ADM 1300A: Introduction to Business Management
FINAL exam review, (December 13, 2013, 7-10 pm) Monpetit (mnt) gym
Content
· Coverage
· Primary focus: Post-midterm material
· Some coverage of first part of semester
· Text book and all slides
· No video material
· 3 parts
1. Multi-choice & T/F (50 marks)
a. Bring a pencil for this
b. Subject matter: (Lecture number… No lecture # => verify Mdtm 1 Review)
i. Finance and Accounting (10)
ii. Marketing (8)
iii. Management Theory and Management Functions 
iv. Motivation (6)
v. Ethics
vi. Human Resources Management (6)
vii. Communication & Teamwork (7)
viii. Culture (11)
ix. All other stuff during the semester
2. Short answer (30 marks)
a. Do 3 of 4 questions—10 marks each
b. Drawn from subjects not on the midterm:
i. Motivation
ii. Human Resources
iii. Communication
iv. Culture
3. Applied case study (20 marks)
a. Three associated questions on a post-midterm study area
b. No “method” like in DGD’s; just answer questions

· Management….
· Getting things done through other peple that necessarily involves motivation, communication and teamwork
· Both an art and a science that is complicated and difficult
· Very difficult to do well
· Different tyles for different situations and not everyone possesses the necessary skills to manage in different styles
· Strongly affected by advances in technology, globalization, multiculturalism


Motivation (Lecture 6)
· Motivation: The processes that account for an individual’s willingness to exert high levels of effort to reach organizational goals, conditioned by the efoort’s ability to satisfy some indivdual need
· Effort: a mesure of intensity or drive
· Direction: toward organizational goals
· Need: personalized reason to exert effort
· Motivation works best when individual needs are compatible with organizational goals
The motivation process
1. Unsatisfied Need
2. Tension (Pressure)
3. Effort: Intensity, Direction, Persistence
4. Satisfied Need (ex. getting a 90%)
5. Tension Reduction 
1. Maslow’s Hierarchy of Needs Theory
· Needs categorized in 5 levels (pyramid)
· Individuals must satisfy lower-order needs before they can satisfy higher order needs
· Satisfied needs will no longer motivate
· Motivating a person depends on knowing at what level that person is on the hierarchy
· Lower-order (external): physiological (food, water, needs for survival),  safety
· Higher-order (internal): social, esteem, self-actualization (drive to become your absolute best)
2. McGregor’s Theory X and Theory Y
(copied from Lecture 4, Behavioural Management Theory)
· Two sets of worker assumptions
· Theory X
· Assumes the average worker is lazy, dislikes work and will do as little as possible.
· Managers must closely supervise and control through reward & punishment
· In general, workers are extrinsically motivated
· Theory Y
· Assumes workers are not lazy, want to do a good job and the job itself will determine if the worker likes the work
· Managers should allow the worker great latitude and create an organization to stimulate the worker
· In general, workers are intinsically motivated
· Motivation is maximized by participative decision making, interesting jobs, and good group work relations
3. Herzberg’s Motivation-Hygiene Theory
· Job satisfaction and job dissatisfaction are created by different factors:
· Hygiene factors: extrinsic (environmental) factors that create job dissatisfaction
· Motivators: intrinsic (psychological) factors that create job satisfaction
· Attempted to explain why job satisfaction does not result in increased performance.
· The opposite of satisfaction is not dissatisfaction, but rather no satisfaction.

	Motivators
	
	Hygiene Factors

	· Achievement
· Recognition
· Work itself
· Responsibility
· Advancement
· Growth
	
	· Supervision
· Company policy
· Relationship with supervisor
· Working conditions
· Salary
· Relationship with peers
· Personal life
· Relationship with subordinates
· Status
· Security

	Extremely Satisfied
	Neutral
	Extremely Dissatisfied


4. McClelland’s Three-Needs Theory
· Three acquired (not innate) needs—achievement, power, and affiliation—are major motives in work. 
· Need for Achievement (nAch): The drive to succeed and excel in relation to a set of standards. 
· Need for Power (nPow): The need to make others behave in a way that they would not have behaved otherwise. 
· Need for Affiliation (nAff): The desire for friendly and close interpersonal relationships.
5. Goal-Setting Theory
· The proposition that specific goals increase performance and that difficult goals, when accepted, result in higher performance than do easy goals.
· Working toward a goal is a major source of job motivation.
· The specificity of the goal itself acts as an internal stimulus.
· Factors that incluence the goal-performance relationship
· Feedback
· Goal commitment
· Self-efficacy
· National culture
6. Reinforcement Theory
Note: This is positive reinforcement/consequences, not negative reinforcement
· The theory that behaviour is a function of its consequences. Reinforcers are consequences immediately following a behaviour that increase the probability that the behaviour will be repeated
7. Equity Theory
Proposes that employees perceive what they get from a job situation (outcomes) in relation to what they put in (inputs) and then compare their inputs-outcomes ratio with the inputs-outcomes ratios of relevant others.
· If the ratios are perceived as equal then a state of equity (fairness) exists.
· If the ratios are perceived as unequal, inequity exists and the person feels under- or over-rewarded.
· When inequities occur, employees will attempt to do something to rebalance the ratios (seek justice)
· Employees responses to perceived inequities:
· Distort own or others’ ratios
· Induce others to change their own inputs or outcomes
· Increase or decrease efforts or seek greater rewards
· Choose a different comparison (referent) other (person, systems, or self)
· Quit their job
Distributive Justice: The perceived fairness of the amount and allocation of rewards among individuals (i.e., who received what?).
Procedural Justice: The perceived fairness of the process used to determine the distribution of rewards (i.e., how who received what).
8. Expectancy Theory
· Individuals act based on the expectation that a given outcome will follow and whether that outcome is attractive.
· Key to the Expectancy theory is understanding and managing employee goals and the linkages among and between effort, performance, and rewards.
· Effort: employee abilities and training/ development
· Performance: valid appraisal systems
· Rewards (goals): understanding employee needs
· Expectancy Relationships
· Expectancy (effort-performance linkage): The perceived probability that an individual’s effort will result in a certain level of performance.

· Instrumentality: The perception that a particular level of performance will result in attaining a desired outcome (reward).
· Valence: The attractiveness/importance of the performance reward (outcome) to the individual (in the first place).
Communication and Teamwork (Lecture 7)
Communication is:
· the ability to share ideas and feelings
· a two-way process by which information is exchanged between individuals, including and behaviour, verbal or nonverbal that is perceived by another
· a two-way process in which the communicators try to achieve a shared meaning
Characteristics of Communication
· No direct mind-to-mind contact, so we must share feelings and experiences through a physical process
· Only inference is possible, so we never know for sure
· Communication is a dynamic process – no obvious beginning and end, and a means through which we bring definition to the world around us
· Communication is interactive, a reciprocal process
· Communication is inevitable
· Communication permits the transmission of knowledge between persons, and also between generations
· Communication is symbolic, expressing things, processes, ideas
· Communication does not mean understanding
· Communication has consequences
· Communication is self-reflective, rooted in our ability to think about ourselves and to reflect on our past, present and future
· Communication is contextual – time, place, and prescriptive regarding the type of behaviour preferred or prohibited
Importance of Communication to Management
· Management is getting things done through other people
· Everything a manager does involves communication (managers spend 75% of their time on communicating)
· For the manager, communication facilitates control, motivation, the expression of emotions and the transfer of information/meaning
The Communication Process
Communication consists of two phases:
· Transmission phase: information is shared by 2 or more people.
· Feedback phase:  a common understanding is assured.

1. Starts with the Sender who wants to share information.
· Sender must decide on a message to share
· Sender also puts the message into symbols or language, a process called encoding (constructing the message). Encoding can be verbal (spoken or written communication) or non-verbal (facial gestures, body language, dress).
			     Noise: anything harming the communication process (distrations that interfere with the message).
2. Messages are transmitted over a medium to a receiver.
· Medium: pathway the message is transmitted on (phone, letter).
· Receiver: person getting the message.
3. Receiver next decodes the message.
· Decoding allows the receiver to understand the message (interpreting the message).
· This is a critical point, can lead to misunderstanding.
4. Feedback is started by receiver and states that the message is understood or that it must be re-sent.
Communication Issues
· Sender and receiver communicate based on their perception.
· Subjective perception can lead to biases and stereotypes that hurt communication.
· Effective Managers avoid communicating based on a pre-set belief.
Nonverbal Communications
· In a normal two-way conversation, verbal components carry less than 35 percent of the social meaning of the situation
· We believe nonverbal messages over verbal messages when the two contradict each other
· Nonverbal communication is often the foundation for our first impressions
· Communication in any form other than words that can produce shared meaning and elicit a response
· Embraces the intentionality and ‘unintentionality’ of messages during the encoding and decoding stages
Verbal vs. Nonverbal communication
· Verbal Communication
· Based on culturally agreed upon set of symbols
· Usually deliberate
· Learned later in life
· Come in an orderly sequential way
· Has a definite ending point
· Nonverbal Communication
· Based on culturally agreed upon set of symbols
· Often governed biologically/involuntarily
· Learned earlier in life
· Do not come in an orderly sequential way, but simultaneously from a multiple of channels
· Continuous process, never ending
Nonverbal communication – Characteristics and Functions
· Characteristics
· Without talking and any formal training it is possible to get an idea about how others are feeling
· All behaviour has communicative value
· Nonverbal messages are primarily attitudinal
· Nonverbal communication is ambiguous – over 700,000 different physical gestures, facial expressions, and movements
· Functions
· Repeating
· Substituting
· Complementing
· Regulating
· Contradicting
· Deception and leakage
· Categories of Nonverbal Communication
· Body Language
· Chronemics: The use of time – in this context, in the midst of communication
· Proxemics: The use of space
· Paralanguage: Voice Quality, volume (incl. silence), pitch variation, tempo
· Material Possessions: Style of dress. What “stuff” you have (clothes, jewelry, trinkets, …)
· Chromatics: Communication through colours – send intended/unintended messages in some cultures
· A gift of yellow roses in Chile = “I don’t like you”
· Kinesics
· Fidgeting, gestures, facial expressions, postume:
· Crossing arms, feet
· Opening jacket
· Slouching, leaning
· How you greet, how you eat
· Oculesics: Role of eyes in non-verbal communication (e.g. Eye contact, eye movement)
· Can convey trust or agression
· Hapitics: Touch – conveys intimacy of the relationship (e.g. Handshakes, pats on the back, taps on the shoulder, kisses)
· Smell (e.g. Cologne – a sign of respect or disrespect?)
Dangers of Ineffective Communication
Managers spend most of their time communicating so both they and the subordinates must be effective communicators. To be effective:
· Select an appropriate medium for each message. There is no one “best” medium.
· Consider information richness: the amount of information a medium can carry and the extent to which the medium enables the sender and the receiver to reach a common understanding.
· Medium with high richness can carry much information to aid understanding.
· Is there a need for a paper/electronic trail to provide documentation?
Directions of Communications Within Organizations
· Downward communication: Goals, objectives, directions, decisions, and feedbacl
· Upward Communication: Information, suggestions, questions, problems
· Lateral Communication: Information exchange – formal and informal – that assist or affect coordination
Informal Communication Channels – aka the grapevine
· Tend to operate more often in the lateral than in the vertical direction
· Information flows extremely fast
· Carry work-related as well as non work-related information
Barriers to Effective Communication
· Interpersonal Barriers
· Selective perception
· Frames of reference
· Individual differences
· Emotions
· Language
· Nonverbal cues

· Organizational Barriers
· The hierarchical structure
· Differences between levels of authority
· Cultural Barriers
· Culture cannot exist without communication and human communication occurs within a cultural context
· Ethnocentrism
· Stereotyping
· Cultural distance
Groups vs. Teams
· A group is two or more people with a common relationship
· A team is a small number of people with complementary skills who are committed to a common purpose, performance goals, and approach for which they hold themselves mutually accountable
· Teams have:
· Shared leadership
· Shared accountability
· Development of purpose/mission
· Continuous problem solving
· Effectiveness is measured in terms of the team’s outcomes and goals
Types of Teams
· Problem-solving: 5-12 employees from the same department who meet for a few hours each week to discuss ways of improving quality, efficiency, the work environment
· Self-managed : 10-15 employees performing highly related or interdependent jobs, taking on many of the responsibilities of their former manager
· Cross-functional: Employees from about the same hierarchical level, but from different work areas, who come together to accomplish a task
· Virtual: Use computer technology in order to achieve a common goal (videoconferencing)
Stages of Group and Team Development
Five-Stage Model
1. Forming:  Considerable uncertainty about team’s structure, purpose, and leadership
2. Storming: Intragroup conflict; resistance to the constraints imposed on individuality; who will control the team?
3. Norming: Close relationships develop; team cohesiveness; strong sense of team identity and camerderie
4. Performing: The team is now fully functional and accepted
5. Adjourning: Group disbands
Punctuated Equilibrium Model
Phase 1 – first meeting sets the teams direction followed by a period of inertia (stands still or follows a particular direction)
Phase –2 recognition that work needs to be done followed by a burst of changes to old patterns, setting a new direction, ending with a final burst of activity to finish its work
Comparison: Five-Stage and PEM
· PEM Phase 1: Forming, Storming, Low performing
· PEM Phase 2: Storming, High performing, Adjournement
Generations at Work (those with * are Delcorde’s speaking points)
· *At some point, all generations rebel (vocab, music, clothing, hair)
· *They give up most visually different things later, but keep fundamental value system
· *Things have changed: Parenting, technology, lifespan
· Millennials (1977-1990)
· *Large part of new hires
· *Push on Gen X
· *Groups and teams
· *Difficulty with long focus (want instant gratification)
· *Very busy
· *Fond relationship with parents and grandparents
· *Ambitious, yet appear aimless
· In the workplace, the Millennials like to align themselves with individuals who will help them achieve their goals. They seek open, constant communication from the boss. 
· In the workplace, Millennials are torn between individuality and fitting in.
· Top Five Actions for Dealing with a Millennial
· *Recognize uniqueness; group orientation; bursts of information; help them achieve their goals & participate; help prioritize; motivations are different; adulto-lescence (putting off adulthood)
· Give frequent and instant feedback, keep energy high
· Use technology to the max
· Offer multi-tasking projects
· Provide close supervision
· Provide people skills training
· Generation X (1965-1976)
· *Attitude: “Prove it to me”
· *Institutions are faltering (element of questionning)
· *Heroes are people they know who have proven themselves (parents, coaches, teachers, …)
· *Self-reliant
· *Want control over short term, “Carpe Diem” – live for the day
· *Cynicism, Pesimism
· *Most loyal to individuals, not organisations
· Raised in a world where the "national institutions" seemed to fall like dominoes - church scandals, impeachments, divorce - were almost normal. Generation X was taught to question authority. As youth they were told they'd be the first generation in the nation's history that would not be as successful as their parents. Instead of becoming pessimists, however, they have embraced a carpe diem attitude - one that flies in the face of Boomers' and Matures' long-term strategizing.
· In the workforce, Gen Xers dismiss the Boomers' work-till-you-drop ethic. They also eschew hierarchy - seeking open communication regardless of position, title or tenure. 
· They embrace technology, using it in most aspects of their lives.
· Gen Xers are motivated by bonuses, recognition, meeting personal objectives, mentoring and training.
· Top Five Actions for Dealing with a Gen Xer
· *Prepared to answer “here’s what I’ve done recently”; talk short-term (3-5 years at most, 6 months best); time is a currency; define themselves as what they do outside of workplace; emphasize backup plan; clarify expectations; answer “Why?”
· Provide a fun workplace. Involve in teams. Separate career and life
· Use written goals
· Be truthful and direct
· Baby Boomers (1946-1964)
· *Team-oriented
· *Competitive, most influential (at least for next 25 years), workaholic
· *Dedicated and defined by their job: “The harder I work, the more I’ll be worth”
· *Heroes are individuals (JFK, Nelson Mandela, Martin Luther King, ….)
· In the workplace, Boomers believe in, champion, and evaluate themselves and others based on their work ethic, which is measured in hours spent on the job. Productivity is less important than face time. Boomers are teamoriented; they consider relationship-building skills critical for success. As such, they expect loyalty from those they work with. The term "workaholic" was coined to describe the Boomer's work ethic.
· Boomers are motivated by money, recognition, control, promotion.
· Top Five Actions for Dealing with a Baby Boomer
· *Acknowledge how much time they spend; recognize their competitiveness (recognize wins/victories); use optimistic language; keep time succint and recognize busyness; customize
· Show you care. Give frequent recognition
· Treat them as equals. Coach, don't direct
· Give them a chance to talk. Be totally honest, candid and direct
· Traditionals or “Matures” (1930-1945) 
· *Heavily involved in military
· *Conforming, blending, unity vs. being individual
· *Patience
· *Most important is doing a good job
· * “We” first
· Born between 1909 and 1945, Matures came of age during the Great Depression. They experienced Pearl Harbor, World War II, and Hiroshima. As a result, they are driven by the ideals of duty and sacrifice. Most of the Matures worked for only one company, staying with that employer until retirement.
· Matures often measure a work ethic on timeliness, productivity, and not drawing attention to oneself.
· Top Five Actions for Dealing with a Mature
· *Show respect by listening to what their experiences have taught them; celebrate their contributions to the workplace; not too much b/c individualism isn’t celebrated
· Offer plenty of personal interaction--ask and listen. Provide clear (written) goals and expectations
· Show respect for age and experience. Be totally honest and candid
· Provide plenty of technology training
Marketing (Lecture 8)
Marketing is a group of activities designed to expedite transactions by creating, distributing, pricing, and promoting goods, services, and ideas
Marketing creates utility, the ability of a product to satisfy human wants and needs:
· Place utility: making the product available where the buyer wishes to buy it
· Time utility: making the product available when the buyer wishes to buy it
· Ownership utility: created by transferring ownership of the product to the buyer
· Form utility: created through the production process: transforming raw materials or inputs into a form the buyer wants

Marketing orientations:
· Product orientation: Improvement of product will increase sales
· Disregards: What competitors are doing, what consumers wants
· [bookmark: _GoBack]Selling orientation: Need to advertise to generate sales
· Usually when there’s an overcapacity, doesn’t look at he market
· Marketing orientation: Assumption that product isn’t perfect
· Identifies target market (market segment that is most profitable and best suited for the product) and directs marketing and promotions

A marketing strategy is a plan of action for developing, pricing, distributing, and promoting products that meet the needs of specific customers. Two key ingredients:
· Target market
· Marketing mix

Market Segmentation and Target Market
A market is a group of people who have a need, purchasing power, and the desire and authority to spend money on goods, services and ideas (i.e. purchasers of automobiles).
· A target market is a more specific group of consumers on whose needs and wants a company focuses its marketing efforts (i.e. purchasers of the Ford F150 pick-up truck vs. purchasers of the Lotus Elise)
· Target marketing requires market segmentation—dividing the total market into groups of people who have relatively similar needs and wants
· Demographic
· Age, sex, race, ethnicity, income, education, occupation, family size, religion, social class
· Geographic
· Climate, terrain, natural resources, population density
· Psychographic
· Personality characteristics, motives, lifestyles
· Behaviouristic
· Consumer’s behaviour toward the product
· A total market approach – firms try to appeal to everyone and assume that all buyers have similar wants and needs (i.e. Sugar, flour, salt, heating oil)
· A concentration approach to market segmentation – developing one marketing strategy for a single market segment (i.e. Jaguar, Lotus, Rolex, Gucci)
· A multi-segment approach to market segmentation – aiming marketing efforts at more than one segment in a similar product market and developing a marketing strategy for each (i.e. Bicycles: racers, commuters, children)
Marketing Mix
The marketing mix refers to the four marketing activities – product, price, promotion, and distribution – that the firm can control. The target market is the central focus.
· Product: A good, service, idea, or some combination thereof that represents a complex mix of tangible and intangible attributes that provide satisfaction and benefits. Can be consumer products or industrial products
· Steps in Product Development:
· Idea development
· Screening new ideas
· Concept testing
· Business analysis
· Prototype development
· Product testing and test marketing
· Commercialization
· Classification of consumer products
· Convenience products  are bought frequently  and for immediate consumption without a lengthy search
· Shopping products are purchased after buyer has compared competitive products
· Specialty products are products that the buyer searches for and makes a special effort to obtain

· Product life cycle: Introduction, Growth, Maturity, Decline
· Product identification: Branding is the process of naming and identifying products (it’s the use of symbols to communicate the quality of a particular product)
· Brand – a name, term, symbol, or design that identifies a product and distinguishes from other products
· Brand name – the part of the brand that is a distinctive design: the Mercedes star; the Jaguar leaper; golden arches at McDonald’s
· Trademark – a legally registered brand
· Manufacturer’s brand – initiated and owned by the manufacturer from the point of production to the point of purchase (Kellog’s, Sony, Esso)
· Private distributor brand – owned and controlled by a wholesaler or retailer (Kenmore, President’s Choice, Life Brand)—these retailers tell manufacturers to put their brand on the product
· Types of brands
· National Brands: Proctor and Gamble’s Ivory shampoo
· Licensed Brands: Olympic logo, Harley Davidson’s logo
· Private Brands: Sears’ Craftsman tools and Kenmore appliances

· Price: The value placed on an object exchanged between a buyer and a seller
· Pricing objectives are goals that producers hope to attain in pricing products for sale
· Profit maximizing
· Market share
· Cost-oriented pricing: Taking costs into account as “mark-up” (Markup/Sales price = Markup percentage)
· Breakeven Analysis
· Breakeven ppoint is the point where revneues from sales cover all costs
· BE= TFC [Total Fixed Costs]  / (Price of one unit – Variable cost of one unit)
· Pricing strategies
· New-product strategies
· Price skimming: Charging the highest possible price that buyers who want the product will pay 
· Penetration pricing: A low price designed to help a product enter the market and gain market share rapidly
· Psychological pricing strategies
· Odd/Even: $9.99 vs. $10.00
· Prestige pricing: High prices connote high quality
· Price Discounting: Quantity discounts, Seasonal discounts, Promotional discounts
· Distribution is making products available to customers in the quantity desired.
· Physical distribution activities:
· Inventory planning and control
· Transportation
· Warehousing
· Materials handling
· Key intermediaries (middlemen) aka. marketing channels for consumer products:
· Wholesalers – buy from producers or from other wholesalers and sell to retailers (usually do not sell in significant quantities directly to consumers)
· Retailers – buy products from wholesalers and sell them to consumers for home and household use, rather than for re-sale[image: ]
· Intensity of market coverage:
· Intensive distribution: Makes a product available in as many outlets as possible (Caramilk chocolate bars)
· Selective distribution: Uses only a small proportion of all available outlets to expose products (Black and Decker)
· Exclusive distribution: Exists when a manufacturer gives a middleman the sole right to sell a product in a defined geographic territory (Jaguar, Rolls Royce)
· Promotion: A persuasive form of communication that attempts to expedite a marketing exchange by influencing individuals, groups, and organizations to accept goods, services, and ideas. Objective is to communicate directly or indirectly with individuals or groups or organizations to facilitate exchanges
Promotion Mix
· Advertising
· A paid form of non-personal communication transmitted through a mass medium
· All advertising possesses four basic features:
· A verbal and/or visual message
· Identified Sponsor
· Delivery through at least one medium
· Payment by the sponsor to the media carrying the message


· Advertising Media
· Print media: Newspapers, Magazines, Direct mail, Outdoor advertising
· Electronic media: Television, Radio, Internet Marketing
· Advertising Strategies
· Information advertising: develop of knowledge of product & company (during introductory stage of product)
· Persuasive advertising: influencing a large number of consumers to buy the product
· Comparative advertising: making a competitor’s product appear inferior
· Personal selling
· Direct, two-way communication with buyers and potential buyers
· Most flexible of the promotional methods
· Publicity/Public Relations
· Non-personal communication transmitted through the mass media but not paid for directly by the firm
· Principal Publicity Mechanisms
· News releases
· Feature articles
· Captioned photographs
· Press conferences
· Interviews
· Sales promotion
· Direct inducements offering added value or some other incentive for buyers to enter into an exchange
· Intended to:
· Stimulate demand
· Stabilize sales
· Inform, remind, and reinforce customers
· Major Tools of Sales Promotion
· Point-of-purchase displays
· Premiums
· Sampling and demonstrations
· Coupons
· Consumer contests and sweepstakes
· Refunds
· Trade shows
· Push (create demand) and Pull (consumers demand product) Strategies
The Marketing Process
· A multi-step process:
1. Conduct research
2. Identify a target market
3. Design a product to meet the need based on research, then conduct product testing
4. Determine a brand name and design a package
5. Set a price
6. Select a distribution system
7. Design a promotional program
Human Resources Management (Lecture 6)
Human Resource Management includes all activities used to attract & retain employees and to ensure they perform at a high level in meeting organizational goals.
Strategic Human Resource Management is the process by which managers design the components of an HRM system or process to be consistent with:
· Each other
· Other elements of the organizational architecture; and The organization’s strategy and goals
Components of an HRM system
1. Recruitment and selection
2. Training and development
3. Performance appraisal
4. Pay and benefits
5. Labour relations
But before you can do any of this, you need to perform human resource planning and job analysis
Human Resource Planning
· Includes all activities that managers use to forecast their current and future human resources needs
· Demand forecasts and supply forecasts
· Outsourcing: Flexibility (fills an immediate or temporary need): Cheaper than hiring (no benefits)
Job Analysis
Job analysis is the process of identifying (1) the tasks, duties and responsibilities that make up a job (job description—A written statement of what the jobholder does, how and why it is done.) and (2) the knowledge, skills, and abilities needed to perform the job (job specifications—A written statement of the minimum qualifications that a person must possess to perform a given job successfully.)
	Job analysis requires conducting interviews, engaging in direct observation, and collecting the self-reports of employees and their managers
· Job Enlargement: increasing the scope of the job through extending the range of duties and responsibilities. 
· Job Design: Organizing tasks, duties and responsibilities into a unit of work
· Job Specialization: the degree to which tasks are separated into separate jobs. 
Recruitment
External recruitment: Managers look outside the firm for people who have not worked at the firm before
· Sources: Advertisements, Open houses, Informal networks, Employment agencies
· Advantages:
· Large applicant pool
· Hire people with the necessary skills, knowledge and abilities
· New ideas and latest technology
· Disadvantages:
· Lowering moral of current employees (They’re not good enough?)
· High costs
· Performance of new recruits is nebulous (not always successful)
Internal recruitment: Managers look inside the firm at existing employees to fill the vacancy
· Sources: Employees looking for lateral moves or promotion
· Advantages:
· Employees already familiar with the organization
· Managers already know internal candidates
· Boost level of employee moral and motivation
· Less time-consuming and less expensive
· Disadvantages:
· Limited pool of candidates
· Candidates set in organization ways
· No new ideas
Selection Process
After a pool of applicants are identified, candidates’ qualifications related to the job requirements are determined:
· Background Information: includes education, prior employment, etc.
· Interview: almost all firms use one of two types:
· Structured interview: managers ask each person the same job-related questions.
· Unstructured interview: held like a normal conversation.
· Testing: includes testing of ability, personality, physical ability, and performance
· Ability test: assess if applicant has right skills for the job.
· Personality test: seek traits relevant to job performance.
· Physical ability test: assesses whether applicant has physical ability to do job task
· Performance Tests: measure job performance (ex. typing speed test)
· References: outside people provide candid information about candidate. 
· Selection Tools: Reliability & Validity (Selection tools must be reliable and valid)
· Reliability: the degree of consistency to which the tool measures the same thing each time it is used.
· Scores should be close for the same person taking the same test over time.
· Validity: Does the test measure what it is supposed to measure? (ex. does a physical ability test really predict the job performance of a firefighter?)
· A proven relationship between the selection device used and some relevant criterion for successful performance in an organization.
· Ex. High test scores equate to high job performance; low scores to poor performance.
· Managers have an ethical and legal duty to develop good selection tools.
· Types of Selection Devices 
· Application Forms, Written Tests
· Performance Simulations, Physical Examinations
· Interviews
· Background Investigations
Training and Development
· Training: teach organizational members how to perform current jobs. 
· Help worker’s acquire skills to perform effectively.
· Includes classroom instruction, on-the-job training and apprenticeships
· Development: build worker’s skills to enable them to take on new duties.
· Training used more often at lower levels of firm, development is common with managers.
· A Needs Assessment should be taken first to determine who needs which program and what topics should be stressed.
· Includes classroom instruction, on-the-job training, varied work experiences (workers identified as possible top managers are given many different tasks) and formal education (Tuition reimbursement is common for managers getting an MBA or similar).
· Always follows a needs assessment (There’s always a need to be filled, T&D allows you to achieve a specific purpose.)
Performance appraisal
· Performance appraisal is the evaluation of an employee’s job performance and contributions to their organization
· Performance feedback is the process through which managers share performance appraisal information with their subordinates and develop a plan for the future
· Tied to personal goals that link with organizational goals
· Steps in the performance appraisal process
1. Establish performance standards
2. Communicate the standards
3. Evaluate performance
4. Review results with employee
5. Take corrective action
6. Plan for the future
· Evaluating performance
· Graphic Rating Scale: Performance is assessed along a scale with specified intervals.
· Bahaviourally Anchored Rating Scale (BARS): Performance is assessed along a scale with clearly defined scale points containing examples of specific behaviours.
· Behavioural Observation Scale (BOS): Performance is assessed in terms of the frequency with which specific behaviours were performed.
· People who appraise performance: Supervisors, Peers, Self, Subordinates, Customers or clients
Pay and Benefits
· Pay level: how the firm’s pay incentives compare to other firms in the industry.
· Managers can decide to offer low or high relative wages.
· Pay Structure: clusters jobs into categories based on importance, skills, and other issues.
· Benefits: offered to employees in addition to their pay and are considered part of the compensation package
· Some are required by law (social security, workers comp).
· Others are provided at the employers option (extended health insurance, dental insurance, pension plans, life insurance, flexible working hours, daycare, wellness programs)
· Types of compensation
· Base wage or salary
· Wage and salary add-ons
· Incentive payments
· Skill-based pay
· A pay system that rewards employees for the job skills and competencies they can demonstrate.
Labour Relations
· Considers all activities managers perform to ensure there is a good relationship with labour unions that represent their employees’ interests
· Collective bargaining is the negotiation process through which management and unions reach an agreement about compensation, working hours and working conditions for the bargaining unit.
· Laws regulating areas of employment
· Canada Labour Code
· Canadian Human Rights Act
· Provincial Employment Standards laws
Accounting and Financial Management (Lecture 10)
Definitions
Accounting: recording, measurement and interpretation of financial information (NOT bookkeeping)
	Managerial Accounting: Focused on internal operations
	Financial Accounting: Focuses on preparing financial statements for persons inside and outside the co.
Bookkeeping: Recording transactions (in journals, ledgers)
Users of Accounting Information
· Management: Owners, partners, Board of Directors, officers of the company, managers, department heads, supervisors
· Those with direct financial interest: Present or potential investors and creditors
· Those with indirect financial interest
· Tax authorities (Federal: CRA, Provincial)
· Regulatory Agencies (Provincial Securities Commissions, Stock Exchanges)
· Economic Planners (not as much interested in individual companies, but rather on industries as a whole to find areas of improvement in programs/subsidies)
· Federal and Provincial Government planners, Bank of Canada
· Other groups: Employees and labour unions, Financial advisors, Customers and the general public
Generally Accepted Accounting Principles (GAAP)
Principles:
· Revenue Recognition
· Revenues are recorded for the accounting period in which sales are completed and collectible (or collected)
· Sales are completed when:
· Product has been delivered
· Sales price to the customer has been collected or is collectible (account receivable)
· Matching
· Expenses will be matched with revenues to determine net income for an accounting period
· Full disclosure
· Financial statements should include not just numbers, but also interpretations and explanations by management so that external users can better understand information contained in the statements
Accounts on Balance Sheet (snapshot of financial position at a given moment) 
	Assets
· Cash
· Accounts receivable
· Inventory
· Investments
· Buildings, Vehicles, Equipment
· Patents and copyrights (Intangible assets)
	Liabilities
· Accounts payable (credit)
· Interest payable (on debt instruments or loans)
· Bonds payable (long-term loans to the business)
· Notes payable (short-term loans from banks)
· Taxes payable
· Salaries payable
Owners Equity
· Cumulative amount of owners’ investment
· All profits minus all loses that have accumulated
· Partnership: “Partner’s equity” or “Capital”
· Sole Prop: “Owner’s equity” or “Capital”
· Corporation: “Shareholders’ equity”
· Common Stock
· Retained earnings


Account on Income Statement (for a period of usually a year)
	Revenue
· Sales
· Rentals
· Commissions
· Royalties
· Other Sources
Cost of Good Sold Account
· Cost of selling products (not services) recorded in the sales (revenue) account
· Transportation, storage, packaging and purchases of goods for resale, manufacturing 
	Expense Accounts
· Rent
· Insurance
· Salaries and wages
· Utilities
· Advertising



The Accouting Cycle
1. Examing source documents (receipts, monthly account activity report from banks …)
2. Recording transactions (in the journal)
3. Posting transactions (in the ledger—a collection of “T” accounts)
4. Preparing financial statements
Income Statement Formulae
· Beginning Inventory + Purchases – Ending Inventory = Cost of Goods Sold
· Revenue – Cost of Goods Sold = Gross Margin (Gross Profit)
· Gross Margin – Operating Expenses = Net Income (Profit) Before Taxes
· Net Income Before Taxes – Income Taxes = Net Income (Profit)
Income
“What happens to Net Income?”  It gets added to the accumulated profits from previous years, recorded in the balance sheet account called “retained earnings” for a corporation or “capital” for a sole proprietorship
Balance Sheet Formulae
Assets = Liabilities + Owners’ equity
Layout (in order): Current assets, Fixed assets, Other assets, Current liabilities, Long-term liabilities, Shareholders’ equity
When displaying figures for two years or more, called “comparative” balance sheets and income statements
Working Capital: Defined as the difference between current assets and current liabilities
Depreciation
Assets expected to last longer than one accounting cycle are depreciated (or spread or allocated) over its useful life and recorded systematically as “depreciation expense” in income statement
Methods of depreciation: Straight-line, units of production, declining balance
Accumulated depreciation is recorded in a “contra-asset account” in balance sheet, and the net book value of the asset is expressed “net of accumulated depreciation”
Ratio Analysis
· Ratios need to be compared to be useful and informative:
· Standard industry ratios
· Competing firm’s ratios
· Year-over-year ratios of the same company
· Can also be useful in forecasting cash requirements or preparing budgets. Ratio types:
· Profitability ratio: Measure how much operating income or net income a company is able to generate relative to its assets, owner’s equity and sales
	Profit margin = 	Net earnings (or net income)		
			    Gross operating revenue (or Gross Sales)
				“Every dollar in sales generates about __ cents of profit.”

	Return on Assets = Net Earnings (or Net Income)
				      Total Assets
				“Every dollar of assets generated a return of about ___ %)

	Return on Equity =   Net Earnings (or Net Income)
				Total Shareholders’ Equity
				“Every dollar the owners have invested in the firm has generated
				____% return”

· Asset utilization ratios: Measure how well a firm uses its assets to generate each $1 of sales
	Receivables Turnover = Gross operating revenue (or Gross Sales)
					     Accounts Receivable
				“The company collected its receivables ___ times this year.”

	Inventory Turnover = Gross operating revenues (or Gross Sales)
					    Ending Inventory
				“The company sold and replaced its inventory ___ times this year.”

· Liquidity ratios: Measure the speed with which a company can turn its assets into cash to meet debt obligations as they fall due. Technically, bankruptcy occurs when a company is unable to pay its debts when they fall due. The lower the degree of liquidity, the greater the risk. Solvency concerns the financial risk that is evident in the company.
	Current ratio = 		Current assets   	
				         Current liabilities
				“For every dollar of current liabilities, the company had $___ on
				hand.”

			Quick ratio = Current Assets – Inventory (ending inventory)
						     Current liabilities
						“Excluding inventories, the company had $___ on hand for every
						dollar of current liabilities.”

			Longer term solvency:
			Debt-to-owners’ equity = 			Total Debt		
							Total Owners’ Equity (or Net Assets)
					“For every dollar of equity, the company owes $___.”

· Debt utilization ratios (leverage): Measure how much debt a company is using relative to other sources of capital (investing more money in equity, selling shares). 
	Debt to total assets =     Total debt	
				 Total assets
				“For every dollar of assets, ___ cents are financed with debt.”

	Times earned interest = Income before interest and taxes (or Net Profit from Operations)
							Interest expense
				“For every dollar paid in interest by the company, the company
				earned $____ of income before interest and taxes.”

· Per share data: Measures how much earnings/dividends are being earned for every share held
	Earnings per share = 	  Net Income (or Net Profit)	
				Number of shares outstanding

	Dividents per share = 	        Total dividends paid	
				Number of shares outstanding	
Exhange Rates
· What buyers are willing to pay for a given currency is referred to as the foreign currency exchange rate
· Influencing factors: money supply, interest rates and economic conditions
· If $1.00 Canadian can buy only $0.85 US then the “exchange rate”  for the Canadian dollar would be 0.85US. If, on the other hand, $1.00 Canadian can buy $1.15 US then the exchange rate for the Canadian dollar would be 1.15US
· Weak currencies are those for which their value changes frequently
· The Generally Accepted Accounting Principle most affected by fluctuations in foreign currency will be the full disclosure principle
· When purchasing an asset using foreign currency, one adjustment is made to reflect the cost of the asset in Canadian dollars and this becomes the asset’s historical cost
Breakeven Analysis
· When X = Units sold to breakeven, P = Selling price, V = Variable costs, TFC = Total Fixed Costs
· TR [Total Revenues] = TC [Total Costs]
· P * Units Sold = TFC + (TVC [Total Variable Costs] * Units sold)
· P*X – V*X = TFC
· (P-V)*X = TFC
· X = TFC / (P-V)
Culture (Lecture 11)
Three approaches to approaching crosscultural management:
1. Parochial managers: (IGNORANCE) 
· Management practices and the world is viewed from the point of view of their OWN cultural perspective only.
· “My way is the only way!”
2. Ethnocentric managers: (SENSE OF SUPERIORITY)
· Acknowledge cultural differences, but believe that their own culture, value system, and ways of doing things is best. Diversity is resisted.
· “There are certainly other cultures, but my own is superior!”
3. Geocentric Managers: (DIVERSITY OFFERS VALUE)
· Best fit or contingency approach will be adopted by managers.
· “There are other cultures and in order to build a sustainable competitive advantage, I need to be willing to learn, be flexible, and be culturally sensitive!”
Culture is the collection of:
· learned & shared values, enduring beliefs, and attitudes,  which are seen as a relatively permanent perceptual framework that influences individuals’ behaviour/customs within a society and the set of symbols that distinguish a society’s orientation.
· Universal (etic): Ethnology – common biological basis for human behaviour
VS
· Culturally specific (emic) behaviours: Cultural anthropology – study of human relations in specific contexts
Models for Understanding National Culture
· Historical Social Models
· The Euromanagement Study
· Common characteristics between European managers:
· Capacity to manage diversity
· Orientation toward people
· Social responsibility
· Degree of informality
· South East Asian Management
· These models of culture explore:
· Confucianism (moral and religious systems)
· Role of mandarins (means to command)
· The Taipans (supreme ruler of big boss)
· The role of religion (taken seriously)
· Single Dimension Models
· CONTEXT: How individuals in a society seek information/knowledge
· High Context Cultures: information and knowledge obtained from contextual aspects of personal information networks (e.g., apparent social status, nonverbals)
· Proposed examples: Asians, Latin Americans
· Usually rely less on verbal communication and more on non-verbal communication
· More aware of their surroundings
· Indirect and allusive messages are seen as effective communication
· Face-saving and harmony are values held in highest esteem
· Low Context Cultures: information and knowledge obtained from a research base (which often means primary research, like direct inquiry to a respondent)
· Proposed examples: Germans, Swiss, North Americans
· More oblivious to surroundings and environment
· Believe that everything worth being communicated has to be verbally stated and stated well
· Confront conflict openly and explicitly
· Avoid vagueness and ambiguity and get to the point
· Crisp, precise, and direct messages are hallmarks of effective communication
· TIME: Monochronic and Polychronic Cultures (Lewis)
· Monochronic Cultures
· Focused, concentrate on one thing at a time within a set timescale
· Time recognized as a scarce resource with an opportunity cost
· Proposed examples: Germans, Finnish and some North Americans
· Polychronic Cultures
· Multitask, but often in an unplanned or opportunistic sequence
· Time schedules and punctuality not particularly important
· Planning, schedules and appointments perceived as artifical constructs
· Proposed examples: Polynesians, Latin Americans, Arabs
· TRUST: Fukuyama’s Analysis of Trust
· An analysis of the relationship between trust, social capital, and the development of organization and management
· High trust society:
· More flexible workplace organized on a group oriented basis
· More responsibility delegated to lower levels of the organization
· Proposed examples: USA, Canada
· Low trust society:
· More bureaucratic, hierarchical
· Familistic societies: strong families, but weak bonds of trust among people unrelated to one another 
· Proposed examples: France, Spain, Italy, Japan
· Multiple Dimension Models
· Hofstede
· Collectivism vs. Individualism
· The extent to which people define themselves as autonomous individuals or members of groups
· Individualist societies – members primarily concerned with looking after themselves and their immediate families (North America/Western culture)
· Collectivist societies – members put emphasis on groups (Asian, Latin, African cultures). Decision making typically occurs by consensus
· Power Distance
· How a society deals with the fact that people are unequal in a social and status sense
· The extent to which a society accepts that power in society’s institutions and organizations is distributed unequally
· A large power distance: greater acceptance of unequal power (Japan, China)
· A small power distance: people want power to be shared equally (United States, Canada)
· Uncertainty Avoidance
· How society copes with uncertainty and deals with risk
· People’s conscious avoidance of ambiguous and uncertain situations
· A high uncertainty avoidance is characterized by intolerance for behaviours and ideas that deviate from the norm
· Femininity vs. Masculinity (Quality of Life vs Career Success)
· A masculine society – social values such as aggressiveness, acquisition of money and material possessions; gender-based roles clearly differentiated
· A feminine society – social values such as nurturing sympathy for the disadvantaged
· Time Orientation (Confucian dynamism)
· Employees’ devotion to the work ethic and their respect for tradition
· Kluckhohn & Strodtbeck
1. Individual Selves: How people see themselves
· A mix of good and evil, with change possible?
· Impossibly evil?
· Intrinsically good?
2. World: Peoples’ relationship to the world
· Dominant over nature?
· Subjugated to it (fatalistic)?
· In Harmony?
3. Human relationships: Individualism or Collectivism
· Individual decision-making or group decision-making?
4. Activity: Doing or Being
· Doing – hard work ethic to succeed
· Being – work enough to survive; live for the moment as it is
5. Time: Present, Past, & Future
· Past-oriented – history, tradition, customs
· Present-oriented – collective wisdom to make plans, justify traditions
6. Space
· Need for privacy
· Hampden-Turner & Trompenaars (7 dimensions)
· Relationship with other people
a. Universalism vs.particularism
· Universalism – Rules, codes and values take precendence over relationships
· Particularistic – Friendship and relationships are seen as more important
b. Collectivism vs individualism
· Collectivist – We is more important than I
· Individualistic – individuals are more self-oriented
c. Neutral vs. affective
· Neutral - Human relations are dominated by reason
· Affective – Human relations are dominated by emotion
d. Diffuse vs. specific
· Specific – Analysts – the whole is the sum of its parts (public > private; difficult to get into private)
· Diffuse – Integrators - 
e. Achievement vs. ascription

· Relationship to time (monochronic vs polychronic)
· 
· Relationship with nature (inner- vs. outer-directed)
· 
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