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The Basis of Social Power by J. French & B. Raven

All is based on perceptions of P (person) and O (other)

1. Coercive – power to punish

· Based on P’s perception that O has the ability to mediate punishments
· Opposite of reward power
· Can withhold rewards and control others through fear and manipulation

Example: Clothes presser in a factory. As the efficiency is climbing above average for her group, the others will begin to “scapegoat” this worker. To fire a worker if he fails below a give level a production

2. Legitimate – based on values and social structure

· Based on P’s perception that O has a legitimate right to prescribe behaviours

 Example: Cultural values, social structure of society. Judge has a right to levy fines; priest prescribes religious beliefs

3. Expert – perception of greater knowledge

· Based on P’s perception that O has some special knowledge or expertise
· based on O’s skills or expertise

Example: Attorney’s advice

4. Reward – expectation of reward

· Based on P’s perception that O has the ability to mediate rewards
· Can also be dispensed with a handshake or pat on the back

Example: Contingent on the ability of  O to dispense rewards such as raises, vacation, recognition, or promotions. Rewards can also be dispensed with a handshake or pat on the back. Worker’s increased level of production leads to the fact that his boss will probably reward him.

5. Referent – desire to associate

· Based on P’s identification with O
· Based on charm, popularity, or attractive features
· Ability to persuade and influence others by simply being likable

Example: Nationalism, Patriotism, Celebrities and well-respected people



Need to Know Concepts

1) Economies of scope: efficient use of common items
    Example: McDonalds introducing their apple pie

2) Economies of scale: as you produce more items the average cost per item decreases

3) First movers: drive to be first not necessarily the one who did it first (“DO IT FIRST,            
    DO IT RIGHT, DO IT BEST”)

4) Managerial enterprise: refers to industrial concerns when investment and operating       
    decisions are made by hierarchy of salaried managers governed by a board of directors

5) Horizontal growth: combining with competitors in order to grow as a company

6) Vertical growth: by moving backward to control materials and forward to control   
     outlets. Example: Pepsi buying out a bottle factory in order to have more control over   
     the industry

7) Stock market pressure: short term thinking in order to make profit, giving in to this   
     type of pressure will eventually cause your company to fail in the long-run

8) Unrelated diversification: if you don’t know what your doing stay out of the   
     industry. Example: a doctor trying to work in the food industry

Chandler’s Three Major Investments

1) Build large, efficient production capacity to exploit, use economies of scale and scope

2) Creating extensive marketing and distribution channels in touch with all potential   
    companies

3) Establish well organized management teams (functional management work one   
    level)

Chandler’s View on First Movers and What They Do

1) They confidently seize opportunities through major commitment	

2) Constantly improve aggressively compete

3) Manage logically and systematically

4) Maintain and nourish their competitive capabilities Example: Ferrari there the 
    competition, you need to learn from them in order to become better

Some Major Claims of the Article

1) When a company loses its opportunity to be a first mover it is extremely difficult to  
     regain competitive advantage

2) A successful business capitalizes on economies of scale, creates a management 
    structure and invests in research and development

3) Growth through diversification is a poor business strategy


Mandel Campbell Evidence that relates to Chandler’s main ideas

1) “You look at big brewers you say Heineken they were a tiny country. They recognized the need to expand before we did. The exact same thing happened with Inter brew they’re in Belgium. We just took to long to get out that’s why we’re chasing the big guys.” This evidence relates to Chandler’s views in the sense that he believe that in order for a company to become successful it needs to expand abroad and accommodate to the different lifestyles in different countries. This also relates to his concept of the first movers. Canada was always too slow to get in the industry which is why they have let numerous great opportunities pass them by and we are ultimately following the “big guys”.

2) “Stock market speculators were pressuring Bellini owner of Brochem to cash in and make a quick buck its too bad because if Canadians were just willing to stick it out and have the confidence to build something of their own they would become world leaders.” This relates to Chandler view on stock market pressure, he believes that if you give in to stock market pressure this will only succeed in the short run, in the long-run the company will eventually fail. If you believe in your company and want it succeed you need to stick with it no matter how tough the industry gets. Chandler is all about taking the necessary risks which will eventually pay off.
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COMM 210/U: Contemporary Business Thinking 	
Assignment #2
Hertzberg, “One more time, how do you motivate employees?”
People consider motivating: Punishment, Reward and Bribery.
The people with coercive/reward power are those that use those kinds of motivation techniques but mostly bribery, without knowing that it wears off
What they need to know is that to motivate they have to:
· Understand the person/group of employees
· Engage with them
· Open up to their ideas and thoughts
· Create an atmosphere
· Get personal
KITA: Kick in the Ass  Generates movement by avoiding punishments/getting rewards
*******  IT MOTIVATES RATS, NOT PEOPLE ********
Physical KITA (negative): movement produced by punishment (a push)
Psychological KITA (negative): doing things that would make employees wonder what they did wrong (e.g. Move to undesirable office, Stop speaking to subordinates and threaten termination) 
“Positive” KITA (pull/bribery): it consists on giving something in return to the employee (e.g. reducing time spent at work, compensation, benefits and communication) Positive KITA ≠ motivation
Motivation  how to keep up feeling good about the job  builds satisfaction
Hygiene  taking away what shouldn’t be there  removes dissatisfaction
	Herzberg's Two-factor Theory[footnoteRef:1] [1:  http://www.examstutor.com/business/resources/studyroom/people_and_organisations/motivation_theory/4-herzbergstwofactortheory.php] 


	Hygiene Factors
	
	Motivators

	Salary,
Job Security,
Working Conditions,
Level and Quality of Supervision,
Company Policy and Administration,
Interpersonal Relations
	
	Nature of Work,
Sense of Achievement,
Recognition,
Responsibility,
Personal Growth and Advancement







	


** Hygiene reduces job dissatisfaction - Motivation increases job satisfaction **
Job satisfaction is not the opposite of job dissatisfaction
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The Manager’s Job: Folklore and Fact—Henry Mintzberg


Classical view says that managers: 
· Plan
· Organize
· Coordinate
· Control
· THE FACTS SUGGEST OTHERWISE

FACTS about managers:
· Work at an unrelenting pace
· Their activities are characterized by brevity, variety, and discontinuity
· Strongly action oriented 
· Managers perform many regular duties
· Managers favour verbal media (phone calls, meetings)
· A company’s strategic databank is in the minds of its managers 
· Managers are faced with a dilemma of delegation: do too much or delegate to subordinates with inadequate briefing 
· Managers are overburdened with obligations


The manager’s 10 roles:

Interpersonal roles:
1. Figurehead: 
-Head of an organizational unit
-Ceremonial or routine duties
2. Leader: 
-Responsible for work of people in their unit
-Must hire + train staff
-Motivate + encourage employees 
3. Liaison:
-Make contacts outside vertical chain of command

Informational roles:
4. Monitor:
-Scan the environment for information
-Interrogating liaison contacts +subordinates
-Receiving unsolicited information 
5. Disseminator:
-Passes privileged information to subordinates
6. Spokesperson:
-Sends some information to people outside the unit
-Must inform + satisfy influential people who control the organizational unit

Decisional roles:
7. Entrepreneur:
-Seeks to improve the unit
-Adapt unit to changing conditions in the environment 
8. Disturbance handler:
-Manager must respond to pressures
-Pressures of a situation are too severe to be ignored, manager must act 
9. Resource allocator: 
-Deciding who will get what 
-The most important resource to be allocated is the manager’s own time
-Authorizes most important decisions 
10.  Negotiator:
-Spends considerable time in negotiations
-Has the authority to commit organizational resources
-Has the “nerve centre” information that important negotiations require 

*THESE 10 ROLES ARE NOT EASILY SEPARABLE. THEY FORM AN INTEGRATED WHOLE.

*MANAGERS DON’T USUALLY GIVE EQUAL ATTENTION TO EACH ROLE.


Study Notes : Collins & Porras
[image: concept map]
Small Giants in Relation to Collins and Porras

Union Square Hospitality Group
Core Ideology
· To expand the Union Square Hospitality Group  without losing its soul
· Have numerous restaurants as part of Union Square Hospitality Group that share a common culture but that each restaurant is unique.

Core Purpose
· Provide opportunities for employees to move around
· Gives employees  the chance to grow and be challenged
· Allows Union Square restaurants to retain talented employees
· Provide a sense of intimacy between the restaurant and the customer
· Making the job and the service personal helps make customers happy, instead of just satisfied
· Enlightened hospitality 
· Customer service that is natural, warm, and effortless
· Compared to the kind of hospitality received as a guest of honor
· Emotional skill involving the ability to make customers feel like you’re on their side

Core Values
· 5 Core Values in descending order of importance:
· Caring for each other
· Caring for guests
· Caring for the community
· Caring for suppliers
· Caring for investors and profitability


CitiStorage Inc. 
Core Ideology
· Brodsky wants the customers to feel a personal connection with the company
· They hired a grief counselor as a service to employees after 9/11 to help them overcome their trauma
· In recognition of exceptional performance employees are rewarded with discounted movie tickets and home games to New York’s professional basketball & baseball games (season passes).

Core Purpose
· Offer jobs that have benefits & opportunities for advancement
· The company strives for an intimate workplace
· Create an atmosphere in which employees feel valued & respected and makes it possible for them to have fun
· Offer health insurance, 401k retirement plans, educational programs with reimbursement 
· Warm , upbeat , closely knit corporate culture
· Company’s philosophy & policies 
· All employees receive customer service training “We want to make them feel welcome. That means smiling and saying hello”.

Core Values
· Elaine (Brodsky’s wife) sends personal, handwritten letters to new customers, welcoming them to the company and explaining how they can be reached.
· Brodsky meets with all prospective customers and conducts follow up meetings with as many customers as he can, as well as inviting them to company events.
· Customers are honored by having aisles in their warehouse named after their company
· Professional masseuse comes monthly to give employees massages
· Improved relationships between departments & better feedback 


Zingerman’s Community 
Core Ideology
· To expand the company without losing the “community feel” of Ann Harbor and the essence of the original deli.
· Have a group of businesses that are food-related and share a common culture.

Core Purpose
· Keep providing people with the best quality of food possible.
· Study the food they sell and teach their customers about its history. 
· To give back to its community.
· To give good service to all customers.
· To train and lead it’s employees to be able to handle any situation that might arise while working.

Core Values
· To be unique and something special, rather than just another chain restaurant.
· Make its customers feel relaxed and welcome in any of their restaurants.
· Have good relationships with both customers and suppliers, and to showcase those suppliers whenever possible.
· To have integrity, be professional and have human contact with customers and suppliers, in order to create a community feeling.
· To handle problems appropriately and be able give the customer what they want.





Anchor Brewing 
Core Ideology
· To establish a small-scale brewery with small-town quality and taste being the hallmarks of this beer.
· Selling only the highest quality beer that could be made. 
· Strict brewing process and a small collection of employees to ensure quality.

Core Values
· To handle problems appropriately and be able to give the customer what they want.
· The authenticity of the products.
· Do not sacrifice the quality of the beer for anything.
· Keep and continue the old brewing style of steam beers.
· Keep the size of the company small and under the owner’s control, so they can decide the direction of where the business should go. 
· Treat employees as family members.

Core Purpose
· Become the microbrew that contains:  high quality, handcrafted beers and ales, made with the finest ingredients available, using the traditional recipes and brewing techniques.
· Pass on the tradition of steam beers.  (They are the only company in the USA who is still brewing steam beers.)
· Continue fulfilling their goal of only making the products that make them proud and that are of the highest quality.  






Clif Bar
Core Ideology
· Small is not only beautiful but successful
· The company now features numerous new energy snacks and has grown 20 percent in each of the last two years. 
· Clif Bar chose to grow its own way rather than follow the "get big or get out" ideology of global business.

Core Values
· Provide a healthy work environment for employees
· Enabling employees to maintain balance in all aspects of their lives 
· Get paid for keeping in shape

Core Purpose
· Conceived with a purpose
· Finding almost immediate success
· Recognizing unique nutritional needs of people.


COMM 210: Final Assignment 

Kaplan and Norton’s “Balanced Scorecard”

By: Anthony Belluscio, Vincent Levesque, Denis Marin, Pavel Sokov; section U 



Senior executives understand that their organization’s measurement system strongly affects the behavior of managers and employees. Some have focused only on financial measures, others did only on the operational one. Neither way is good, you need both of them. To define the system, managers called it the “balanced scorecard”.

· Set of measures that give top managers a fast and comprehensive view of the business.
· Includes financial measures that tell the results of actions already taken
· Gives operational measures on customer satisfaction
· Organization innovation and improvement activities-operational


The balanced scorecard is similar to an airplane cockpit: you can have plenty of information at the same time and when one detail is skidding. This detail could be fatal, so you have to take care of it as soon as possible.

This system allows managers to look at their business from 4 important perspectives:


1) The customer perspective:

The balanced scorecard demands that managers translate their general mission statement on customer service into specific measures that reflect the factors that really matters to customers. 
Ex. Customers can rank the company effectiveness on services or delivery time.

2) The internal business perspective:

Managers need to focus on processes, decisions, and actions occurring within the organization which will enable them to satisfy customer needs.
Ex. Hewlett-Packard uses a system called breakeven time (BET) to measure the effectiveness of its product development cycle.

3) The innovation and learning perspective:

Intense global competition requires that companies make continual improvements to their existing products or introduce new one.
Ex: A semiconductor company uses the % of sales from new products as one of its innovation and improvement measures.
4) The financial perspective:

Financial goals have to do with profitability, growth, and shareholder value.
If it results in failure, executives should rethink about the company’s strategy to improve financial performance.

Finally, the balanced scorecard helps with strategy and vision, but does not control people’s behaviors. It sets goals and assumes that people will do everything to achieve that objective. Moreover, the balanced scorecard cannot explain exactly how to reach that goal because the conditions in which employees operate are constantly changing



Notes -- Picking People
Drucker
Main claim: 
Executives should spend more time on managing people and making people decisions than on anything else. The basic rules for picking people include 5 steps: think through the assignment, look at a number of potentially qualified people, look at candidates’ strength, discuss each of the candidates with several people who have worked with them, make sure the appointee understands the job. People will fail in their duty as a manager if they don’t follow these 5 steps.
Second claims:
1. Poor or bad performance is managers’ mistakes. It is the duty of managers to pick up the responsible people in their organizations performs.
2. Managers are responsible for the job description. Because assignments change all the time and unpredictably, managers must first know what the heart of the assignment is and then recruit and train people.
3. Managers should look at job candidates’ qualifications, experiences and strengths.
4. In professional organizations, such as research lab, engineering for corporate legal department, managers have high risk in picking people, they have to pick people only by the experience, and if a move from one kind of work to another does not pan out, they have responsibilities to correct it.
5. Widow-makers mean jobs that regularly defeat even good people. A “nonjob” that nobody could do.
The decision steps:
 (
# Of qualifications
Build on strength
Listen to others’ opinion
Confirmation
Job description
)






Wrap-up with other articles we learned
1. Drucker, Leadership. To establish the organization’s goals and mission. The foundation of effective leadership is thinking through the organization’s mission, defining it, and establishing it, clearly and visible. This opinion links with the decision steps 1 on the Picking People, think through the assignment. The responsible executive must first know what the heart of the assignment is. And on the basic principles he also mentioned that: don’t give new people major assignments for doing so only compounds the risks.
2. Mintzberg, The Manager’s Job. 
a. Interpersonal role--- leader. Managers are responsible for the work of people in their unit, hiring and training their own staff, motivate and encourage employees, reconciling their individual needs with the goal of organization. On the Picking People, Druck think managers should spend more time on picking people, it is the duty of managers to make sure that the responsible people in their organizations perform and the appointee understands the job.
b. Informational role---disseminator. Managers distribute information to subordinates. On the Picking People, executive acts as a disseminator, he or she look at a number of potentially qualified people, and distribute the assignment on them.
c. Decisional role--- disturbance and resource allocator. Managers should solve problems, such as Druck said, if I put a person into a job and he or she does not perform, I have made a mistake. It is the duty of managers to make sure that the  responsible people in their organizations perform. Additionally, managers is responsible for deciding who will get what, this can be seen on the Picking People as Job descriptions.
d. There are also some differences between Drucker and Mintzberg. Mintberg describe managers’ job in the wider field, but Drucker was only focus on the managers’ responsibility on picking people. 
3. Jim Collins& Jerry Porras, Builing Your Company’s Vision--- a successful company combines a core ideology with an envisioned future. Relating to the Drucker’s, we may see a leader as a company, in order to be a good leader, he or she should pick up the right people, think through the core value and the purpose of the assignment, and set up vivid job description. 
4. French and Raven, Type of Power. The bases of social power are relationship between P and O, which is the source of power. As Drucker wrote on Picking People, executives have these social power: coercive, they can distribute the hard job on the O, legitimate, they can make people recognize they have tasks to complete; expert: executives has special expertise on the job distribution, they know exactly what the task is. The stronger the basis of the power, the greater the power . 
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The Purpose and Objectives of a Business
By Peter Drucker
Study Guide  

Key Concepts 

Contrary to popular belief, the purpose of a business is not to make a profit. However, the business must make a profit in order to stay in business and continue operating in order to fulfill its purpose.

The purpose of a business is to create a customer and a market for its goods or services.
In order to do this the business has two basic functions: marketing and innovation.

Marketing

By marketing Drucker does not mean selling. The true marketing goals are:
1. Finding the customers’ needs, whether they are aware of that need or whether it is yet unrealized.
2. Making the customer aware that they can satisfy the need through your product or services.

Innovation

Innovation is not invention but the ability to create a new potential for satisfying the customer’s needs. The inventor is not necessarily the one that detects the utility to the customer for the product or service and therefore satisfies the need. 

Objectives of a business must focus on these areas:
 
· Marketing – market concentration and market standing

· Innovation- product innovation, social innovation, managerial innovation

· Human Resources- attracting and retaining talent

· Financial Resources- raising capital

· Physical Resource – land and products of nature

· Productivity- The degree to which resources are utilized and their yield. The improvement of productivity is one of management’s most important jobs.

· Social Responsibility- impacts and responsibilities to the environment and society

· Profit Requirements- planning for a needed minimum profitability to pay for the attainment of the objectives of the business.


Relating Drucker to other Authors Studied 
Most of the companies in Small Giants can relate to Drucker’s theory on what the main purpose of a business is, “to create a customer.”  Ari Weinzweig and Paul Saginaw cofounders of Zingerman’s Deli based their business entirely on the creation of customers. They wanted to carry “the finest artisanal food products and serve the best sandwiches known to man.” Quality to Zingerman did not only mean the food, but they also educate the customers on Zingermans product and to provide the best customer service. When Saginaw noticed that the company was becoming too complacent, leaving them too vulnerable to competitors who could copy Zingerman’s merchandising and chip away at the customer base he called an emergency meeting with Weinzweig. They discussed where the company will be in the next ten years. To them it was most important that they, “do not to lose the company’s uniqueness,” they remain in “close contact with the community” and above all to maintain the “intimacy with the customers.” All of these attributes they agreed is what led them to start the company in the first place.

Quick Study Notes

· Customer-creation – is the sole purpose of a business, not “to make money”
· Marketing and Innovation – should be customer-based, do not think what can you sell, but what does the customer want to buy, innovation means increasing customer satisfaction by improving quality and lowering price
· Environmental change – managers must anticipate changes in demographics, needs, tastes etc… be where business is going!
· 5 “must” when translating purpose and mission in objectives –Must be derived from “what our business is, what it will be, and what it should be”
· Must be operational and capable of being converted into specific targets
· Must make possible concentration of resources and efforts
· Must be multiple objectives rather than a single objective
· Are needed in all areas on which the survival of the business depends

Ashley Wood
Catherine Perras
Vanessa Gagne
Karine Bourassa
Katia Luciani

Assignment 2

The Sigmoid Curve- Charles Handy

The Curve

· Summary of life itself: we start slowly, we wax, then we wane
· Promotes forward thinking and planning. (S-T Business goals)
· Mintzberg  Leadership... Drucker P&O; Innovation is key. At point A it’s essential to innovate because after it’s too hard to go back; don’t focus on stock market pressure.
· You must harvest and sow, not only sow because you’ll run out
· Business: To succeed you need continual innovation and motivation (Drucker)
· [image: ] Right place to start second curve is at point A where we have the time and resources to go through the exploration before the curve starts to dip. At A it’s a place to build a new future while still being in the present. 
· At A you’re a first mover. Your advantage is significant compared to B.
· [image: ]At this point, however, it is going to require a mighty effort to drag oneself up to where, by now, one should be on the second curve. At B the resources are depleted and energies are low. Hard to stabilize and rebuild the credibility.
· At B you’re a late mover and it’s too late to try and catch up to the first mover
· The new curve has to be different than the previous one. The shaded area is a time of confusion (Greiner possible revolution which should be taken care of by a proper leader) 
The Discipline of the Second Curve:
· It’s hard to determine where you are on the curve... a lot of guess work and assumptions
· One the second curve, you’re changing your strategy NOT the core purpose (Collins & Porras). You can change how you operate not necessarily who you are... Possible conflict: Determining the new strategy
· The discipline of the second curve keeps one sceptical, curious, and inventive- attitudes essential in a time of change. Discipline follows four stages of discovery:
1.  (
1 & 2 Cost nothing other than time and imagination
)Questions
2. Ideas, possibilities, hypotheses
3. Tested tentatively 
4. Results are then reviewed and examined
Curvilinear Logic:
· Based on the conviction that the world and everything in it really is a sigmoid curve (everything has its ups and downs)
· Curvilinear logic means starting life over again, something that gets harder as one gets older (entrust this logic to younger- newer generations)

Fertilizing the Second Curve:
· Come more naturally from the second generation, but they`ll need permission and encouragement
· There is strength in companionship when it comes to shaping the second curve. We have to a hope that, when and if they reach positions of eminence, they will not forget their commitment to that second curve
· To manage paradox, you need to live with it as well as analyze it.



How it relates:

Mintzberg The Manager’s Job: Folkore and Fact : In order to be able to start a new cycle before the first one falters, we need entrepreneur and leaders to catch the next wave and ensure continued growth and progress.  

Durcker’s Purpose and objectives: to be able to start a new curve and experience growth, it is clear that a company needs innovation and marketing or else, there would definitely be no movement in the company’s status. As Drucker mentions, it is important to keep innovation, not rest on what your previous success.

Collins and Porras’ Building your Company’s Vision:  could be viewed as when the company faces confusion and is placed in the shaded area of the curve. This is when the business experiences fear of changing their core values. When theses companies are out of the shaded area, it is because they have realized that they can make changes that, if going the right way, wont necessarily change their core values.

Chandler’s The enduring logic of industrial success: First mover has the vision, Not so fast at first because you need to invest in future. But then you pick up speed. Late mover tries to make the same changes as first mover once they reach point B. They never catch up.

Burlingham’s Small Giants: Every business example in the Small Giants book has their place on the Sigmoid Curve. 
Companies who went the right way in order not to reach point B on the Sigmoid Curve;
· Anchor Brewing
· CityStorage Inc.
· Clif Bar and Co.
· ECCO
· Hammerhead Productions
· O.C. Tanner and Co.
· Reell Precision Manufacturing
· Righteous Babe Records
· Selima Inc.
· The Goltz Group
· Union Square Hospitality Group
· W.L. Butler Construction Inc.
· Zingerman’s Community of Businesses 
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Evolution and revolution as organizations grow
By Larry E. Greiner

Each company goes through phases that starts with a steady growth and stability (evolution) and ends with changes in the organization. The way a company goes through those phases determines if it will survive or not (revolution).

Five models of development:

1. Age of the organization: Some things are good for the company for a certain period of time but will become a problem in another period.
2. Size of the organization: Problems and solutions are different as the company gets bigger.
3. Stages of evolution: Only modest changes are needed to maintain the growth of the company.
4. Stages of revolution: Changes are inevitable. It is necessary to find a new set of organizational practices to be the base of the next evolution period. Either the company is able to make those changes or it will not make it very far.
5. Growth rate of the industry: It is related to the speed at which a company goes through the phases of evolution and revolution. When it is a fast growing industry, the evolution period tends to be shorter than in a slow growing industry.

Five phases of growth:
 
Each phase is a result of the previous one and the cause of the next one.

1. Creativity: The goal of this stage is to create a product and a market. The first crisis (crisis of leadership) occurs when there is a need for a strong manager to pull the organization together (more knowledge, more formal communication) while being acceptable to the founders of the company.
2. Direction: It has a directive leadership. There are more specialized job assignments and the manager assumes most of the responsibility when it comes to direction. The second crisis (crisis of autonomy) occurs because the employees at a lower level start to possess more direct knowledge of the market and the machinery or product, than do their leaders.
3. Delegation: It is the decentralized organizational structure. Companies expand with the motivation of managers of lower levels (greater authority). Communication between the top managers and the lower ones are less frequent. The third crisis (crisis of control) occurs when the top management wants to regain control over the company.
4. Coordination: It enables the field managers to look passed the needs of their local units and to take responsibility for the initiation and administration of the new system. The fourth crisis (red-tape crisis) occurs when there is a lack of confidence between the staff and the management. It happens when an organization becomes too big and too complex to be managed using inflexible systems and processes. 
5. Collaboration: Most of the large US companies are at this phase. Formal control is replaced by social control and self- discipline. Management can react more quickly by using teams and encouraging exchange and challenge of the interpersonal differences. The revolution of that stage could be arranged by programs allowing employees to rest and reflect. It might start up dual organizational structure companies which would have a habit structure ( daily work) and reflective structure (personal enrichment).The most noticeable change would be the replacement of the control oriented staff by smaller consulting staff that would help and ease the decisions rather than control them.

There could be a sixth phase where growth happens with the design of extra-organizational solutions.

The growth, the performance and the ability of a company to pass successfully through each revolution still depend on the fundamentals of good management; skilful leadership, a winning strategy, the commitment of employees and maintaining a constant focus on customers.  

Each phase brings strengths and experiences that are needed in later phases, therefore management needs to be aware of the stages and not skip phases because of their impatience. 

The solution for each phase is different from one phase to the other and it is the problem of the next phase. It is also very important to be aware of the revolution crisis before it gets out of hand. 


Picking people 


Basic principles 


1.have to realize what is a mistake


2.responsble for people doing right job


Decsion steps 


1.think through the assignment


3.make right decision for picking people


4.be sure don't let new people to do the major assignment


2.look at a number of potentially qualified people


3.think hard about how to look at these candidates


4.discuss each of the candidate with sever people who have worked with them.


5.make sure the appointee understand the job.
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