Mambo Graphics

Aim is to be globally competitive, and even on 'top of the world' 

Tough going at first, but perseverance is paying off

Mambo Graphics was motivated to undertake a best practice program by those two great business drivers, the desire for wider success ... and fear of losing business. 

"We wanted success internationally, in the competitive global marketplace, not just in Australia," Mambo Director Andrew Rich said. "At the same time, we were afraid of being left behind if our competitors jumped on the best practice bandwagon, and we didn't." So the company, which already enjoyed an excellent reputation for innovative design of clothing and even watches, set out on a formal path towards improvement and developing an internationally-recognised Mambo brand. 

The key aim is to roll out the brand worldwide using Mambo-only stores built from a 'menu' of store layout, displays, shelving, signage and so on. The concept requires a number of different construction options based on a common theme. Included in the best practice project is engaging a specialist consultant in retail to undertake marketing research on what the 'menu' should comprise, and then to develop the 'menu' to the stage where, with marketing support, it can be promoted to potential franchisees internationally. 

In undertaking the internationally-focused best practice project, Mambo firstly brought employees on side by:

· outlining clearly the purpose of the project to all staff; 

· encouraging all employees to participate, and giving them time to do so; 

· resolving staff concerns, and helping them understand that a positive outcome would benefit all stakeholders, including themselves; and 

· showing total management commitment to the improvement plan. 

"I wouldn't say we did it easy," Mr Rich said. "We had initial resistance from all sides, even from some management people early on, because they feared an unknown outcome and questioned the value of the program, thinking it might be a waste of time and resources. "We also underestimated in the early stages how much time and resources the program would take. We were focusing on short-term needs, rather than the long-term objectives. "But we beat the problems. We got everyone to participate in setting out a clear plan; then we allowed plenty of time for discussing the plan and provided opportunities to make changes. 

"Eventually, we devoted sufficient resources to the project so it had a chance of working. And it has, excellently." He said the best moves they made, in relation to communicating with staff, were to: 

· establish a dedicated 'hotline' position where a specially-appointed staff member had the job of liaising between all employees and management; 

· hold regular face-to-face meetings, with every available staff member participating, to discuss progress and answer queries; and 

· allow 'time off' for these meetings, and supply refreshments, so there was always a good, positive atmosphere created. 

"We would advise anyone embarking on a best practice project from scratch to be patient and persevere," Mr Rich said. "You have to devote valuable time and resources, and it will take time, probably more than you think. At first, we had great difficulty with the time the project was taking and, in particular, how it took employees away from their normal responsibilities. But, through encouraging people, involving them and taking a genuine interest in how they were developing, we found that our employees were motivated in some cases to use their own leisure time to participate! I think setting good leadership examples helped. We're delighted with how things with the best practice project have gone so far - and we know we can improve further. For example, Mambo is already gaining international momentum. Seriously, there's even the possibility of opening a Mambo shop in the high Andes. Now, how much more on top of the world than that can you get?"
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