
From the Dean

HKUST Business School
Dean: K.C. Chan          Associate Deans: Gary Biddle, Steven DeKrey, Kar Yan Tam 
Newsletter Editors: Elaine Chu, May Hung          Sub-editor: Patrick Megan          Writers: Charles Anderson, Kathy Griffi n  
Contact us: bmpr@ust.hk          Fax: (852) 2358 1467          Website: www.bm.ust.hk          © 2006 by the HKUST Business School. All rights reserved.

The Business School hosted the fi rst of a series of 

roundtable talks between the financial services 
sector and universities aimed at deepening co-
operation on nurturing talent.

Speakers at the February talks included Prof Kalok 
Chan and Pro f Sa l i h Ne f tc i f rom HKUST’s 
Department of Finance, and Ruby Chan, Assistant 
Director of Undergraduate Placement at the 
Business School. Nearly 30 representatives from the 
Government, banking, financial and academic 
sectors, participated in the discussion. They were 
briefed on the fi nancial programs at local universities 
and internship models on offer to students. Dean 
K .C . Chan appea led fo r fu r the r co rpora te 
i nvo lvement i n s tudent educa t ion beyond 
internships and work-study.

“We may instigate pedagogical change such as the 
inclusion of company projects in the curriculum as 
students can always benefit from interactive, 
experiential learning as part of the preparation for 
their careers,” he said.

The roundtable talks are spearheaded by the 
Government-appointed Advisory Committee on 
Human Resources Development in the Financial 
Services Sector (FinMan Committee), which aims to 
co-organize s imi lar events wi th other local 
universities in the coming months.

FinMan Chairman Chan Tze-ching noted that Hong 
Kong’s position as an international fi nancial center 
depended on a competitive, professional workforce.

(Cont’d on page 2)

Roundtable on Talent

I am pleased to report that the first part of 2006 has 
been filled with a number of exciting achievements 
at the School. Our undergraduate and MBA students 
scored successes in several international business plan 
competitions, beating some of the top schools in the 
world. These were no easy feats and it is gratifying to 
see that their hard work has paid dividends.

On the recruitment front, international applicants to 
both the undergraduate and full-time MBA programs 

have increased significantly. Even better, the quality of applicants has been 
impressive, with many achieving strong scholastic records. We are excited about the 
potential of these incoming classes and their multicultural and strong educational 
background will add to the diversity and breadth of classroom experiences.

As the School continues to expand, we are outgrowing our current premises, in 
terms of both space needs and functionality. Under the new university campus 
development plan, a new Business School building will be built on the hill near the 
southern entrance of the University. The new building, to be completed in 2011, will 
ease the existing space pressure and also provide fully integrated and modernized 
teaching and offi ce facilities for students, faculty and staff. 

The School will also open a downtown center in the Hong Kong Club building later 
this year, which will be used to host seminars, events, and evening classes. This 
will help us strengthen our ties with the business community and provide a more 
convenient location for students taking part-time degree and executive classes.

K.C. Chan
Dean
May 2006
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Test Match for Student Entrepreneurs

A select group of competitors from some of the world’s 

topflight universities competed in the inaugural HKUST 
International Business Plan Competition.

The event, from May 5-7, offered graduate students the 
opportunity to impress potential investors and receive 
valuable feedback from business leaders.

Ten teams from Hong Kong, the US, Canada, Singapore, 
China and Britain had been chosen to compete on the 
strength of proposals that incorporate 
sophisticated new technologies with sound 
business knowledge.

Duke University, which developed a method 
for regrowing hip cartilage from adipose 
stem cells, won the top honor. HKUST was 
fi rst runner-up. The other two fi nalists were 
National University of Singapore and 
University of Waterloo.  

The competition was organized by Visiting 
Professor Mark Cannice who runs a similar 
event at his home base, the University of 
San Francisco (USF – see related story on 
page 4). “This is not an academic exercise, 
rather each team earnestly wants to pursue 
the enterprise they are presenting here,” he 
said.

The teams focused their business skills on 

“It is a great learning opportunity for students and it is a 
chance to build on HKUST’s reputation.”

some of today’s hottest topics, such as nanotechnology in 
cancer treatment, electric vehicles, converting waste to fuel 
and marketing to China.

They presented their concepts to some 20 judges, all senior 
executives and venture capitalists from the region. The 
winning team received US$25,000, plus the opportunity to 
front-up to these potential investors.

(Cont’d on page 2)

A representative from Duke University (second left) receives the top award, fl anked by (left 
to right) Dean K.C. Chan, MBA Director Prof Steven DeKrey and Prof Mark Cannice.
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MBA students won first place in a prestigious 

elevator competition that pitted them against some of 
the best schools in America.

The Wake Forest MBA Elevator Competition, held at 
Wake Forest University in North Carolina, requires 
students to imagine they are in a lift with a venture 
capitalist, with two minutes to pitch their ideas.

HKUST’s team pitched a device developed here on 
campus that distinguishes between acute bacterial 
and viral infect ions upfront through a f inger-         
prick blood sample . It is the size of a credit card and 
could be used to reduce unnecessary antibiotic 
prescriptions.

The team of fi rst-year MBA students – Birgit Vagani, 
Neha Bhatia and Carl Li – was the only one from 
outside the US. It edged out teams from 
Harvard, Duke, Chicago, Carnegie-Mellon, 
Michigan and 9 other leading American 
universities.

Winners will receive US$5,000 in cash and 
US$40,000 in professional services, plus 
expressions of interest from the venture 
capitalists who sat on the judging panel.

The team prepared for the event by 
practicing in their hotel lift, doing extensive 
research and developing an innovative 
marketing plan.

Visiting Associate Professor, Mark Cannice, 
who also chairs the HKUST International 
Business Plan Competition, said the team 
was poised, performed well under pressure, 
and had done their homework.

Dean K.C. Chan has been elected to the Board of 

Governors of Beta Gamma Sigma, which offers 
international recognition to outstanding business 
students.

The four-year appointment will bring him in close 
contact with deans from other leading business 
schools, particularly in the United States.

Membership in Beta Gamma Sigma is the highest 
recognit ion a business student can receive in 
programs accredited by the Association to Advance 
C o l l e g i a t e S c h o o l s o f B u s i n e s s – A A C S B 
International.

Dean Chan has also been appointed the new 
chairman of Hong Kong’s Consumer Council, a two-
year posting that he took up last September. He 
earlier served as a council member from January 1, 
2003 to December 31, 2004.

On appointing Dean Chan, a Government spokesman 
said he had demonstrated a strong interest and 
commitment to consumer protection work during his 
earlier stint on the council.

“With his expertise in fi nance and management, and 
enthusiasm in consumer protection work, we are 
confident that [Dean] Chan will provide strong 
leadership and lead the council forward in the coming 
years,” the spokesman said.

Dean Chan Named to 
Beta Gamma Sigma 
Board

‘Elevator’ Team Lifts Gold

“Our UST team performed so well because they 
precisely applied many of the theoretical and 
functional tools they have learned in their UST MBA 
so far,” he said. 

“Winning this event is a great honor for the team and 
HKUST, and it also helps to establish a strong HKUST 
brand in the US for excellence in entrepreneurship 
education.”

Telecom Powwow 

The International Telecommunications Society 

will hold its 16th biennial conference in Beijing 
this year with HKUST as a co-organizer.

The Center for E-commerce of the Business 
School is organizing the June 12-16 event with 
the Bei j ing Univers i ty of Posts and Tele-
communications.

Keynote speakers from around the world have 
been invited and 368 papers were submitted, of 
which 220 were accepted.

Eight parallel sessions will be held on such 
themes as emerging technologies and their 
i m p l i c a t i o n s , r e g u l a t o r y f r a m e w o r k s , 
e - e n t e r t a i n m e n t  a n d  “ u b i q u i t o u s 
communication”.

Conference website: http://www.its2006bupt.org

“The team was poised, 
performed well under 
pressure, and had done 
their homework.”

(Cont’d from page 1)

“By facilitating a closer partnership 
between financial institutions and the 
academic sector, we can maintain and 
propel the strength of our human 
r e s o u rc e s , a v i t a l a s s e t i n t h e 
development of the fi nancial industry,” 
he said.

Roundtable on Talent

(Cont’d from page 1)

The teams came from such well-regarded institutions 
as Stanford, Wharton, Duke, UC Berkeley, the 
National University of Singapore, USF, London School 
of Economics, Dartmouth, Institute of Marketing 
Kumasi (Ghana), University 
of Waterloo, as wel l as 
HKUST.

“It’s like the mini-Olympics 
really. Teams have come 
from around the world, 
investors have come and 
we’ve tried to make it all 
work properly. I’ve had a 
l o t  o f  h e l p  f r o m m y 
co l leagues,” sa id Prof 
Cannice, who had been 
organizing the USF event 

Test Match for Student Entrepreneurs

From left: Prof Mark Cannice, Birgit Vagani, Neha Bhatia and Carl Li.

at the same time. 

“In the end, it is a great learning opportunity for 
students and it is a chance to build on HKUST’s 
reputation.”

Dean Chan (left) and Chan Tze-ching at the Roundtable.

Team representatives pose with judges and HKUST administrators at the Award Ceremony.
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An influx of high-quality undergraduates from 

overseas is helping change the complexion of the 
student body through a thriving exchange program 
and overseas recruitment drives that increase 
diversity and bring an international outlook to learning 
on campus.

“We’re living in a global world now and we hope that 
students will be able to meet more people from 
outside Hong Kong,” Professor Angela Ng, Director 
of Undergraduate Programs, said.

The exchange program involves close to 90 other 
universities around the globe. This year 350 students 
went abroad for one semester – roughly half of all 
undergraduates – and another 350 came here. Next 
year i t i s hoped 60 per cent o f the school ’s 
undergrads can go on exchange.

“It’s important that our exchange program is a one-

Undergrads Go International

Hard Work and Passion Rewarded

to-one exchange, so for every student who goes 
abroad we receive an exchange student. The campus 
is becoming more and more international so even 
when students don’t go on exchange, they can meet 
other young people from around the world,” she said.

Efforts have also been made to recruit full-time 
undergraduates. Visits were made this academic year 
to 10 countries in Europe and Asia to raise awareness 
of the School. As a result 98 applications were 
received from abroad.

Their quality is high, with many achieving excellent 

examination results. Some students are weighing up 
UST against other heavyweight institutions such as 
Harvard and Wharton.

“The quality of applicants is certainly improving. We 
have students applying to all these top schools in the 
US and Britain who are now also considering 
HKUST,” Ng said.

The School has consistently ranked highly in surveys 
of universities in Asia and the world. The proximity to 
China was also a drawcard, she said.

A team of undergraduates earned a silver award in 

the local round of the HSBC Young Entrepreneur 
Award, in a fi eld made up of 330 teams.

The first-year Global Business students, Wong Kin 
Kei, Lin Yiu Man and Lau Wing Sheun, pitched a 
Virtual Instructor of Piano, which uses music 
recognition technology to help learners improve their 
performance.

The competition involved three rounds in which 
teams proposed their ideas, developed a business 
plan and defended it to a panel of judges chaired by 
HSBC Chairman Vincent Cheng. 

Wong said the process taught them how to write a 
business plan and how to work as a team. They also 
received helpful advice from professors, mentors and 
friends. 

“Although the work was 
tough, we had passion and 
devoted ourselves to the 
competition. Passion helped 
us go through the diffi culties 
and get in the final round,” 
Wong said.

T h e  H S B C  Y o u n g 

Entrepreneur Award is a regional competition for 
undergraduate students. The winners in each locality 
will compete in June in Hong Kong.

“The quality of applicants is certainly improving. We 
have students applying to all these top schools in the US 
and Britain who are now also considering HKUST.”

A team of undergraduate students took a creative 

turn as brand managers and placed fi rst runners-up 
in a local competition organized by cosmetics giant   
L’Oreal.

Katherine Mok, Ewin Cheung and Julia Cheong were 
tasked with developing a new line of bodycare 
products and a marketing strategy for Lancome, a 

brand owned by L’Oreal.

Their product line was called “Perfectum” and its 
chief function was to provide a natural, healthy way 
of enhancing the bustline.

“It was a daring concept with a lot of risks but we 
managed to convince the judges,” Mok said. “We had 

Students Perfect Their Brand

to design the new product, think up the product 
concept and unique selling point, figure out the 
marketing strategy – in other words, do everything a 
brand manager would do and more.”

The students were pitted against teams from other 
local universities in the Hong Kong leg of the L’Oreal 
Brandstorm International Marketing Competition 
2006.

Their prize was $5,000, a silver trophy, a basket of 
L'Oreal products and a management trainee program 
interview.

“This competition has also taught us about the spirit 
of teamwork, the work of a brand manager, the 
advertising industry, and the latest beauty and 
cosmetic trends in Asia,” Mok added.

From left: Julia Cheong, Ewin Cheung and Katherine Mok.

HKUST’s team poses with the judges. The team members are (backrow, from left) Lin Yiu 
Man, Wong Kin Kei and Lau Wing Sheun.

“It was a daring concept with a 
lot of risks but we managed to 
convince the judges.”

“Passion helped us go through the 
diffi culties and get in the fi nal round.”



Front row from left: Rebecca Chen, Jenny Shih and Murli Madarnsetty. Second 
row from left: Fritz Chen, Tejasvi Devaru and Prof Larry Franklin.
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“The ultimate compliment was 
given to the HKUST team when 
one of the industry judges said, ‘I 
want to hire those guys’,” he said.

HKUST’s team included Fr i tz 
Chen, Rebecca Chen, Tejasvi 
Devaru, Murli Madamsetty and 
Jenny Shih. Fritz Chen said the 
experience helped them to gain 
confi dence.

“We now know fully what we are 
capable of. We were able to stand shoulder to 
shoulder with fellow MBAs from the world’s best 

An examination of the nutraceutical industry 

earned a team of fi rst-year MBA students top marks 
for industry analysis at the Marshall MBA Global 
Consulting Challenge.

This year’s Marshall Challenge, organized by the 
University of Southern California, required teams to 
assess the prospects of newly-listed Herbalife 
International and the global nutritional-pharmaceutical 
industry in general.

The 10 part ic ipat ing teams had to produce a 
consulting analysis and company analysis, as well as 
industry analysis. Winners were announced in each 
category.

HKUST’s team earned pra ise for i ts 
innovation and grasp of the complexities of 
the industry from a panel of judges that 
included industry experts, analysts, 
consultants and company representatives.

Professor Larry Franklin, Adjunct Professor 
of Finance and Business Law who advised 
the team, sat in on the judges’ private 
evaluations.

Healthy Result for MBA Team

A team of HKUST graduate students became the 

first from outside the US ever to reach the finalist 
stage of the University of San Francisco Business 
Plan Competition.

Faculty and students from 35 countries participated 
in the four-day event in March. It attracted 19 team 
entries.

The HKUST team placed in the top fi ve overall and 
won third place in the elevator pitch contest. They 
had just 90 seconds to pitch their plan before 20 
Silicon Valley venture capitalists and top executives 
and an audience of about 300.

The team of first-year MBA students consisted of 
Akshay Jaising, Deneb Latif, Christopher Hanschka, 
Edgar Mora and Moritz Walther. They presented a 
p lan on ENPREA, which promotes patented 

Students Make Inroads in USF Contest

nanostructure carbon tubes that have twice the 
power capacity of conventional lithium ion batteries.

Visiting Prof Mark Cannice, who hails from USF and 
helped to organize the competition there, said the 
HKUST students presented their plan persuasively 
and professionally in all contest events. “This is a 
fantastic performance for the team and HKUST. They 
are to be heartily congratulated,” he said.

The MBA Alumni Association is steaming ahead 

with activities that reinforce the networks formed by 
students here.

The association held its annual AGM dinner in March 
and more than 150 people attended, a record for the 
event. A magic show and amazing prizes from 
sponsors such as Bulgari, Microsoft and Symantec 
were highlights of the evening.

Alumni were also invited to join a golf trip in early 
April and sign up for the HKUST MBAAA Dragon Boat 
Race Team.

The association has formed fi ve taskforces to carry 
out its R-I-C-H mission (Reunion, International 
network, Cont inuous Learn ing, Hearts ) . The 
taskforces cover continuous learning, community 
service, sport and interest groups, member services, 
and operation and legal form review. 

For further information on upcoming activities, check 
out their website http://www.mbaaa.com.

Alumni on the Go

business schools,” he said. “We worked together and 
our synergies showed.”

The other teams included Kellogg School 
of Management, Wharton Business 
School, London Business School, Yale, 
HEC International Business School in 
Paris, UCLA, Emory University and IPADE 
Business School in Mexico City. The USC 
Marshall School of Business, which 
organized the February event, was overall 
winner.

“We were able to stand shoulder to 
shoulder with fellow MBAs from the 
world’s best business schools.”

“The HKUST students 
presented their plan 
persuasively and 
professionally in all 
contest events.”

From left: Prof Mark Cannice, Christopher Hanschka, Edgar 
Mora, Moritz Walther, Akshay Jaising and Deneb Latif.
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Based on: Investigating the effects of store-brand introduction on retailer demand and pricing behavior
Inseong Song, Andre Bonfrer Pradeep Chintagunta
Management Science, Vol 48, October 2002
Inseong Song is Assistant Professor of Marketing, HKUST Business School

Retailers have to think carefully when considering 

whether to introduce a brand carrying the store’s 
name to compete on their own shelves against a 
more expensive national line. Be it baked beans, 
toothpaste or electronic goods, shoppers may find 
the choice attractive. But there can also be a 
downside for the outlets concerned if the big name 
brand, with its high mark-up, sees a major drop in 
popularity. Meanwhile, manufacturers and suppliers 
have decisions to make as the new competitor starts 
eating into their market share.

This is where researchers, including Inseong Song of 
the HKUST Business School, can help. They offer 
important insights on which both sides can base their 
decisions and better handle the challenges.

There can be a lot at stake. At store level, more 
consumers may be drawn to the product category 
than before. Or current customers may buy more 
because the store brand is cheaper. But, as the 
academics explain, the retailer may also have to 
lower the price of the national product now that its 
customers are keeping a closer eye on the price. 
That, in turn, means a cut in its margins.

“The net effect could be either positive or negative, 
and understanding these effects would be critical to 
the retailer,” the researchers write.

In the offices of the national brand, decisions also 
have to be made.

They w i l l be more e f f ec t i ve i f based on an 
understanding of customer preferences – especially 
when it comes to price – both before and after the 
store’s brand is introduced. Maybe advertising has to 
be increased for instance. “For this, the demand for 
the different brands within a product category needs 
to be studied to identify potential changes in 
preferences and price sensitivities,” Song and his co-
researchers write.

Strategic issues come into play as well . “The 
introduction of the store brand could influence the 

Taking on The Big Names

nature of the relationship between the retailer and the 
national brand manufacturer,” the academics write, 
quoting the introduction in the United States of Wal-
Mart’s laundry detergent with packaging closely 
resembling Tide’s. That move was reported to have 
put a strain on relations between the giant retail chain 
and Procter & Gamble, the detergent maker.

Under different circumstances, however, the retailer 
may fi nd he has more bargaining power, now that the 
store’s own product has entered the field. The 
national manufacturer may lower the wholesale price, 
for instance.

“A better understanding of the supply side, ie., the 
retailer’s pricing decisions, and how these… are 
influenced by interactions between manufacturers 
and retailers, is critical for evaluating the effects of 
store-brand introduction,” the researchers write.

They had all this in mind when they undertook their 
research. First they collated data from a large 
midwest United States supermarket chain which had 
introduced its own brand of oatmeal to sell against 
the only major national name: Quaker. Then they ran 
this information through a series of complex tests to 
find how manufacturers, retailers and buyers had 
reacted.

In short, they discovered that consumers did not 
change their preference for the national brand, but 
they become more sensitive to its price after its 
cheaper rival appeared on the shelves.

“Further, after the retailer introduces the store-brand, 
the national-brand manufacturer behaves in a more 
‘accommodating’ fashion towards the retailer in terms 
of the latter’s pricing decisions,” the researchers 
write. In fact, retail margins for the national brand 
increased.

The chain in question was Dominicks Finer Foods 
which has 96 stores in the Chicago metropolitan area. 
Fifty outlets were chosen at random and 275 weeks 
of data collated. Dominicks’ brand of oats was 
selected because with Quaker as the only national 
brand, the academics could eliminate rivalry between 
big-name brands from their research.

Song and his co-researchers conclude their paper by 
going further into what happens on the supply side 
under such circumstances. There are two reasons for 
being interested in this area, they say.

“Fi rst , [ to be] able to descr ibe the nature of 
manufacturer-retailer interactions is of interest to both 
researchers and policy makers,” they write. The US 
Federal Trade Commission, for instance, has been 
looking into the shifting powers that surround retail 
operations as well as some practices by retailers 
which may prevent access of smaller manufacturers 
to the consumers.

“The second, and managerially relevant, reason is 
that while manufacturers may be aware of their 
individual relationships with the retailer, they do not 
know the nature of interactions between other 
manufacturers and the retailer(s). To understand 
these relationships, they need to study the supply 
side of the equation.”

Inseong Song

“The retailer may also have to lower the price of the 
national product now that its customers are keeping a 
closer eye on the price. That, in turn, means a cut in its 
margins.” 

“After the retailer 
introduces the store-
brand, the national-brand 
manufacturer behaves in 
a more ‘accommodating’ 
fashion towards the 
retailer in terms of the 
latter’s pricing decisions.”
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The eighth EMBA graduation was held on a Sunday 

in Apr i l . The c lass, boast ing a most d iverse 
background, had 46 students came from 18 countries 
and fewer than one-third were based in Hong 
Kong.

Steve Marcopoto, Chairman of the American 
Chamber of Commerce Hong Kong and 
President and Managing Director of Turner 
Broadcasting Systems Asia Pacifi c Inc., was 
the keynote speaker. 

The graduating class had an average 14 years 
of work experience and plenty of fortitude when it 
came to balancing the demands of the program with 
work and family responsibilities.

“Faculty have been particularly impressed with the 
work ethic of this group,” said Professor Steven 
DeKrey, Associate Dean and Director of the EMBA 

A Class Act in Globalization

program. “I’ve received a lot of compliments about 
them. They are mature, aggressive, but approachable. 
Career-wise, they are going to do well.”

Participants also demonstrated enterprise and insight 
into the Asian market when they organized their own 
trip to India, a fast-emerging economy that is often 
overlooked in this corner of Asia where China shines 
so brightly.

“About 20 per cent of them spent a week visiting 

senior executives and inspecting faci l i t ies at 
companies in Mumbai, Hyderabad and Bangalore. It 
shows the kind of initiative that existed within the 

c l a s s . T h e y a re i n t e n t o n p re p a r i n g 
themselves for global careers,” DeKrey said.

Graduates said they were attracted by the 
quality of the program and its proximity to the 
fast-growing Asian market. Duh Jia-bin, Cisco 
Systems Corporate Vice-President, was 
planning to enroll in Harvard or Stanford when 
the HKUST–Kellogg program was put before 

him. 

“I evaluated several programs in the US, visited some 
campuses and talked to the professors,” he said. “I 
decided this one was the most practical for me. Also 
it was closer to the mainland, which has the most 
potential for growth.”

The demands of teaching an EMBA class – where 

students ask probing questions and expect their 
professors’ knowledge to exceed their own wide and 
varied experience – could defeat even the most 
seasoned educator. But not Milind Rao.

Professor Rao teaches global macroeconomics and 
has brought this dry-sounding subject so vividly to 
life that his students voted him Best Professor of the 
HKUST–Kellogg EMBA program.

“EMBA s tudents can be ve ry 
demanding in class. You cannot just 
come in with prepared lecture 
material for that day. You have to 
know anything that is relevant to 
the subject. This means you are 
continually preparing for the class,” 
sa id Prof Rao, who obv ious ly 
re l ishes the cha l lenge. “Af ter 
teaching an EMBA class, I am 
always on a high.”

His teach ing goa ls are to get 
students to think about and solve 
problems. He a lso f rames h is 

Teaching is a ‘High’ for Best Professor

lessons so they have real-world relevance and 
applicability, a factor appreciated by the high-caliber 
EMBA graduating class of 2006.

Clifton Chua, Managing Director for Thailand, 
Indochina and the Philippines at FedEx Express, said 
Prof Rao provided insights on global economics and 
generated much discussion and participation by 
students.

“The discussions [on such things as the Asian 
fi nancial crisis and the relationship between the yuan 

and the US dollar] were always 
engaging, intense and kept us all 
glued to the edge of our seats and 
still wanting more after a 15-hour 
module,” Chua said. 

S h a i l e n d r a J a i n , M a n a g e r o f 
Consulting Services for Moody’s 
KMV, said Prof Rao came down to 
ground level and related to all 46 
people in the class. “I’ll remember 
his jokes, his satire, and his ability to 
g e t e v e r y o n e i n t h e c l a s s t o 
participate. He was a lot of fun.”

A team of IEMBA students fl ew to Hong Kong to 

attend the 30th annual Girl Guides Celebrity 
Challenge.

Yung Wing Kei, an IEMBA alum who chaired the 
Organizing Committee, said: “We are grateful to 
have received tremendous support from every 
sector of the society. I am especially pleased to 
see that many HKUST IEMBA students, alumni 
and staff showed up to support this meaningful 
cause.”

The IEMBA team was fi rst runner-up in the fund-
raising contest in a field that included 42 teams 
from the disciplinary forces, education sector, 
private sector and non-profit organizations. 
HKUST was the only educat ion inst i tut ion 
participating in the event.

The challenge, which included a family-oriented 
fun fair, was held in January.

IEMBA Raises Fund 
for Guides

“They were attracted by the quality 
of the program and its proximity to 
the fast-growing Asian market.”

“The discussions were always engaging, intense and 
kept us all glued to the edge of our seats and still 
wanting more after a 15-hour module.”

Milind Rao
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Mainland audiences were given a sound reading 

of global financial issues when renowned expert, 
Professor Salih Neftci, spoke in Beijing and Shanghai.

Professor Neftci, a visiting academic at HKUST who 
also teaches in Switzerland, New York and London 
and is the R isk Management Adv isor a t the 
International Monetary Fund, analyzed the global 
fi nancial environment with a China focus.

He also touched on risks in international world 
markets, the major fi nancial tasks for China this year, 
housing bubbles around the world and the best 
investments in 2006.

More than 100 people came to his talks, which were 
also reported on in the Mainland media.

China Finance in Focus

MBA alumni have become an important resource 

for developing the School’s reputation in China and 
will be a focus of future alumni activity, said Prof 
Steven DeKrey, Associate Dean and Director of MBA 
Programs.

Dean Chan sounded out MBA, EMBA and IEMBA 
alumni in Beijing on plans to build a new School of 
Business in 2011, while Prof DeKrey updated 
Shanghai alumni on the latest news from the Hong 
Kong campus.

“Alumni support is crucial for establishing a strong 
footprint on the Mainland and helping us to promote 

Alumni Networking in China

the School. They can refer good candidates to the 
program and build corporate links with us,” Prof 
DeKrey said.

The Mainland offi ces are also helping to tap into this 
resource, he said.

The School has created localized alumni directories 
and started sending e-news to keep alumni updated 
about the local alumni community. Some senior 
alumni in the PRC have been invited to join the MBA 
Alumni Advisory Board to help interview candidates 
and strengthen local alumni development. 

China Showcase

Avoiding a Culture Clash

Faculty and IEMBA students and alumni have been 

applying their knowledge and experience to some of 
China’s biggest problems, showcasing the wealth of 
talent at the School.

In a collaborative project with the Mainland paper, 
21st Century Business Herald, faculty and students 
are sharing their views with the paper’s reporters on 
such issues as CEO remunerat ion in Ch ina, 
entrepreneurship in China and how to reform the 
Chinese stock market. The results are reported in full-
page spreads in the paper.

The year-long project, which began in January, 
involves about eight closed-door meetings for faculty, 
staff, alumni and the Business Herald’s reporters. 

Dean K.C. Chan said the exercise was an excellent 
way to publicize the talents of faculty members and 

Getting the best out of employees in environments 

that blend different management styles and cultural 
perspectives is one of the major challenges for 
modern managers.

This is especially so in China, where traditional offi ce 
environments are encounter ing new ideas in 
management and hosting more foreigners.

The School organized two open seminars on these 
challenges in Beijing in April, by Adjunct Professor 
Caroline Wang and Adjunct Associate Professor 
Elizabeth Weldon.

Wang spoke on cross-cultural management, an issue 
some regard as a problem, others as an opportunity.

She said cultural attitudes could differ on such things 

cultural smart” by being aware of cultural differences 
and accepting and appreciating them.

Weldon spoke on developing Chinese business 
leaders. “Development” is something that traditionally 
has been relegated outside the workplace, but she 
argued it was more effective if it was part of the job.

(Cont’d on page 8)

the high caliber of IEMBA students, many of whom 
are senior executives in China.

"It shows that our faculty, while pushing the frontiers 
of academic research in global business knowledge, 
are also able to comment on and provide solutions to 
current issues," he said.

The closed-door format also facilitated a more in-
depth exchange of views on China’s economy, he 
said.

“MBA alumni 
have become an 
important resource 
for developing the 
School’s reputation 
in China.”

"It shows that our faculty, while pushing the frontiers of 
academic research in global business knowledge, are also 
able to comment on and provide solutions to current 
issues."

“Managers needed to be conscious of the 
potential benefi ts and not judge others by 
their own value system.”

Prof Neftci delivers his talk to a Shanghai audience.

Dean Chan (fourth from left, front row) joins the alumni gathering in Beijing.

a s  p r e f e r r e d 
management style, 
but each offered its 
own strengths. For 
examp le , a sma l l 
p o w e r  d i s t a n c e 
nurtured acceptance 
o f r e s p o n s i b i l i t y 
while a large power distance fostered discipline. A 
co l lec t i v i s t p re fe rence promoted employee 
commitment while an individualist approach allowed 
for more management mobility.

Managers needed to be conscious of the potential 
benefits and not judge others by their own value 
system, Wang said. She advised them to be “cross-



Peoples

8

R a s h m i A d a v a l h a s b e e n 
p r o m o t e d  t o  A s s o c i a t e 
Professor in Marketing. She has 
been based at HKUST since 
1998 and her research interests 
include the roles of affect in 

consumer information processing; the effects of 
visual and verbal information on memory and 
judgment; and automaticity and its effects on 
memory, judgment and behavior. 

In Choi has been appointed 
Acting Head of Economics. He 
earned a PhD from Yale and has 
been based at HKUST since 
2002. His research interests 
include time series analysis; 
simultaneous equations model; 

panel data analysis; and exchange rate dynamics.

Ping Sheng Koh is a Visiting 
Scholar in Accounting this year. 
He comes from the University of 
Queensland where he is a senior 
lecturer. His research interests 

Appointments and Promotions

are empir ica l f inancia l account ing; earn ings 
management; corporate governance; and executive 
compensation.

J.T. Li has been appointed 
Acting Head of Management of 
Organizations. He worked in the 
private sector and universities in 
the US before joining HKUST in 
2000.

S a l i h N e f t c i i s a V i s i t i n g 
Professor of Finance for two 
years, ending in June 2008. He 
also teaches in Switzerland, 
New York and London and is 
the Risk Management Advisor 
at the International Monetary 
Fund. His research interests 

include financial markets; numerical methods in 
fi nancial asset pricing; and applications of the theory 
of extremes to risk management.
 

Angela Ng is appointed Director 
of Undergraduate Programs. 
S h e  j o i n e d  t h e  F i n a n c e 
D e p a r t m e n t i n 1 9 9 7 a f t e r 
receiving her PhD degree from 
Stanford University.

Lynn Pi is an Adjunct Associate 
Pro fessor o f F inance . She 
earned her PhD from Georgia 
State University in 1992. She 
has worked with the Institute of 
Financial Planners of Hong 
Kong and universities in Hong 
Kong and the US.

Elizabeth Weldon has been appointed Adjunct 
Associate Professor, a two-year appointment running 
until December 2008. Her research is currently 
focused on the design of fast, agile organizations; the 
effectiveness of Western leadership development 
practices in Asia; the challenges faced by HR 
professionals in designing and adapting leadership 
development processes for global f i rms; and 
leadership development in Chinese companies. 

EMBA Programs

If you want to be a business leader in Asia, you must 

invest time and effort into developing and retaining 
talent.

T h a t w a s t h e m e s s a g e d e l i v e re d b y S c o t t 
Summerville, the President (Asia-Pacifi c) of Rockwell 
Automation who steered the company’s significant 
growth across key vertical industry segments in 
China.

“My experience over the past nine years in the region 
has taught me that developing and retaining talent is 
probably the biggest imperative for managers here,” 
he said, speaking at HKUST in March.

The high staff turnover in the region, on-going 
problems of corruption and the tendency to rely on 

Human Touch Pays Dividends

personal relationships over management acumen 
meant managers had to take a keen interest in human 
resources and give it priority, he said.

Summerville was speaking to an audience that 
included a team of Global Initiatives in Management 
students from the Kellogg School of Management at 
Northwestern University. The students organized a 
two-week visit to Hong Kong and China as part of 
their program, which also required them to map out a 
10-week course in advance of their visit.

The Business School facilitated their visit to campus 
where, apart from Summerville, the students heard 
from two other experienced and distinguished 
speakers.

Cassian Cheung, Adjunct Professor at HKUST and 
former president of Wal-Mart China Co Ltd, spoke on 
the WTO and the development of the Chinese retail 
market, while Jim Thompson, Chairman and Chief 
Executive of the Crown Worldwide Group, spoke on 
building a global business.

Scott
Summerville

Jim Thompson

Cassian Cheung

“My experience over the past nine years in the region has taught me that developing 
and retaining talent is probably the biggest imperative for managers here.” 

China

(Cont’d from page 7)

Companies should provide education, exposure and 
experience to managers – the “3Es” – so both junior 
and senior managers were challenged and could 
develop their skills, she said.

Managers should also be taught how to help others 
develop, and be held accountable for doing so. 
Weldon added that company leaders needed to 
establish and support a process for creating a 
“development culture” that would, in the end, 
produce more effective leaders.

Avoiding a Culture Clash

Elizabeth Weldon speaks on developing Chinese managers.


