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6.2: Introduction
 

After reading this chapter, you should be able to answer these questions:
1. What are the basic characteristics of managerial decision-making?
2. What are the two systems of decision-making in the brain?
3. What is the difference between programmed and nonprogrammed decisions?
4. What barriers exist that make effective decision-making difficult?
5. How can a manager improve the quality of her individual decision-making?
6. What are the advantages and disadvantages of group decision-making, and how can a manager improve the quality of group

decision-making?

Superstar Taylor Smith became a billionaire through hard work and good decision-making. More than $500 million of Swift’s
fortune is from music royalties and touring. She made an estimated $190 million after taxes from the first leg of the Eras tour and
another $35 million from the first two weeks of screenings of the corresponding concert film, Taylor Swift: The Eras Tour, which
became the highest-grossing concert movie in history (Mercuri, 2024).

Meanwhile, another $500 million of her earnings came from the increasing value of her music catalog. Her masters (Swift’s first
six albums) were infamously purchased in 2019 by Scooter Braun and eventually sold to Shamrock Capital for $300 million in
2020. When Swift was fifteen years old, she signed a music contract without understanding the term "loyalty." Swift later came to
understand her contract greatly deprived her of most of her work earnings. So, the pop star decided to join Universal Music
Group’s Republic Records, a deal that would give the superstar complete ownership over songwriting and recordings. This
insightful decision-making would soon catapult Taylor Swift to Forbes’s billionaires list. On April 19, 2023, Swift released her
11th studio album, The Tortured Poets Department, which also added to her substantial earnings. Swift announced the new record
during her Album of the Year acceptance speech at the 2024 Grammy Awards (Mercuri, 2024).

While becoming a billionaire, the pop star made a significant financial impact on the NFL. Swift created a brand value equivalent
of $331.5 million for the Chiefs and the league, according to data from Apex Marketing Group. That figure was derived from
print, digital, radio, TV, highlights, and social media mentioning Swift during the football season. To add to all of this, Swift was
named Time Magazine’s 2023 Person of the Year. (Mercuri, 2024).
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EXPLORING MANAGERIAL CAREER
 

Up, Up, and Away: How Stephanie Korey and Jen Rubio founded their luggage company

Jen Rubio and Stephanie Korey faced a number of important decisions in starting their luggage company, Away—beginning with
the decision to start a business! That decision came about after Rubio’s luggage broke on a trip. She found it frustrating that all the
luggage options were either inexpensive ($100 or less) but low quality or high quality but incredibly expensive ($400 and above).
There was no mid-range option. So, in 2015 Rubio and her friend Stephanie Korey began researching the luggage industry. They
found that much of the reason for the high prices on quality luggage was how it was distributed and sold through specialty retail
shops and department stores. If they opted instead for a model in which they sold directly to consumers, they could provide high-
quality luggage at more of a midrange ($200-$300) price. After considerable research, the two were convinced they had an idea
worth pursuing. Rubio and Korey settled on the company name “Away,” intended to invoke the pleasure of traveling.
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Both of the founders had prior experience working for a start-up in the e-commerce space (Warby Parker), which helped them
with making sound choices. Rubio’s background was more in branding and marketing, while Korey’s was in operations and
supply chain management—so each was able to bring great expertise to various aspects of the business. They raised money
initially from friends and family, but within a few months they sought venture capital funding to ensure that they had enough
money to get off to a successful start.

A big decision that Rubio and Korey had to make fairly early in the process of establishing their business was to settle on an
initial design for the product. This decision required extensive marketing and consumer research to understand customer needs
and wants. They asked hundreds of people what they liked about their existing luggage, and what they found most irritating about
their existing luggage. They also contracted with a two-person design team to help create the first prototype. This research and
development ultimately led to the design of an attractive hard case that is surprisingly lightweight. It also boasts extremely high-
quality wheels (four of them, not two) and high-quality zippers. As a bonus, the carry-on includes a built-in battery for charging
phones and other devices.

The two founders also had to choose a partner to manufacture their product. Because their product had a hard, polycarbonate
shell, Rubio and Korey discovered that manufacturing in the United States was not a viable option—the vast majority of luggage
manufacturers using a polycarbonate shell were based in Asia. They researched a number of possible business partners and asked
lots of questions. In addition, they eventually visited all of the factories on their list of options to see what they were actually like.
This was an important piece of research, because the companies that looked best on paper didn’t always turn out to be the best
when they visited in person. Rubio and Korey ended up working with a manufacturing partner in China that also produces
luggage for many high-end brands, and they have been extremely pleased with the partnership. They continue to devote time to
building and maintaining that relationship, which helps to avoid issues and problems that might otherwise come up.

By the end of 2015, Rubio and Korey had developed their first product. Because the luggage was not going to be available in time
for the holiday shopping season, they decided to allow customers to preorder the luggage. To drum up interest, the duo engaged in
a unique storytelling effort. They interviewed 40 well-respected members of the creative community about their travel
experiences and created a hardcover book of travel memoirs called The Places We Return To. Not only was the book interesting
and engaging, it also made lots of people in the creative community aware of Away luggage. Starting in November 2015, the
travel memoir book was available for free with the purchase of a gift card that could be redeemed in February 2016 for luggage.
The book project generated tremendous advance interest in the product, and the 1,200 printed copies sold out. Away generated
$12 million in first-year sales.

Stephanie Corey and Jen Rubio faced many important and novel decisions in initially developing and building their business.
They have been successful in part because they made those decisions wisely—by relying on shared knowledge, expertise, and lots
of research before reaching a decision. They will continue to face many decisions, big and small. They have expanded their
product line from one piece of luggage to four, with more luggage—and other travel accessories—in the works for the future.
Their company, which is based in New York, has grown to over 60 employees in the first two years. These employees include the
two design-team members who were contracted to help create their first prototype; Rubio and Korey appreciated working with
them so much, they offered them full-time positions with Away. Each new hire represents new decisions—decisions about what
additional work needs to be done and who they should hire to do it. Each new product also brings additional decisions—but it
seems Rubio and Korey have positioned themselves (and their business) well for future successes.
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*Photo: Taylor Swift at the 2023 MTV Video Music Awards 13 September 2023 author iHeartRadioCA

Managers and business owners—like Jen Rubio and Stephanie Korey—make decisions on a daily basis. Some are big, like the
decision to start a new business, but most are smaller decisions that go into the regular running of the company and are crucial to its
long-term success. Some decisions are predictable, and some are unexpected. In this chapter we look at important information about
decision-making that can help you make better decisions and, ultimately, be a better manager.
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