrangement
somewhat similar to the original one. Ford found
that having so many centres was leading to
confusion, duplicate work and turf battles.
Purchasing was also to be globally integrated, but
Ford is still struggling to make the approach work.
Meanwhile, Ford has encountered price resistance
to its cars, which are loaded with desirable new
features but have hefty price tags. The company is
quickly shifting gears to turn out low-priced,
stripped-down models.

A major challenge facing Ford is to sell its
products in more markets. Ford has targeted China
and India as high-priority countries for expansion.
Indonesia, Thailand and Vietnam also are

The challenge of Management Fremantle Port

G A I N I N G  T H E  E D G E

Actively build the management skills you need to
succeed as a manager by working through these
rigorous applications. These exercises encourage you to
think independently, as well as operate in a group.

Take a critical look at an organisation whose
management practices are exemplary in some way, and
identify why they are successful. These short, inspiring
examples enliven your learning and broaden your view of
how management applies to your everyday life.

Apply theory to everyday practice with these practical
applications. Undertake and perform the variety of
tasks requested and gain a better understanding of the
theories presented within each chapter.

G A I N I N G  T H E  E D G E

F O C U S  O N  P R A C T I C E  –  
S T R AT E G I E S  F O R  I M P R O V I N G

This feature focuses on one manager, Kimberley
Turner, Business Woman of the Year 2002, and her
thoughts and practices about every aspect of her
developing organisation, Aerosafe. 

R E F L E C T I V E  P R A C T I T I O N E R

C H A P T E R  S U M M A R Y

M A N A G E M E N T  E X E R C I S E S

The Chapter Summary recaps the key themes of the
chapter topic. Use these summaries as a reliable pre-
exam revision tool.

Once you have read the chapter summary, get ahead of the
class with MaxMark, a self-paced online assessment tool that
contains thirty interactive questions per chapter.  To access
please see the registration card at the front of this book. 

END-OF-CHAPTER MATERIAL
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Chris Blanksby graduated from
the Aerospace Engineering/
Business Administration double
degree program at RMIT
University in 1996. 

Why did you decide to undertake a double degree
instead of just a straight engineering degree?
The decision to enter into this program was pretty
arbitrary—I was a bit interested in science and
engineering so I thought aerospace might be fun,
and since business was offered, I decided to try that
too. Once the lessons being delivered through the
business degree started to sink in (about half-way
through the program), I was extremely happy for the
decision I made. While my prime interest remained
in the engineering/scientific discipline, I began to
clearly recognise the value of the business
education, in almost every facet of education, work
and even personal life.

What have you done since graduation?
Since graduating from the program, I worked for two
years at a small business named Roaduser

International, specialising in advanced engineering
for safety and performance of heavy road vehicles
(trucks). I advanced rapidly in this organisation,
thanks largely to my business skills providing an
extra dimension to my contribution to the company.

I then decided to pursue further education, with
the objective of getting into the space industry,
which had become a major area of interest for me.
I returned to RMIT University to undertake a PhD,
which I completed in 2001. I have since been
employed at RMIT University as a lecturer and
senior research fellow. During this time, I have won
several national and international awards for my
research, and been project manager for several
research projects of strategic importance to the
university. 

Currently, I am supervising nine PhD and masters
students. The leadership and management skills I
developed through the business degree have been
invaluable in inspiring these high-performing
individuals and coordinating their efforts towards
team goals.

C H R I S  B L A N K S B Y

Beverley Schubert has a Bachelor of Commerce with
a double major in management and accounting
from Murdoch University. She works for Ernst &
Young as a consultant in the entrepreneurial
services division.

What does your job entail?  
Our client base is the small-to-medium enterprises and
emerging growth markets. My role includes consulting
with clients to discuss management issues and
performing strategic reviews and business planning. I
develop financial models and financial analysis to
assist clients in resolving financial issues, and I also
perform a limited amount of compliance work.

How have your university studies assisted you in
your career? 
My university studies gave me an advantage in
gaining my current position within the firm and the

consulting team. My
management major has been
invaluable in the consulting
arena.

How do you use your
knowledge of management principles in the day-
to-day functions of your position?
My knowledge of management principles assists me
in delivering a quality outcome to my clients in terms
of understanding their issues and providing relevant,
focused solutions. Through this knowledge I have a
deeper understanding of the issues businesses face
and of the wider environment in which they operate.
This understanding gives depth to the solutions I
can propose as I am able to take into account all
these issues.

G R A D U AT E  G L I M P S E

B E V E R L E Y  S C H U B E RT

This new feature examines the many and varied paths
which graduates in management have taken. Read and be
inspired by their career trajectories and the endless future
possibilities that a management degree may offer you.

These short-answer discussion questions give you an
opportunity to think about and discuss different situations
directly related to the chapter you have just read.

Over 100 critical thinking questions challenge you to
diagnose specific management issues so that you learn to
analyse problems and make decisions. These questions aim
to improve your ability to think at a higher level and hone
your critical abilities.

QUESTIONS FOR DISCUSSION AND REVIEW

C R I T I C A L  T H I N K I N G  Q U E S T I O N S

These end-of-chapter cases look closely at the management
activities of different organisations conducting business on the
Pacific Rim. They are important because they highlight the
management behaviours of Australia’s main trading partners.
Business conduct varies markedly in different parts of the Asia-
Pacific region, particularly in terms of motivation and reward.

The PowerWeb icon appears here as a reminder that you may
search for more related articles and cases online.  To access
please see the registration card at the front of this book.

At the end of every chapter a list of Further Reading is
provided that encourages and steers you to extend your
reading on the theme of that particular chapter.

O N  T H E  R I M  C A S E

FURTHER READING RECOMMENDATIONS

G O I N G  G L O B A L  C A S E

G R A D U AT E  G L I M P S E

E N D - O F - PA R T C A S E : G O I N G  G L O B A L

A corporate need coupled with a bright idea
launched Rachael Pickworth’s million dollar
corporate gifting business. When Rachael started
her Melbourne-based company, ‘Gifted’, in 1996,
operating from the lounge room on $6000 start-up
capital borrowed from her mother, she did not
envisage an average annual growth of 400 per
cent. Rachael’s inspiration came from listening to
corporate motivational speakers who promoted the
idea of encouraging staff with rewards. In those
days, organisations wanting to reward the loyalty of
their staff or customers had their choices limited to
a hamper of some description. Rachael, who had
always wanted to run her own business, thought the
hamper market lacked style and taste. Recognising
a gap in the market, she came up with the idea of
selling gifts to companies that wanted to reward
their staff, and decided to take on giftware retailers
by emphasising flexibility and care when making up
gift packages for clients.

The company flourished. In her first year of
operations, Rachel entered her business idea in the
Operation Livewire Program, and walked away with
first prize for ‘best business idea’, and a start-up
grant of $5000. Her vision was hinged on a basic
principle: apply a new spin to a tired industry. Using
that logic, her business grew rapidly. Another
benefit of the award was the ensuing publicity,
which resulted in a 500 per cent surge in turnover
for 1997–98, primarily through mail order.

Growth proved to be the source of the
company’s two biggest headaches: the lack of
opportunity to train new staff to build sales, and the
difficulty of budgeting with a lopsided revenue
stream. Time management also created problems.
When Rachael started out, she found her time was
being consumed by bookkeeping and budgeting, for
which she was not formally trained. In May 1998,
she took on Kym Crosbie, a friend and an
accountant, as a partner. The pair split
management and financial tasks between them.
Nonetheless, Kym found herself constantly helping
Rachael with customers and in filling orders.

The partners quickly expanded into retail,

opening their first store in Collins Street, Melbourne,
that same year. This set Gifted on track to double
its turnover for 1998–99. The retail outlet,
combined with the mail-order operation, which was
now experiencing its third Christmas sales boom,
together achieved a turnover of $750 000 for that
financial year. The business then launched
executive gift wholesaling and retailing. This
enabled them to offer their clients (including ANZ,
Australia Post, National Mutual, IOOF and Telstra)
an attractive alternative to hampers. Their hard
work was rewarded when they were selected for the
finals of the 1999 Telstra Small Business Awards.
One of their big challenges was to educate the
market about the value of consistent rewards for
employees and customers. A change in focus from
rewarding staff to rewarding customer loyalty was a
natural step, given the growing trend among real-
estate agents and car sales firms to present
customers with a gift upon purchase.

Driven by a desire to become a major force in
the corporate gifting market, Rachael and Kym
decided to develop an e-commerce strategy.
Recognising the synergies achievable through a
relationship with an established on-line gift retailer
that shared the same commitment to customer
service, they made the decision to align their
company with wishlist.com.au, Australia’s leading
on-line gift e-tailer. Wishlist, an Australian-owned
and -operated company, was launched in July 1999
with the first-ever Australian website dedicated to
corporate gifting. Combining Gifted’s quality
products with the convenience of the Internet and a
cutting-edge approach to a previously manual
market, wishlist.com.au offered the perfect solution
for businesses. Joining forces with Wishlist would
make Gifted a much larger force in the corporate
gifting market.

Wishlist has demonstrated innovative leadership
in e-commerce and on-line retailing ever since
launching their first business division,
wishlist.com.au. Wishlist Holdings now comprises
three business divisions: wishlist.com.au (for on-line
retail), Wishlist Retail Alliances (e-commerce
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These extended end-of-part cases focus on companies
that are doing something notable on the world stage, be
they Pacific Rim organisations with an international focus
or overseas multinationals operating in the region. Read
the case and build your critical thinking skills by
undertaking the activities for discussion, analysis and
further research.
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