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Assignment1

OrganizationalDNACode

Isauniqueframeworkthatdetermineshowanorganizationwillfunction?

Theseareintermsof4organizationaldimensions.Theyarethe

- Structure

- Decisionrights

- Motivations

- Information

JustastheDNAcanbeusedtodiagnose,soalsothe4dimensionsof

structure,decisionrights,motivationandinformationcanbeusedinan

organizationtodiscoverhiddenstrengthandmodifycompanybehavior.

Structures-Thisorganizationalhierarchyandhowliketheyareconnected

insenioritylikeachartinlinesandboxes.

Structurehelptosupportastrategyanddecisiontoorganizebusiness

unitsaroundcustomersproductivityandgeography.Inmakingitcouldbe.

Managingdirector

Seniormanager

Director

Leadmanager

Manager

Supervisor.

- Decisionrights:-Makesemployeestoknowwhohastheauthorityto

makedecision.

Toknowwhodecideswhat?

Howmanypeopleareinvolvedindecisionmaking?Wheredoesone

person’sdecision-makingauthorityendandanotherbegins?

- Motivators:- Thisputsemployeesinplacetoenjoyincentives

andpromotions.Whatobjectiveincentivesandcareeralternativedo

peoplehave?Howarepeoplerewardedfinanciallyandnonfinancially?

whataretheyencouragedtodo?Positiveanswerstothesequestions



willmakeemployeesfeelappreciatedandproductivityandinnovation

willincrease.

- Information:- Thiswillsupplyinsightsotheemployeeswillknow

whatishappeningregardingtheirjob.Itwillletthem knowwhat

matricsareusedtomeasureproductivity.Howareactivities

coordinated?Howisknowledgetransferred?Howareexpectations

andprogresscommunicated?

AlthoughthebasiccomparisonofcooperateandhumanDNAisoften

calledupingeneraldiscussionofinstitutionalculture,itprovidesa

practicalframeworkforexecutivestoplanandimplement.

TheInfluenceofOrganizationalDNAonInnovationPerformance

Theviabilityofanorganizationinnovationcanbedirectlyconnectedtothe

organizationsabilitytoproducevalueandgrowth.Companiesor

organizationswithresilentreportshavethebestfinancialperformanceof

all.

Thegenesisofthedifferencescanbefolloweduptothedeliveranceof

fundamentalrequirementsofsuccessfulinnovations.

Therearevitalcharacteristicsofacompanythatareneededtocreateand

sustainsuccessfulinnovations.These3factorsarethemostimportant

- Speed:- Theincreasingpaceofinnovationrequirescompaniesin

virtuallyeveryindustrytoinnovatefaster.Speedindecisionmaking

enablescompaniestomobliseagainstnewopportunitiesinorderto

capturefirst–to–marketadvantagesaswellasrespondquickly.

Overmanagedinnovationorganizationsalsotendtohavenumerous

layersofmanagementandtendtobecaughtin“analysisparalysis”.

Theselayersbytheirnatureareinimpedimenttoinformationflow.

Thedelayshelpcreatelongcircletimedevelopmentprocess.These

lengthydevelopmentcyclesopenthewindowforchangesindesigns

orrequirementsthatdriveengineeringchum,poorquality,andeven

layerdelays.Thelackofactionoftendoesnotbecomeapparentfor

sometime,preventingcorrectiveactionandpotentiallycreating

irrecoverabledelay.Inpassiveaggressiveorganizationsitisalmost

impossibletoclearlyproductivetherequirementsnecessaryfor



orderlyandstreamlinedproductdevelopment.

Transparency ThisisthesecondinfluenceoforganizationalDNAon

innovationperformance.Thisisthepropertythatallowsdirectionand

actiontobemadevisiblethroughoutanorganizationcreatingtransparency

inengineeringandRandDorganizationsisparticularlyimportantassenior

executivesviewthem as“blackboxes”Transparencyensuresthat

developedprioritiesandeffortscanbealignedwithstrategicpriorities.

Byitsnature,thecultureandbehaviorinpassive-aggressive

organizationspreventstransparency.Thislackoftransparencycanhavea

verydetrimentaleffectoninnovationperformance.Thelackofclarity

preventsthecommunicationandcommonunderstandingoforganizational

priorities,leavingkeydecisionmakersuncertainastoindividualand

collectivegoals.Inover-managedorganization,thesamemultiple

organizationlayersthatinhibitspeedalsolimittransparency.

Accountability:- ThisisthethirdinfluenceoforganizationalDNAon

innovationperformance.Accountabilityisthegluethatholdsan

organizationtogether.Forinnovation,likeothercomplexprocess,itisthe

mechanism thatensurescross–functionalcommitments.Itestablished

personalownershipforperformanceandoutcomes.

Whenallthesefactorsworkoptimally,thehelptoform aresilentinnovation

organization.Itapplyresilentinnovationorganizationinmysecondary

schoolsystem whichismyorganization.



ASSIGNMENTII

ManagementInnovationistheinventionandimplementationofa

managementpractice,process,structureortechniquethatisnewtothe

stateoftheartandisintendedtofurtherorganizationalgoals.Adoptingan

intraorganizationalevolutionaryperspective.

Therearekeychangeagentsinsideandoutsidetheorganizationindriving

andshapingfourprocesses

 Motivation

 Invention

 Implementation

 Theorizationandlabeling

Thesecollectivelydefineamodelofmanagementinnovation.

ManagementFashionPerformance

ManagementFashionprocesshasimportantsimilaritiestothe

managementinnovationprocess,bothinvolvesignificantrolesforInternal

changeagents(Abrahamson1996)Callsthe“Users”ofManagement

Fashion,aswellascomplexanteractionsbetweenthetwo.Andbothcan

beframedinevolutionarylanguagepintermsofintroductionofsomething

newthatsubsequentgetsretainedornotes.

ManagementFirm Performance

Whileourfocuswasonprocessissues,questionsaboutwhyindividuals

engageinmanagementinnovationandtheextenttowhatmanagement

innovationhelpsorganizationstofulfilltheirgoalsareequallyimportant.It

seemslikelyforexamplethatcertainmanagementinnovationswilloffer

morepotentialforcompetitiveadvantagethanothers.

Consequencesofmanagementinnovationarecomplexbecausestake

holdersarepotentially

Theconsequencesarefoundinthefollowingareas:-

(a)Theimpactofmanagementinnovationonvariousperformance

metricinnovatingfirm



(b)Theimpactontheperformanceandlegitimacyofsubsequent

adoptersoftheinnovation

(c)Thebenefitsofmanagementinnovationtosocietyintermsof

improvementofthingslikeproductivityqualityofworklife

Thefirstandthirdconsequencesremainunexplored,moreresearchwillbe

carriedout.



ASSIGNMENTIII

Internalchangeagents:- Thisevaluateaproblem oropportunity

throughanagendasettingdialoguewithexternalchangeagentsthathelps

toestablishitsnoveltyandwithreferencebacktothesupportivenessof

thecurrentorganizationcontext.Totheextentthattheproblem or

opportunitycanbeframedasnovelandthecontextissupportive,the

preconditionsformanagementinnovationexist.

Externalchangeagents:- Theroleofexternalchangeagentsin

motivatingmanagementinnovationbeginswiththeirabilitytoidentifynew

threatsandopportunitiesinthebusinessenvironmentthatrequire

managementattention.

Butasabove,thisistheonlypartofthestorybecausemanyexternal

changeagentsseetheirroleasstimulatingmanagement(throughthe

agenda–settingprocess,toadoptanexistingorfashionablepractice

ratherthantocreateanewone.Wesuggestthatthenatureofthe

managementknowledgethatexternalchangeagentssharewiththeir

internalcounterpartsisanimportantfactorsinmotivatingmanagement.

Thoseexternalagentswhofocusonthepracticalendofthespectrum,with

standardizedor“offtheshelf”solutionstotheproblemsfacingmanagers,

willencouragetheadoptionofmanagementfashion.Thoseexternal

changeagentswhofocusonthemoreabstractendofthespectrum will

morelikelyprovideafertileenvironmentformanagementinnovation

becauseofthe“interpretiveviability”oftheirideasthatistheextentto

whichtheseideascanbeadaptedtomultipleagendas(Bendersandvan

veen2002)(clark2004)

CompareandContrast:-

Externalchangeagentscaninteractbothdirectlyandindirectlywith

internalchangeagentsinagendasettings.Theygeneratetheirinfluential

pointsofviewbylinkingtheirinterpretationofchangesinthe

environmentalcontextwithagenda–settingconversationsaboutthe

practicalissuesexecutivesface.Theyarealsoinfluencedbypriorcasesof

managementinnovationtheyhavebeeninvolvedwith.

Feedbackloopisindicatedbythethreehorizontalprocesses:-

(a)Ideacontextualizing



(b)Idearefining

(c)Reflectivetheorizing

Sobothinternalchangeagentsandexternalchangeagentsarepartof

motivationinnovationsinmotivationphasebehaviorofcreativityand

innovation



ASSIGNMENTIV

InnovationandEntrepreneur:-

Wikipediadefinedinnovationas“anewwayofdoingsomething”.Itmaybe

incremental,radical,revolutionarychangesinthinking,productsprocesses,

organizations.

PeterDruckerdefinedInnovationasthetoolorinstrumentusedby

entrepreneurstoexploitchangeasanopportunity.Hearguedthat

innovationcanbelearntorpracticed.Innovationcouldbedevelopedasto

when,where,howonelookssystemicallyfor(innovative)opportunities.

AccordingtoDruckers,systematicinnovationconsistedofthepurposeful

andorganizedsearchforchanges.

Whenpeoplewenttoinnovateandbeentrepreneurialtheyleavethe

corporateworldandsetoutontheirown.Theygetmoneyfortheirstartup

venturesfrom avarietyofsources,sometimesevenmortgagingtheir

homesoftentheytakesubstantialriskstofollowtheirdreamswhichis

wheretheterm “lifestyleentrepreneur”wasborn.

In2004William Lazonicketalreferredto“IndigenousInnovation”whichis

thedevelopmentofacollectivetypeoflearningwithintheorganization.

“Thestrategydrivingtheinnovation,heargued,wassetinmotionsocially

rathersthanprocess-driven.Hebelievedthatthepursuitofinnovation

requiredmuchmorethantakingupapracticalcourseofaction.

Theconceptofdisruptiveinnovationcarriesonalongpracticeof

recognizingradicaltechnicalchangeinthestudyofinnovationby

economists.Anothermethodforpracticinginnovationinvolvesthe

antithesisofwhatDruckercalledsystematicinnovation.Itisbasedupon

theconcept“accidentshappen”innovationcannotalwaysbeplanned,it

couldbeabyproductofaccident.

Entrepreneur:-

Anentrepreneurisonewhostartshisown,newandsmallbusiness.

Druckernotedthatnoteverynewsmallbusinessisentrepreneurialor

representsentrepreneurship.Also,notentrepreneurialbusinessis

innovative.Druckeridentifiedentrepreneursaspeoplewhosee“change”

asthestandardandtheonlyconstantinlifeischange.



Druckersstrategiesforinnovationandentrepreneurialchampionshipare;

- Beingfastestwiththemostester:Theaim istolandaleadership

position

- Hitthem wheretheyAin’t:Inthisstrategytheinnovatordoesn’t

createamajornewproductorservice.Insteadittakessomething

justcreatedbysomebodyelseandimprovesuponit.

- Entrepreneurialjudo;inthiscasestrategy’successfeedsonwhatis

unfortunatelyhighlycommonamongAmericancompaniesi.e

complancencyittakeswhatthemarketleaderconsideritsstrength

andturnsthosestrengthintotheveryweaknessthatdefeatit.

- ChangingEconomicCharacteristics;underalloftheotherstrategies

presentedbyDruckertheinnovatorhastocreateaninnovative

productorserviceintosomethingnew

- EcologicalNiche;thisstrategyaimsatcontrol,itobtainsapratical

monopolyinasmallareainthemostsuccessfuloftheecological

mchestrategydespitetheproductbeingessentialstoaprocess,no

onewilltrytocompete.

InnovationonaGlobalScale:

InnovationasapracticehascomealongwaysinceDruckersharedhis

ideasinthe1980’s,forstarter,anypresentdaydiscussionaboutinnovation

islikelytoincludereferencestoinstrumentalinitiatives,alsoduetothe

globaleconomy,measuringinnovativeperformancehasmovedtothetop

ofcorporateexecutivesagendas.Infactglobalinnovationnowhasa

formalmeansofmeasurement.Theglobalinnovationindexconceivedand

developedbyINSEADBusinessschoolandworldbusiness,isaformal

modelbuilttobetterseewhichnationsarecorrectlymeetingthe

challengesofinnovations.



ASSIGNMENTV

LeadershipstylesandTraits.

Leadershipisinfluencingpeopletowardsasharedgoal.Leadershavean

inclination

tostaff

toskills

tosharedgoals

Leadershipisatitsbestwhenthevisionisstrategic,thevoicepersuasive

andtheresulttangible.Leadershipfocusesongettingthingsdonethrough

others.Thusyoumanagethingssuchas(budgets,proceduresetc)but

leadersleadpeople.

Leadershipstyles

1.Autocratic/Authoritarianleadership

2.Democratic/Participativeleadership

3.Laissez–faire/free-reinleadership

4.Paternalisticleadership

AutocraticAuthoritarianleadershipmaybedividedintothreeclasses

(a)Thehard-boiledautocrat

whoreliesmainlyonnegativeinfluencesusestheforcesoffearand

punishmentindirectinghissubordinatestowardstheorganizational

goal.Thisislikelytoresultinemployeesbeingresentful.

(b)Thebenevolentautocrat

whoreliesmainlyonpositiveinfluencesusestherewardand

incentivesindirectinghissubordinatestowardstheorganizational

goals,heusespraisesandmotivationstosecuretheloyaltyof

subordinateswhoaccepthisdecision

(c)Themanipulativeautocrat

whomakestheemployeesfeelthattheyareparticipatingindecision

makingthoughthemanagerhimselfhastakethedecision.

DemocraticorParticipativeLeadership:-

Thistypeofleadershipdecentralizeauthority.Theadvantagesare:



- Highermotivation

- Improvedmoral

- Increasedcooperation

- Improvedjobperformance

Reductionofgrievancesandreductionofabsenteeism andemployee

turnover.

TheLaissez–fairorFree–reinLeadership

Thistypeavoidpowerandresponsibility.Passesonresponsibilityfor

decision–makingtohissubordinatesandtakeaminimum ofinitiativein

administration.He/Shegivesnodirectivesandallowsthegroupto

establishitsowngoalsandworkoutitsownproblems.Theydevelop

friendlyapproaches,butsuggestonfrom thegroupwereverylowandthey

werelessproductive.

PaternalisticLeadership

Theleaderassumesthathis/herfunctionisfatherlyorpaternal.Theleader

guidesandprotectshis/hersubordinatesasmembersofhisfamily.

LeadershipTraits:-

Thetraitapproachwithinleadershipbeganwithemphasisonidentifying

thequalitiesofgreatpeople.EffectiveLeadershipreliesoncertaintraits.

Someofthetraitsare:

- Moresociable

- Aggressive

- Original(creative)

- Popular

- Humorous

- Intelligent

- Alert

- Insightful



- Responsible

- Abletotakeinitiative

- Persistent

- Selfconfident

Theseleadershiptraitsareimportant,butisshouldbenotedthat

individualsdonotbecomeleaderssolelybecausetheypossesscertain

traits.Moreaccuratelythetraitsaleaderpossessesneedtoberelevantto

thesituation.Soleadershipeffectivenessisbasedupontheworking

relationshipbetweentheleaderandothergroupsorbetweentheleader

andthefollowers.



ASSIGNMENTVI

BenefitofInnovations:-

- Innovationincreaseprofitabilityandgrowthinorganization.To

illustratethis,studiesshowthatthereishugeuntapped.Potentialto

improveprofitgrowththroughInnovationmanagement.The2005

AnthurD.Littlestudyofover800organizationsconcludedthat

innovationexecellencecanboostEBITby4%andthattopinnovator

have2.5timeshighersalesofnewproducts,andgetmorethan10

timeshigherreturnsfrom theirinnovationinvestments.

- Innovativeorganizationsarevaluecreators,theycontinuetobreak

throughtothenextlevelbecausetheyareconstantlydefining.

- Employeesininnovativeorganizationsessentiallycreatenetworks

andcompetenciesthatsupportinnovativebehaviours

- Thepossessthecultureofproactivenessandmarketdrivingbehavior

- Theseinnovativeorganizationhavemadedecisionsinthepastto

becomeinnovative.

- Theyareabletodefineengageandpursueunchartedmarketspace.

- Innovativefirmsaresuccessfuloverlongterms

- TheyhaveuniqueDNAinthattheyaremorecreative,haveadesireto

succeed,possessacommonsenseofpurposeandcontinues.

Theyconstantlyrealignwithchangesinthecompetitivecontext.They

experienceincreasedcompetitivedifferentiationreducedprice

sensitivityheightenedfocusonreducinglimitedvalue-added

activitiesandincreasedinvestmentininnovation.



ASSIGNMENTVII

Designaneffectiveprogram managementasitrelatestocreativetraining

anddevelopment.

Creativetraininganddevelopmentdesign

Thetrainingdesignprocessshowsinfigureisbasedontheprinciplesof

instructionalsystem design,instructionalsystem design(ISD)referstoa

processfordesigninganddevelopingtrainingprogramme.Thereisnotone

universallyacceptedinstructionalsystem developmentmodel.Thetraining

designprocessissometimesreferredtoastheADDIEmodelbecauseit

includes:

1.Analysis

2.Design

3.Development

4.Implementation

5.Evaluation

Infig(conductingneedsassessments)followedby(ensuringemployees

readinessfortrainingarerelatedtoanalysis.

Thenextthreestepscreatingalearningenevironment,ensuringtransferof

traininganddevelopinganevaluationplan)anddesignissues.Another

steps(selectinganodusingtrainingmethodstorelatetoimplementation.

Anotherstep(monitoringandevaluationoftheprogram )relatesto

evaluation,regardlessofthespecificINSTRUCTIONALSYSTEM DESIGN

(ISD)approachused,allsharethefollowingassumption.

- Measurablelearningobjectivesshouldbeidentifiedbeforetraining.

Trainingdesigniseffectiveonlyifithelpsemployeesreach

measurableinstructionalortraininggoalsandobjectives.Evaluation

playsanimportantpartsinplanningandchoosingatrainingmethod,

monitoringthetrainingprogram,andsuggestingchangestothe

trainingdesignprocess.



Thetrainingdesignprocessreferstoasystematicapproachfordeveloping

freeingprogram.Figpresentsthesteps

StepI. Istoconductaneedsassessment,whichisnecessaryto

identifyiftrainingisneeded.

StepII. Istoensurethatemployeeshavethemotivationandbasic

skillsnecessarytomastertrainingcontent

StepIII. Istocreatealearningenvironmentthathasthefeatures

necessaryinorderforlearningtooccur.

StepIV. Istoensurethattraineesapplythetrainingcontenttotheirjobs.

StepV. Istodevelopanevaluationplanincludingidentifyingwhattypes

ofoutcometrainingisexpectedtoinfluence(forexample,learning

behaviorskills)choosinganevaluationdesignthatallowsyoutodetermine

theinfluenceoftrainingontheseoutcomesandplanninghowto

demonstratetrainingeffectsonthe“bottom line”thatisusingacost

benefitanalysistodeterminethemonetarybenefits,resultingfrom training.

Thisisalsoknownasmeasuringatrainingprogrammesreturnon

investment(ROI).

CONDUCINGNEEDS

ASSESSMENT

-Organizational

Analysis

-PersonAnalysis

-TaskAnalysis

ENSURING EMPLOYEES

READINESSFOR

TRAINING

-Attitudeand

-Motivationbasicskills

CREATINGALEARNING
ENVIRONMENT
-Learningobjectives
-Meaningfulmaterials
-Practicecommunity

oflearning
-Modeling
-Programme

administration

ENSURINGTRANSFER

OFTRAINING

-SelfManagement

-Peerandmenter

support

DEVELOPMENTAN

EVALUATIONPLAN

-Identifyingleving

outcomes

-Chooseevaluation

-Plancostbenefit

analysis



StepVI. Istochoosethetrainingmethodobjectivesandlearning

environment.Thisstepmayincludeatraditionaltrainingmethodsofface–

to–faceinteractionwithatrainerore-learningusingaCD-ROM orweb–

basedtraining.

StepVII. Istoevaluatetheprogram andmakechangesinitorrevisitany

oftheearlierstepsintheprocesstoimprovetheprogram sothatlearning

behaviorchange,andtheotherlearningobjectivesareobtained.

Sometrainingprofessionalarguethattheinstructionalsystem design(ISD)

modelisflawedforseveralreasonsfirstinactualorganizationthetraining

designprocessrarelyfollowstheneatorderlystepbystepapproachof

activitiesshownandothercriticism tosuchassystemicfollowsup.

Despitethesecriticism ISDmodelisconsideredasetofgeneralguidelines

thattraineesneedtofollowstoensureeffectivetraining.Thetraining

designprocessshouldbesystematicyetflexibleenoughtoadoptto

businessneeds.Employeesmayhavetheknowledge,skillsorbehavior

theyneedbutsimplynotbeingmotivatedtousethem.Thedevelopmentof

awebbasedtrainingprogram focusingonteachingmanagersskills

neededtoruneffectivebusinessmeetingsprovidesagoodexampleofthe

useoftheinstructionaldesignprocess.Thenextstepwastocreatea

positivelearningenvironmentontheontheWeb-Designsmadeusethat

theprogram objectiveswereclearlystatedtothetrainees.Andprovide

opportunitieswithintheprogram forexercisesandfeedback.Forexample

traineeswereaskedtoprepareanoutlineforthestepstheywouldtaketo

conductaneffectivemeeting.Thedesignersbuiltintotheprogram a

feedbacksystem thatindicatestothemanagerswhichofthestepsthey

outlinedwerecorrectandwhichneededtobechanged.Theassessment

testswerestoredinadatabankthatthecompanycouldusetoevaluate

whethertraineesmeetingskillsimprovedfrom pre_traininglevels.There

areforcesthatinterneeworkingandlearning,thesearecthobalizationof

businessdemographicfirstnewstechnologyandeconomicchanges

thoughwelearnhowwecommunicatewitheachotherandwhatwevalue

inourlives.Everybusinessmustbepreparedtodealwithglobaleconomy

instructionalsystem design(ISD)usingtheADDIEModel,Instructional

designsisthesystematicapproachtotheAnalysisDesign,Development

implementationandEvaluationofLearningMaterialsandactivities.

Instructionaldesignaimsforalearner-centredratherthanthetraditional



teacher-centredapproachtoinstruction,sothateffectivelearningcantake

place.Thismeansthateverycomponentoftheinstructionisgovernedby

thelearningoutcomeswhichhavebeendeterminedafterathorough

analysisofthelearnersneeds.

Thesephasessometimesoverlapandcanbeinterrelatedhoweverthey

provideadynamicflexibleguidelinesfordevelopingeffectiveandefficient

instruction.

SampleTask

Analysis

Theprocessof

definewhatis

tobelearned

Needsassessment

problem identification

taskanalysis

Sampleoutput

Learnerprofile

Descriptionofconstraints

Needs,problemsstatement

Design

Theprocessof

specifyinghow

itistobelearnt

Writeobjectives

developtesttheir

planinstruction

identifyresources

TaskAnalysis

Measureobjectively

Instructionalstrategy

Prototypespecification

Development

Theprocessof

authoringand

producingthematerial

Workwithproducers

developworkbook

flowchartprogram

Storyboard

Script

Exercise

Computerassisted



instruction

StudentComments,data

Implementation

Theprocessof

installingtheprojectin

therealworldcontext

Teachertrainingtryout Studentcomments,Data

Evaluation

Theprocessof

determiningthe

adequacyofthe

instruction

Recordtimedate

interprettestresults

surveygraduation

reviseactivities

Recommendations

Projectreport

Revisedprototype



InstructionalSystem Design(ISD)usingADDIEModel

- Structure:Thisisorganizationalhierarchy,andhowtheyare

connectedlikeachartinlinesandboxes

- Decisionrights:whodecideswhat.Howmanypeopleareinvolvedin

decisionmaking,wheredoesperson’sdecision-makingauthorityand

anotherbegin.

- Motivator:whatobjectives,incentivesandcareeralternativesdo

peoplelove?Howarepeoplereviewedfinanciallyandnonfinancially,

whataretheyemployedtodo

- Information: Whatmetricsareusedtomeasureperformance.

Howareactivitycoordinated.Howisknowledgetransferred.Howare

expectationandprogresscommunicated.

AlthoughthebasiccomparisonofcorporateandhumanDNAisoften

involvedingeneraldiscussionofinstitutionalwritingandwordnet,wethink

itprovidesapracticalframeworksemenexecutivecareusetodiagonise

problemsdiscoverhiddenstrengthmodifycompanybehaviorwithaframe

workthatexaminesallaspectsofacompanyarchitecture

ASSIGNMENTVIII

DefineSWOTanddiscussSWOTMARKETTINGinfavourofthesociety

andmarketingorientationandapplyingitwithinyourcompany

ANALYSIS

DESIGN

DEVELOPMEN

T

IMPLEMENTATIO

N

SUMMATIVE

EVALUATION

FORMATIVE

EVALUATION



SWOTanalysisisasimplebutpowerfulframeworkforanalyzingyour

organizationstrength,weaknessopportunitiesandthreat.Aswot

analysesprovidesarealisticoutlookonyourbrandopportunityfor

successandallowsyoutodigdeepintoitscurrentorfuture

environmentwhyswotanalysesshouldbeinyourmarketingplan.

Whendevelopingyourbrandsmarketingplan,animportantstep_

whetherformallyorinformallyistoconductastrengths,weaknesses

andopportunityandthreatsorSWOTanalysisthroughresearchand

communicationintothemarketenvironment.Itinformshowyoucan

positionyourbrandtostandoutfrom competitionandhaveaunique

edgewithyourtargetattendance.

Shootanalysis:identifiesyourbrandscompetitiveadvantages.thefirst

stepofaSWOTanalysis,from pinpointing.

(a)Strength:givesinsightintothecompetitiveadvantagesofyour

brand,identifyingwhatmakesyourproductionofservicebetters

thancompetitionsornewtothemarketwilldirectyourapproachto

branding,byforcingonstrengthanddifferentiatorsinmarketingand

publicrelationmaterial,abrandcarvesoutspaceinitsmarketandin

themindsofitstargetaudience.Cookseycommunicationmakesita

prioritytobuildthesepointsofdifferenceintoourkeypublic

messagesespeciallyinsaturatedcompetitiveindustrieslike

commercialrealestateandlawforms.informsyourissues

managementstrategy.

(b)Definingbrandweaknessandthreat:isacriticalstepindeveloping

issuesmanagementstrategy.ifyouhavealreadyresearched

potentialbrandpitfallsyoucanproactivelyprepareforanycruiseand

havemessagingreadilyavailable.Takingthesestepsearlyinthe

marketingplanningprocessensuresyoucangetaheadofthe

problem andpositivelyinfluencethepublicconversationsurrounding

yourbrand.

(c)Threatcanemergebothinternallyandexternallysobesureto

considerpotentialissuefrom allanglesfrom staffmistaketonatural

disastertopoliticalturmoil.Thinkthroughanythingthatcould

negativelyimpactyourbrandoryou’retoprovideconsumerswith

yourgoodorservice.Thisstepsisespeciallyimportantforour



multipleandeconomicdevelopmentclients.Thepoliticaland

economicclientissopolarizedandchangessoquickly,being

preparedforanyissueorcrisisisessentialforproductivityand

effectiveness.

(d)ASWOTAnalysisprovidesarealisticoutputonyourbrands

opportunity:forsuccessandallowsyoutodigdeepintoitscurrent

orfutureenvironment.Notonlydoyoulearnmoreaboutcompetitors,

yourbrandadvantagesandusersfacingyourbrand,youcanalso

identifyopportunitiestocapturemarketshareandexpandyour

presencefindinghighorunstoppedmarketsandthenproperly

communicatingtherightmessagetothoseconsumersiskeyto

successfulbranding.Condemningtheanalysisgivesyoubothabig

pictureanddefenseviewofthemarketandwhereyourbrandcould

fittomaketomakeconnectionwithpeople.Forexampleweutilize

theextensiontradepublicationnetworkforourprofessionalservices

clientstohavedirectaccesstotheirtargetmarketforopportunities

from highlyspeculatedconsumers.ThereisareasonwhySWOT

analysisisalongstandingcomponentofmarketingresearchand

planning.Evenmoretheanalyticalfoolcanbeappliedtoavarietyof

ongoingtasksandisusefulindaytodaymanagementofbrands.The

seeminglysimple,homestepprocessgivesvaluableinsightand

holisticviewofwhatyourbrandisupagainstboththegoodandbad.

MarketOrientation:thefour(4)manifestationofamarketorientation

perform relevantandimportantexperientiallearningare

(a)Ashortterm objectivetoincreasebysomespecificamountwithin2

monthsthetargetsmarket’sunderstandingofthebusiness’svalue

disciplineandvaluepropositionwithintheframeworkofatotal

increaseinunderstandingofsomespecificamountwithin12months

(b)Ashortterm objectivetoincreasecustomerrelationsby2%ineach

ofthenext12monthswithintheframeworkofaoneyear24%

increase

(c)Ashortterm objectiveistoincreasethediscoveryofspecific

customer’sletterneedsbyx%inYmonths

(d)Inconjunctionwiththediscoveringofspecificcustomerstalent

needsashorttimeobjectivetoidentifyin3monthsanxnumberof



relevantpossiblecustomerbenefitproductandservicesthemarket

backapproachmaybecharacterizedasinductive,pragmaticbottom

upinstyleandanemergencystrategyit’saboutlearningcreating

superiorvaluesforcustomers

ASSIGNMENTIX

Definition

Astationarybusinesssellscustomizedprintedanddesignedpaper

productionforeventspromotionse.gweddingannouncementandpersonal

announcement.Socialmediaandonlinepresencearenecessarytoreacha

desirablecustomer.Stationarybusinessmakesmoneybychangingclient

forlaborandbypromotesofcustomersstationaryproduct

Methodsofcreatingmystationarybusiness;

(a)Iplanmystationarybusiness

(b)Iform mystationarybusinessintoalegalentity



(c)Iregistermystationarybusinessfortaxes

(d)Iopenabusinessbankaccentandcreditcard

(e)Isetupaccountingformystationarybusiness

(f)Igetthenecessarypermitsandlicense

(g)Igetmyinsuranceformybusiness

(h)Icreatemystationarybusinesswebsite

(i)Isetupmybusinessphonesystem &definemybrandofproduct.I

shouldbeabletoconsidertheseinitialquestions.Whatarethestartup

andongoingcost?

Whatismytargetmarket?HowmuchcanIchargecustomer?WhatwillI

namemybusiness?

ItemsneededtosetupmystationaryBusiness

Iexpecttohavethefollowingitemsforsettingupmystationary

business

 Acomputerwithpowerfulpro0cessingspeedforcreatingand

generatingdesign

 Asubscriptiontoadesignsuite,suchasABODE.,

 Awebsiteandtechsupport

 Acameraandtripodfortakingproductphotosformywebsite

 Myownpromotionalitem suchasbusinesscards,stickers,print

examples,stationarydesignandsupplyrequiresakeenknackfor

understandingacustomerneeds.Beagoodlistenerandcommunicator

developarapportwithliterate.Haveknowledgeofgraphicandprint

designandvisualartstopropelmyabilitytobringcustomersideasto

life,alsobusinessmanagementexperiencehelpskeepentrepreneurial

ontradewithtraineesandcompanyorganization

Alwaysturntomentor(freebusinessresources)alsohavea(support

network)visitstartupservants(startupfoundersseries)togain

enterprenuralinsightslessonsandadvicefrom foundersthemselves.For

women(womeninbusiness)forfundingevents,grantssupport.(bevisually



creative)

Pricingstrategiesare;

a)Priceskimming

b)Marketpenetrationpricing

c)Premium pricing

d)Economypricing

e)Bundlepricing

f)Valuebasedpricing

g)Dynamicpricing

Settingyourproductorservicespricesshouldnotbeacareless

decisionfocusentirelyonprofit.Pricingshouldbecalculated

informedchoiceinwhichyourbusinessidentitybrandandfinancial

stability

a)Priceskimming;involvessettinghighpriceswhenaproductis

introducedandthengraduallyloweringthepriceasmore

competitorenterthemarket.

b)Marketpenetrationpricing;istheoppositeofpriceskimming

insteadofstartinghighandslowlyloweringprices,youtakeovera

marketbyundercuttingyourcompetitors.

c)Premium pricing;isforbusinessthatcreatehighquantity

productionandmarketthem tohighincomeindividuals.

d)Economypricing;thisstrategypricinginvolvestargeting

customerswhowanttosaveasmuchmoneyaspossibleon

whatevergoodorservicestheyarepowering

e)Bundlepricing;whencompaniespairseveralproductstogether

andsellthem forlessmoneythaneachwouldbeindividuallya

helptomoreinventory

f)Valuebasedpricing;issimilartopremium pricing.Acompany

baseditspricingonhowmakingthecustomerbelievetheproduct

worth



g)Dynamicpricing;allowsyoutochangethepriceofyouritems

basedonthemarketdemandatanygivenmoment.Determine

yourneedsupfrontcanclarifywhichstrategybusinessbasethe

pricinghasinitsabilitytomaketheproductappealingto

customerswhilealsocoveringthecost.



AssignmentX

Discussandexplainbusinessmodels

Abusinessmodelisacompany’scarestrategyforprofitablydoing

business.

Modelsgenerallyincludeinformationlikeproductsorservicesthebusiness

planstosell,targetmarketandanyanticipatedexperiences.thetwolevels

ofabusinessmodelarepricingandcosts.Businessmodesidentifyits

targetmarketandanticipatedexperience.Businessmodeareforbothnew

anddevelopingcompaniesandestablishedbusiness.Theyhelpbusiness

toalternateinvestment,recruittalentandmotivatemanagementandstaff.

Establishedbusinessshouldregularlyupdatetheirbusinessplansorthey

willfailtoanticipatetrendsandchallengesahead.Businessplaninvestors

evaluatecompaniesthatinvestthem.Abusinessmodeisacompanyscore

strategyforprofitablydoingbusinessmodegenerallyincludeinformation

likeproductsorservicesthebusinessplanstoselltargetmarketsandany

anticipatedexperience.Aprimarycomponentofthebusinessmodelsisthe

goodsorservicesthatacompanyoffersandwhytheyaredesirableto

customersorclientsideallystatedinawaythatdifferentiatestheproduct

orservicefrom itscompetitors.

Anewenterprisesbusinessmodelshouldalsocoverprojectedstartup

costsandfinancingservices,thetargetcustomerbaseforthebusiness,

marketingstrategy,areviewofthecompetition,andprojectionofrevenue

and expenses,theplanmayalsodefineopportunitiesinwhichthe

businesscanpartnerwithotherestablishedcompanies.Forexample,the

businessmodelforanadvertisingbusinessmyidentifybenefitsfrom an

arrangementforreferralstoandfrom aprintingcompany.Successful

businesshavebusinessmodelsthatallowthem tofulfillclientneedsata

competitivepriceandasustainablecost.Overtime,manybusinessrevise

theirbusinessmodelsfrom timetotimetoreflectchangingbusiness

environmentsandmarketdemands.

Whenevaluatingacompanyasapossibleinvestment,theinvestorshould

findoutexactlyhowitmakesitsmoney¬¬.Thismeanslookingthroughthe

businessmodel.Whenevaluatingacompanyasapossibleinvestment,find

outexactlyhowitmakesitsmoneythatisthecompany’sbusinessmodels.

Typesofbusinessmodels:-



Directsalesfranchisingadvertisingbasedandbrickandmortarstores.

Therearehybridmodelsaswell,suchasbusinessthatcombineinternet

retailwithbrickandmortarstoresorwithsportingorganizationlikethe

NBA
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