Frederick Herzberg
How do You Motivate Employees?

CLAIM:
Immediate behavioral results from hygiene factors and motivation appear alike: their dynamics are different. 

MAJOR CONCEPTS:

Negative Physical KITA: A literal application of the term that is used to motivate employees with physical attacks.
1) It is vulgar and rude
2) It’s a physical attack, therefore negative repercussions can happen

Negative psychological KITA: Motivate employees with threats and harassments. It had advantages over physical KITA.
1) Cruelty isn’t visible
2) Reduces the possibility of an employee to fight back
3) No evidence if employees complain or accuse

Positive KITA: Motivate employees by telling them they will receive an award in return for something they are asked to do. 
Attempts to motivate employees that don’t work:
1) Reducing times spent at work: People who are actually motivated want more hours, not less
2) Spiraling Wages: Wage increases are not seen as a reward because it is expected.
3) Fringe Benefits: People spend less time working and make more money than they used to. Benefits are becoming a must and not a reward.
4) Human relations training: When you are training your employee, or asking him not do to something, no matter how many times you’ll ask him, he’ll still do it.
5) Sensitivity Training: People learned to take advantage of sensitivity training, because employees no longer appreciate what they are doing.
6) Communications: Employees do not listen to managers who do not understand them well. (Upward flow of communication).
7) Two-way communication: People want to “actualize” themselves and not just talk/listen. (suggestion plans, group participation programs)
8) Job Participation: To make the employee feel part of the task. To provide a sense of achievement. (your not just building a door your building a car)
9) Employee Counseling: To allow employees to talk about their problems.





Hygiene factors: Salary, supervision, work conditions, how you are treated, security, etc. (extrinsic)
· When hygiene is absent the employee is dissatisfied.
· When hygiene is present the employee is not dissatisfied; neutral.
· It is not enough to completely satisfy an employee.

Motivators: Achievement, recognition, responsibility, growth or advancement. A motivator is like a battery that can recharge itself. (intrinsic)
· Good motivators are the factors that have the potential to promote work satisfaction rather than prevent dissatisfaction.

Horizontal job loading: Adding or modifying the responsibility of a task. (learning something new)

Vertical job loading: Giving the employee a task outside of the usual, something new to them will motivate them.

Job enlargement: getting more tasks

Job enrichment: After you learn more, you become more efficient, opportunity to grow by adding more complex tasks.


(The factors that create job satisfaction are separate and are not the same as those that bring job dissatisfaction.)

Good Hygiene---------Neutral---------Good motivation--------Satisfied

· Satisfaction is on 2 planes (satisfaction and dissatisfaction)
· Presence of hygiene factors can reduce dissatisfaction but cannot promote satisfaction
· Presence of motivators can promote satisfaction but not having them does not mean dissatisfaction
· REAL motivation is only achievable with the presence of satisfiers or motivators











Robert Kaplan & David Norton
The Balanced Scorecard

CLAIMS:
· The balanced scoreboard keeps companies looking, and moving forward instead of backwards.
· The balanced scoreboard puts strategy and vision at the center, not control.

MAJOR CONEPTS:

Financial Perspectives
· Less emphasis should be put on financial perspective because it causes imbalance with the other perspectives of the company. Financial-related data that should be added--risk assessment data, cost-benefit data

The Customer Perspective
· The importance of customer satisfaction with a company and/or product. If customers are not satisfied, they will find another supplier. Bad performance in this sector is an indicator of future decline even though financial perspectives may look good.
· To develop metrics for customer satisfaction, they should analyzed as: Kinds of customers and  kinds of processes that we use to provide them a product or service to that particular group of customers

Learning & Growth
· This includes employee training and corporate culture. We now have “knowledge workers” in most work environments. It is very important for knowledge workers to be up to date and always in learning mode in a company.
· Learning & Growth are the essential foundation for success of any knowledge-worker organization.
· K&N emphasize that learning is MORE than training. It includes mentors and tutors within the organization and technological tools such as the Intranet. 

The Business Processes Perspectives
· This refers to internal business processes. Metrics for this perspective let the managers know how well the business is running. Those who best now the metrics should design them. 
· If the products and services are up to par with customer requirements (mission).
· Mission-oriented processes and Support processes





The 4 areas that have to be balanced out are: 

1) Financial
What do our shareholders want from us?
-What are the objectives?
- What measures will we use?
-Target. How do we know when we are doing well?
- What do we have to do to reach objectives? (strategy)
2) Customer
What do our customers want from us?
-What are the objectives?
- What measures will we use?
-Target. How do we know when we are doing well?
- What do we have to do to reach objectives? (strategy)
3) Learning & Growth
What intangibles need to be changed or improved?
-What are the objectives?
- What measures will we use?
-Target. How do we know when we are doing well?
- What do we have to do to reach objectives? (strategy)
4) Internal Business Processes
Internally, what has to be done to satisfy shareholders & customers
What must we excel at?
-What are the objectives?
- What measures will we use?
-Target. How do we know when we are doing well?
- What do we have to do to reach objectives? (strategy)





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

MAJOR CONCEPTS:

There are 5 types of powers that O (other) can have on P (person).

Reward Power
The fact that P can be rewarded by O means that P will be more productive, and O is aware of that. O knows that he can reward P and therefore can tease him.

Coercive Power
This means that P knows that O has more power over him and can use force and aggression to show his power. If P is under the average rate of productivity, O can use coercive power and fire him.

Legitimate Power
	Authority that is often referred to as “laws” or “obligations”. For example, different cultures have different views on ages at which one is allowed to do something. In organizations, one person has the right to direct the actions of the other. The person must accept that!

Referent Power 
We sometimes admire one person because they have so much power that they	inspire us and we look up to them. So when they give orders, P obeys O without being mad or annoyed. P wants to be like O so he obeys him and sucks up to him.  

Expert Power
People with certain expertise are often not questioned and have this power to not be questioned and accepted for what they do. Special knowledge or expertise.

· Any attempt to use power outside their rang will reduce the power.
· Referent power usually has the broadest range of power
· For all powers, the stronger the basis of the power, the greater the power is.












Charles Handy
The Sigmoid Curve

CLAIM:
The secret to constant growth is to start a new curve before the other one starts.

MAJOR CONCEPTS:

Paradox of success
· Things that got you where you are, are not often things that keep you there.
· When you know where you actually have to go in order to grow, it is often too late
· When everything is fine why change? (point A)
· Two or more groups of people and two sets of ideas competing for the future. (shaded area)
·  Resources are depleted and energies are low. Ex. Layoffs (point B)
· To have a second curve: you need new products, operations, strategy and culture, new people
· Original leader must be able to keep the first curve going long enough, however it is difficult to abandon first curve
· New leader is needed for second curve, the first one must be able to leave the organization

The discipline of the second curve
· You do not re-invent the same life
· You must invest time for imagination
· Traditional 4 stage cycle
1) Questions give new ideas & possibilities
2) The best of these must be tested
3) Results of the experiment are reviewed
4) Must re-think and re-invent a new life

Curvilinear logic
· Starting life over again
· It can see more clearly where the first curve is heading what the next one might look like










Henry Mintzberg
The Manager’s Job: Folklore and Fact

CLAIM:
The pressures of the job drive the manager to take on too much work, encourage interruption, respond quickly to every stimulus, seek the tangible and avoid the abstract, make decisions in small increments, and do everything abruptly.

MAJOR CONCEPTS:

Folklore and Fact
· Classical views suggest that managers organize, coordinate, plan, and control, the facts show otherwise.

· Folklore 1: The manager is a reflective, systematic planner.

· Fact 1: Managers work at an unrelenting pace, their activities are characterized by variety, conciseness and discontinuity, and they are strongly oriented to action and dislike reflective activities. 

· Folklore 2: The effective manager has no regular duties to perform.

· Fact 2: Managerial work involves performing a number of regular duties, including ritual and ceremony, negotiations, and processing of soft information that links the organization with its environment. 

· Folklore 3: The senior manager needs aggregated information, which a formal management information system best provides.

· Fact 3: Managers strongly favor verbal media, telephone calls and meetings, over documents (mail), most of which is useless information.

· Folklore 4: Management is, or at least is quickly becoming, a science and a profession. 

· Fact 4: The managers’ programs – to schedule time, process information, make decisions, and so on – remain locked deep inside their brains. 

· Manager’s job is enormously complicated and difficult and as a result, are driven to overwork and forced to do many tasks.






Managers can be described by 10 roles
· Interpersonal roles: figurehead, leader, liaison
Informational roles: monitor, disseminator, spokesperson
Decisional roles: entrepreneur, disturbance-handler, resource-allocator, negotiator

1) Figurehead: as the head of an organization, every manager must perform some ceremonial duties, ex: greet tourists, take customer to lunch

2) Leader: managers are responsible for the work of the people of their unit, ex: hiring and training staff, motivating and encouraging employees

3) Liaison: the manager makes contacts outside their organizations, ex: with peers and other people outside their units to expose them to external information that subordinates lack access to

4) Monitor:  the manager scans the environment for information and new ideas, interrogating liaison contacts and subordinates, and receiving unsolicited information, much of it as a result of personal contacts and verbal form

5) Disseminator: the manager passes information directly to subordinates, who would otherwise have no access to it

6) Spokesperson: the manager sends information to people outside the unit and informs people who control the organization ex: president makes a speech, foreman suggests product modification to supplier, informing plant manager about flow of work through the shop

7) Entrepreneur: the manager seeks to improve the unit, to adapt it to changing conditions in the environment – voluntary initiator of change

8) Disturbance handler: the manager involuntarily responds to pressures that are too severe to be ignored, ex: strike, customer gone bankrupt, supplier pulls out on a contract

9) Resource-allocator: the manager is responsible for deciding who will get what and how the work is to be divided, and for authorizing others’ decisions before they are implemented

10) Negotiator: the manager spends considerable time in negotiations, ex: working out contracts, discussing a new strike issue, arguing a grievance problem 




The Integrated Whole
· Effectiveness depends on how well a manager understands and responds to the pressures and dilemmas of the job.
· Managers have to be all of these roles at the same time; they can’t neglect any of them 
· The roles can’t be divided unless all the managers can reintegrate them properly.
· The manager should find systematic ways to share privileged information with others in the organization in order to help with decision-making.
· Managers and analyst have to be able to work together. Managers must share information while the analyst learns to adapt to the manager’s needs.
· Successful managers turn obligations into advantages.
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