The Manager as a Decision Maker (Chapt 8)

What is Decision Making??
· A process by which a choice is made between two or more alternatives

There are four elements of decision making:

1. an objective
2. the alternatives
3. choice 
4. consequences 

Type of Decision Making:

· Programmed Decision Making: Is a routine, virtually automatic process. Programmed decisions are decisions that have been made so many times in the past that mangers have been able to develop rules and guidelines to be applied when certain situations just happen.
· Standard Operating Procedure (SOP) - established procedure for action used for programmed decisions that specifies exactly what should be done
· Gresham's Law of Planning - the tendency for managers to let programmed activities overshadow(come before) non-programmed activities
· Non-programmed Decision Making: Non-routine decision making that occurs in response to unusual, unpredictable opportunities and threats. 

Who are the Decision Makers? 

· First level managers (Technical Decisions)
· Middle level managers (Managerial Decisions)
· Top level managers (Institutional Decisions)

Conditions affecting managerial decisions

· Condition of Certainty (very rare) – very rare in today’s world, the managers knows exactly what will happen.
· Condition of Risk (most of us) – the use of probabilities, the outcome can be estimated
· Condition of Uncertainty (rare but not as condition of certainty) – rare, nothing is known about the problem, alternatives not known, can’t assign probabilities.

Steps in the Decision-Making Process

1. Recognize the Need for a Decision:  A need for a decision is usually sparked by an even either internally (employees) or externally. Managers face decisions that arise both internally and as a consequence of changes in the external environment. 
2. Generate Alternatives: Manager must develop feasible alternative courses of action 
3. Evaluate Alternative: Manager must evaluate the advantages and disadvantages of each one. A good assessment of the alternatives is being able to define the opportunity and threat and then specifying the criteria that should influence the selection of alternative ways of responding to the problem or opportunity. Moreover, successful managers use four criteria to evaluate the pros and cons of alternative courses of action:

· Is it practical?
· Is it economically feasible?
· Is it ethical?
· Is it legal?

4. Choose Among Alternatives: rank various alternatives and identifying all relevant information for decision.
5. Implement the Chosen Alternative: Once a decision has been made and an alternative has been selected, the alternative must be implemented and many subsequent and related decisions must be made.
6. Learn from Feedback:  Manager should consider what went right and wrong with the decision and learn for the future.

Group Decision Making
· better than individual decision making (80%)
· different backgrounds, cultures, values, traditions, education
· Cross-fertilization (exchange ideas)

Decision Making Aid
1. Expected Value Concept and the Payoff Matrix
· The use of probabilities to measure the value of various outcomes for each alternative
· Expected Value = Income Produced * The probability of Generating the Outcome

2. The Breakeven Point
· The point at which there is no profit or loss
· Volume of production at which all costs (both fixed and variable) are met
· BEP ($)  =  or = 

· BEP (units) = 
3. Return on Investment - how many % is the return
4. Payback period - how many year it takes until you get you investment double


Improve Group Decision Making

- There are a variety of steps that can be taken to improve group decision making, they are as follows:

Structure Debate - A process to improve problem formulation that includes the following:
· Devil’s advocacy: a group member whose role is to challenge the majority position
· Multiple advocacy: assigning several group members to represent the opinions of various constituencies that might have an interest in the decision (ex. black, Asian, women). Like increase diversity of the group for decision making
· Dialectical Inquiry: 2 different groups are assigned to a problem and each group evaluates the other’s alternatives.

Improving Problem Solution

· Problem solution involves developing and evaluating alternative courses of action and then selecting and implementing the preferred alternatives. To improve this process, group members must be as thorough and creative as possible. Three mechanisms are useful as follow: 

1. Brainstorming 
· Brainstorming is a group of problem solving technique in which individuals meet face to face to generate and debate a variety of alternatives from which to make a decision. 
· Generally, the brain-storming begins when individuals meet behind closed-doors and proceed like this: 
· One person describes in broad outline the problem the group is to address.
· Group members then share their ideas and generate alternative courses of action. 
· As each alternative is described the group members are not allowed to criticize it, and everyone withholds judgment until all alternatives have been heard. One member of the group records the alternatives. 
· Group member are encouraged to be as innovative and radical as possible. Anything goes; and the greater the number of ideas put forth the better. Also, members are encouraged to build on each other’s suggestions.
· When all alternatives generated, group members debate the pros and cons of each and develop a list of the best alternatives. 

2. Nominal Group Technique
· Provides a more structured way of generating alternatives in writing and gives each individual more time and opportunity to generate alternate solutions. 
· The nominal group technique is especially useful when an issue is controversial and when different people might be expected to champion different courses of action.
· Problem: takes up time and no credit.
· A decision-making technique in which group members write down ideas and solutions, read their suggestions to the whole group, and discuss and then rank the alternatives.

3. Delphi Technique
· A decision-making technique in which group members do not meet face to face but respond in writing to questions posed by the group leader.
· Delphi technique, a written approach to creative problem solving. The Delphi technique works like this:
· The group leader writes a statement of the problem and a series of questions to which participating individuals are to respond.
· The questions are sent to managers and departmental experts who are most knowledgeable about the problem; they are to generate solutions and mail back their solutions to the group leader.			 		
									(cont’d )
· The group leaders records and summarizes the responses. The results are sent back to the participants, with additional questions to be answered before a final decision can be made.
· The process is repeated until a consensus is reached. 

The Manager as a Planner and Strategist (Chapt 9)

Managerial Objectives and Planning
· If you don't know where you are going, any road will take you there

Goals: Depending on where you "sit", your goals can be quite different. Goals are different for 
	everybody, does not mean one person is better than other, as long you set it yourself. 
	MAKE SURE IS YOR GOAL.

Goals and Strategies
· objectives for performance
· goals and strategies the starting point of successfully managing a business
· the planned method of reaching a goal is the "strategy"

Purpose of Setting Goals
· provides direction, guidance and motivation
· assists in allocating resources
· helps to define corporate culture
· helps managers assess performance

Objective: short term, achieve objective in order to reach the long term goal

Requirement for Setting Goals and Objectives
· Specific and Measurable
· Time Oriented
· Realistic, yet Challenging 
· Set by those responsible for reaching them
· Must be balanced
· Integrated to Performance Appraisal
· Flexible

Planning: identifying and selecting suitable goals/objectives and courses of action. Determine 
	      how best to use the organization's resources 
Strategy: a cluster of decisions about what goals to pursue, what actions to take, and how to use resources to achieve goals.

What is a Plan?
· detailed course of action
· covers specific activity
· specifies goals and short term objectives
· specifies human and material resources
· specifies methods 
· specifies time period

Why Plan?
· Focuses attention on objectives and goals
· Offsets (to a degree) uncertainty and change
· Minimizes costs through efficiency of operations
· Forces managers to be creative
· Helps integrate short with long term plans
· Facilitates managerial control

Why Planning is Important
· Good planning provides: 
· Participation: Gets managers to take part in decision making about the appropriate goals and strategies for an organization
· Gives a sense of direction and purpose  managers know what’s important and controls the use of resources effectively
· Coordinates managers of different functions & divisions and makes sure that they work together in achieving goals (ie: manufacturing team produces only what sales can sell)
· Control

Planning Process Stages
1. Determining the organization’s vision, mission, and goals:
· Vision Statement: A board declaration of the big picture of the organization and/or a statement of its dreams for the future
· Different from the organizational direction
· Mission Statement: A broad declaration of an organization’s overriding purpose that identifies the organization’s products and customers and distinguishes the organization from its competitors
· Must define business first by asking “Who are our customers?”, “What customer needs are being satisfied?”, and “How are we satisfying customers needs?”
· Goal: A desired future outcome that an organization strives to achieve

2. Formulating strategy
· Managers analyze the organization’s current situation and develop the strategies needed to achieve organization’s mission and goals

3. Implementing strategy
· Managers decide how to allocate the resources and responsibilities between groups to ensure strategy is achieved

Types of Plans
· Strategic Plans
· broad plans
· prepared by top level managers
· how to achieve long term goals (typically 3-5 years)
· Tactical Plans
· plans that translate strategic plans into specific goals for specific part of the organization
· short term plans (1-2 years in the future)
· Operational Plans
· plans that translate tactical plans into specific goals and actions for small units of the organization
· very detailed
· short range plans (usually focuses on the next 12 months or less)
· prepared by first level managers

Organization Level
1. Corporate Level 
· Usually the responsibility of top manages, lower-level managers can be (and usually are) given the opportunity to become involved in the process
· Corporate-level managers are responsible for approving business and functional level plans to ensure that they are consistent with the corporate plans
· These corporate-level executives would primarily focus on questions such as:
· What industries should we get into or out of?
· What markets should the firm be in?
· In which businesses should the corporation invest money?

2. Business Level (Strategic Business Units)
· This level managers focus on determining how they are going to compete effectively in the market
· SBU-level managers focus more on the question of how to compete effectively in the business today than on what business to be in tomorrow.

3. Functional Level 
· This level managers focus on how they can facilitate the achievement of the competitive plan of the business
· These managers are often heads of departments such as finance, marketing, human resources, or product development.
· The main focus of functional managers' planning activities is on how they can support hte SBU plan.

ENSURE CONSISTENCY IN PLANNING ACROSS THE THREE DIFFERENT LEVELS  FUNCTIONAL SHOULD BE CONSISTENT WITH BUSINESS WHICH SHOULD BE CONSISTENT WITH CORPORATE THEREFORE THEY ARE ALL CONSISTENT AND LINKED

Effective Plans
1. Unity: at any one time only one central guiding plan should be put into operation
2. Continuity: planning does not just happen once  plans are built, refined and modified so that all levels fit together into one broad framework
3. Accuracy: managers need to make every attempt to collect and use all available information at their disposal in the planning process
4. Flexibility: plans should be altered if the situation changes

THIS ENSURES THAT MULTIPLE GOALS AND PLANS DO NOT CAUSE CONFUSION AND DISORDER

Establishing Major Goals and Management by Objectives (MBO)
· Once business is defined, managers must establish a set of primary goals to give the organization a sense of direction/purpose
· Effective goals are ambitious (stretch the organization so that managers improve performance capabilities), are realistic (challenging yet attainable), and are stated in term of time period for accomplishment (adds a sense of urgency)
· MBO is a system of evaluating subordinates for their ability to achieve specific organizational goals or performance standards  involves 3 specific steps:
1. Specific goals and objectives are established at each level of the organization
2. Managers and their subordinates together determine the subordinates’ goals
3. Managers and their subordinates periodically review the subordinates’ progress towards meeting goals

Strategy Formulation
· Strategy formulation: Analyzing current situation to develop strategies to achieve the mission
· Accomplished by SWOT Analysis
· Organization Strengths and Weaknesses
· Environmental Opportunities and Threats
· First characterize the present state of the organization and then consider how the strengths can be maintained and how to overcome weaknesses
· Next identify potential opportunities and threats in the environment  managers can consider how to take advantage of opportunities and how to prevent threats
· MICHAEL PORTER’s Five Forces Model (major threats to the profit) (pg 152)
· level of rivalry among organizations in an industry
· potential for entry in an industry
· power of suppliers
· power of customers
· threat of substitute products

Planning & Implementing Strategies
· After conduction SWOT analysis, there are five steps to take in implementing a strategy:
1. Allocation responsibility for implementation to the appropriate individuals or groups
2. Drafting detailed action plans that specify how a strategy is to be implemented
3. Establishing a timetable for the implementation that includes precise, measurable goals linked to the attainment of the action plan
4. Allocating appropriate resources to the responsible individuals or groups
5. Holding specific individuals or groups responsible for reaching corporate, divisional, and functional goals

Tips for Managers
1. Periodically define an organization’s business to determine how well it is achieving its mission. Use this planning exercise to determine its future goals
2. Make SWOT analysis as integral part of the planning process
3. Always be alert for opportunities to increase the value of an organization’s goods and services so it can better serve its customers’ needs
4. Ensure that functional managers focus on finding new ways to lower the costs of value creation or to add value to products so that an organization can pursue bow a low-cost and a differentiation strategy
5. Carefully asses the costs and benefits associated with using a corporate-level strategy and enter a new business only when it can be clearly demonstrated that the business will increase the value of your products

Managing Organizational Structure (Chapt 10)

The Management Process 
· A series of activities developed to allow businesses to achieve their goals: planning, organizing, leading, and controlling.

Organizing
· How to use existing resources to implement the plan.
· Arranging jobs to create an efficient task system within the firm.

Factor Affecting Organizational Structure
[image: Fig0801]

Principles of Organizing 
· Objectives - understand what you there for 
· Specialization - when organization, should put people with similar characteristic & skill
· Co-ordination - even if you specialize, you still need to co-ordinate them
· Authorities - each one have the authorities go with that responsibility. right to delegate and give responsibility
· Responsibility - if you get responsibility, you do it, but if you breach it, boss have the right to fire.
· Definition - every job or position should have a description to it, outlining what your responsibility
· Parity of Authority and Responsibility - A & R go hand to hand. As a supervisor, it is not fair to give someone responsibility without authority. Can't hold someone responsible if he/she does not have the authority
· Span of Management (Spam of Executive Control) - how many manager. magic # is 7
· Balance - each group you set up, it has to balance, need to have balance within your system. ex: gives some amount of assistance to each department
· Continuity (also call Homeostasis) 

Number of Ways to Organize a Business (Departmentalization)
· Function (marketing, finance, accounting, human resource)
· Product (Chevrolet, Pontiac, Buick, Olds, Cadillac) - concentrate different level of customer.
· Geography (East, West, North, South)
· Customer (University, Hospital, Security) - types of customers likely to buy a given product.  

Functional Structure: 

An organizational structure composed of all the departments that an organization requires to produce its goods and services.
· Advantages to grouping jobs according to functions are: by grouping people who perform similar jobs they can learn from watching one another, when people who perform similar jobs are grouped together mangers can monitor and evaluate their performance more easily, and also it allows mangers to create a set of functions they need for scanning and monitoring the task/general environment.
· Disadvantages: As an org. grows and wider goods are to be produced it can make a functional structure less efficient and effective. First, managers in different functions may find it more difficult to communicate and coordinate with one another when they are responsible for several different products. Also, functional mangers may become so preoccupied with their own specific department that they lose sight of organizational goals.

Divisional Structures: Product, Geographic, and Market
· As problems associated with growth and diversification increase over time, mangers must search for new ways to organize their activities to overcome the problems linked with a functional structure. Most managers choose a divisional structure and create a series of business units to produce a specific kind or product for a specific kind of customer. 
· The goal behind a divisional structure is to create smaller, more manageable units within the organization. 
· There are three forms of divisional structure:
1. When mangers organize divisions according to the type of good or service they provide, they adopt a product structure. 
2. When managers organize divisions according to the area of the country or world they operate in, they adopt a geographic structure. 
3. When mangers organize divisions according to the type of customers they focus on, they adopt a market structure.

Tall and Flat Organizations
· As an organization grows in size, its hierarchy of authority normally lengthens, making the organizational structure taller. A tall organization has many levels to authority relative to the company size; a flat organization has fewer levels relative to company size. As a hierarchy becomes taller, problems may result that make the organizations’ structure less flexible and that slows manger’s response to change in the organizational environment.
· Tall structures – communication gets difficult and more time needed to implement decisions.
· Flat structures: results in quick communication, but can also lead to over worked managers. 


Minimum Chain of Command
· To ward off the problems that result when an organization becomes too tall and employs too many managers, top managers need to work out whether they are employing the right number of middle and first-line managers, and to see whether they can redesign their organizational structure to reduce the number of mangers.

Centralized and Decentralized Authority
· Another way which mangers can keep the organizational hierarchy flat is to decentralize authority to lower-level managers and non-managerial employees. If managers at higher levels give lower-level employees the responsibility to make important decisions and only manage by exception, then the problems of slow and distorted communication are kept to a minimum. 
· Decentralizing authority allows an organization and its employees to behave flexibly even at the organization grows and becomes taller. 
· Decentralization has certain disadvantages such as well if divisions, functions, or teams are given too much decision-making authority, they may begin to pursue their own goals at the expense of the organizational goals.  Also, with too much decentralization, lack of communication among functions or among divisions may prevent possible synergies (everything is interrelated. One thing affects everything) among them from ever materializing, and organizational performance suffers.

Time management skills – productive time usage
· Paperwork – prioritize documents
· Telephones – screen calls and return only the important ones at a certain time of day.
· Meetings – have a clear agenda, start on time, stay focused, and end on time.
· E-mail – a great time waster if not used for important timely information.

ORGANIZATIONAL CULTURE AND CHANGE (Chapt 11)

Organization Culture:
· Collection of values, norms, & behaviour shared
· Controls the way workers interact with each other
· Distinguishes one organization from another

Organizational culture can control individuals and groups in an organization through shared values, norms, standards of behaviour, and expectations. Values are the stable, long-lasting beliefs about what is important. Norms are unwritten rules or guidelines that prescribe appropriate behaviour in particular situations. Norms emerge from values. 

Levels of Culture
· 2 levels: the visible (artifact) and invisible (values, beliefs, assumptions) level.
· Artifacts (visible) – aspects of an organization’s culture that one sees, hears, and feels. Ex: dress policies, organizing office space, ideas of what should be displayed on company walls.
· Beliefs (Invisible) – the understandings of how objects and ideas relate to each other. Ex: quality and attitude.
· Assumptions (Invisible) – the taken-for-granted notions of how something should be in an organization. Ex: respect, supportive government, one team (not management against everyone else.) 
· Because of basic assumptions that are held by organizational members, it can be difficult to introduce change.
· We look to organizational artifacts (i.e., the things we can observe) to help us uncover values and assumptions. 

Creating and Sustaining Culture
· Organizational culture is created and sustained in three ways: 
1. Hiring: only hire and keep employees who think and feel the way senior management does
2. Socialization: management socializes employees to their way of thinking and feeling
3. Role Modeling: Top managers serve as role models. By observing their behaviour, employees identify with them and internalize their beliefs, values, and assumptions.

Beliefs – the understandings of how objects and ideas relate to each other.
Values – The stable, long-lasting beliefs about what is important.
Assumptions – The taken-for-granted notions of how something should be in an organization.

Factors creating a Strong Organizational Culture

· Values of the Founder
· One manager who has a very important impact on the kind of organizational culture that emerges in an organization is the founder. An organization’s founder and his or her personal values and beliefs have a substantial influence on the values, norms, and standards of behaviour that develop over time within organization. 
· Hire managers that share their vision.
· Organizational Socialization
· Is the process by which newcomers learn an organization’s values and norms and acquire the work behaviors necessary to perform jobs effectively.  
· Org. members learn from each other which values are important.
· Behave in a certain way without even knowing it.
· Socialization programs help employees “learn the ropes” – the values, norms, and the culture of their organization.
· Ceremonies and Rites
· Formal events that recognize incidents of importance.
· The most common rites that organizations use to transmit cultural norms and values to their members are rites of passage, of integration, of enhancement.
· Rites of passage: determine how individuals enter, advance, or leave organization.
· Rites of integration: office parties and shared announcements of company success both build and reinforce common bonds among organizational members.
· Rites of enhancement: let companies publicly recognize employee contributions.
· Stories and Language
· Stories provide clues about values and norms.
· Language such as slogans, symbols, jargon helps employees know expectation while 
· bonding with one another.

· Material Symbols
· Organization’s layout, size of office, or dress code.
· Conveys who is important within an organization 
· The concept of organizational language not only spoken but how people dress, the cares they drive, etc.

Resistance to Change
· Individual resistance: 
· Habit
· Security
· Economic factors
· Fear of the unknown
· Selective information processing
· cynicism
· Organizational resistance:
· Structural inertia
· Limited focus of change
· Group inertia
· Threat to expertise
· Threat to established power relationships
· Threat to established resource allocations

Motivation and Leading Employees (Chapt 13)

Psychological Contract: set of expectations held by an employee concerning what he or she 	
	will contribute to an organization (contributions) and what the organization will provide 	the employee (inducements) in return

The Importance of Job Satisfaction
· Satisfied employees are likely to have high moral (the overall attitude that employees have toward their workplace, could be positive or negative). 
· Moral reflects the degree to which they perceive that their needs are being met by their job. It is determined by a variety of factors, including job satisfaction and satisfaction with such things as pay, benefits, co-workers, and promotion opportunities.
· High job satisfaction increase employees commitment to their work, likely to work hard, try to make useful contributions to the organization, few complaints, less likely to engage in negative behaviour, come to work every day and likely to remain with the organization.
· Dissatisfy workers are far more likely to be absent due to minor illnesses, personal reasons, or a general unwillingness to go to work. Low moral may result in high turnover (the percentage of an organization's workforce that leaves and must be replaced.

Motivation
· People are motivated by Internal Rewards (Maslow) and External Factors (bonus, promotion, salary increase, avoid a punishment)
· Classical Theory of motivation, workers are motivated solely by money, mentioned by Frederick Taylor, because paying them more would promp them to produce more.
· Hawthorne effect (Behaviour theory: The Hawthorn Study): Workers' productivity increase when they feel they are receiving special attention from management.

Contemporary Motivation Theories
· The Human-Resource Model: Theory X and Y (Douglas McGregor)
· Theory X: people must be forced to be productive because they are naturally lazy, irresponsible, and uncooperative.
· Theory Y: people want to be productive because they are naturally energetic, responsible, and co-operative.
· McGregor favoured Theory Y, because Theory Y manager are more likely to have satisfied, motivated employees.
· Maslow's Hierarchy of Needs Model


Motivational Needs
Self Actualization (self-fulfillment, realizing your potential)
Ego (feel good about oneself, status and recognition)
Social (need to belong, interaction with others)

Maintenance Needs
Safety (protection, secure, shelter)
Physiological (food, water, etc)

· Two - Factory Theory: Theory of human relations developed by Frederick Herzberg that identifies factor that must be present for employees to be satisfied with their jobs and factors that, if increased (working condition), lead employees to work harder.
· Expectancy Theory: Theory that people are motivated to work toward rewards that they want and that they believe they have a reasonable chance of obtaining.
· Equity Theory: Theory that people compare waht they contribute to their job with what they get in return, and their input/output ratio with that of other employees.
· Goal- Setting Theory: Theory that people perform better when they set specific, quantified time-framed goals.

Strategies for Enhancing Job Satisfaction and Moral
· Reinforcement: Controlling and modifying employee behaviour through the use of systematic rewards and punishments for specific behaviours. 
· Management by Objectives (MBO): A system of collaborative goal setting that extends from the top of an organization to its bottom. ex: a vice-president of sales develops general goals for the entire sale force.
· Participative Management: A method of increasing employees' job satisfaction by giving them a voice in how they do their jobs and how the company is managed.
· Empowerment: Motivating and energizing employees to create high-quality products and to provide "bend-over-backwards" service to customers so that the company is more competitive. (to give power or authority to)
· Job Enrichment: Method of increasing employees' job satisfaction by extending or adding motivating factors such as responsibility or growth
· Job Redesign: Method of increasing employees' job satisfaction by improving the worker - job fit through combining tasks, creating natural work groups, and/or establishing client relationships
· Flextime: Method of increasing employees' job satisfaction by allowing them some choice in the hours they work
· Compress Workweek: Employees work fewer days per week, but more hours on the days they do work.
· Telecommuting: Allowing employees to do all or some of their work away from the office.
· Work-sharing (job sharing): Method of increasing employee job satisfaction by allowing two people to share on job.

Leading 
· Managers must guide their subordinates 
· Managers have power over subordinates to give them orders to get the job done
· Managers must motivate subordinates so they want to get the job done well

Managerial Leadership
· Process of Influencing, 5 Styles: 
· laissez faire (let it happen)
· bureaucratic (base on rules, regulations, and impersonality
· autocratic (dictator)
· diplomatic
· participative (consultative)

Communication, Conflict, and Negotiation (Chapt 14)

The Meaning of Communication
· Transfer of information from one person to another.
· Is more than just words; includes facial gestures, feelings, and voice inflections.

Importance of Good Communication
· Increase efficiency
· Improve Quality of product/service
· Become more responsive
· Faster innovation

The Basic Model
· Sender ---> Message ---> Receiver. Anytime noise (potential interference with the transmission or decoding of a message) can come into play.

The Communication Process
· The communication process consists of two phases. In the transmission phase, information is shared between two or more individuals or groups. In the feedback phase, a common understanding is reached. 
· In both phases, a number of distinct stages must occur for communication to take place.
1. Sender: The sender (the person or groups wishing to share information) starts the transmission phase by deciding on the message (the information that the sender wants to share). 
2. Message (verbal or non-verbal): Then the sender translates the message into symbols or language, a process called encoding.
3. Channel: Once encoded, a message is transmitted through a medium/channel (the pathway through which an encoded message is transmitted to a receiver. Ex: letter, face-to-face, etc.) to the receiver (the person or group for which the message is intended.) 
4. Receiver: At the next stage, the receiver interprets and tires to make sense of the message, a process called decoding. The feedback phase is begun by the receiver (who becomes a sender). 
5. Feedback: The receiver decides what message to send to the original sender (who becomes the receiver), encodes it, and transmits it through a chosen medium.
6. The message is to ensure that the message was received and understood.

Direction of Communication within Organization
· There are three directions of communication within an organization:
· Downward Communication (Supervisor ---> Subordinate)
· Upward Communication (Subordinate ----> Supervisor)
· Lateral Communication (Subordinate ---> Subordinate or Supervisor ---> Supervisor)

Channel of Communication within Organization
· There are two type of channel of communication within an organization:
· Formal: routes that are authorized, planned, and regulated by the organization and that are directly connected to its official structure
· Informal: routes that are not pre-specified by the organization but that develop through typical and customary activities of people at work

Barriers to effective communication
· Hearing what you want to hear.
· Ignoring information that conflicts with our perceptions
· Credibility of the source.
· Different Perceptions
· Words mean different thing to different people.
· The word “Fast” can mean either a fast runner, tie something fast, own a watch that is fast, be fast asleep, fast for dictary reason.
· 500 words… 14000 different meanings
· Jargon (specializing language that members of an occupation, group, or an organization develop to facilitate communication among themselves.)
· Non-verbal – The encoding of messages by means of facial expressions, body language, and styles of dress. The encoding of messages without using written or spoken languages.
· Emotion 
· Noise: psychological, social, physical(cell phone, high heel)
· Ethnocentrism: the belief in the superiority and importance of one's own group. Categorize people into in-groups and out-groups

Overcoming Barriers
· Utilize feedback and uses many channels.
· Use face-to-face – has the highest information richness. When individuals communicate face-to-face, they not only take advantage of verbal communication but also can interpret other’s nonverbal signals, such as facial expressions and body language.
· Media Richness: different media are classified as rich (face to face) or lean (Emails, memos) based on their capacity to facilitate shared meaning. (telephone is between rich and lean)
· Be sensitive to the audience
· Proper timing of messages.
· Reinforce words with actions
· Direct, simple language.
· Proper amount of redundancy 

Active Listening
· Organizational members can practice the following behaviors to become more active listeners:
1. Make eye contact – eye contact lets the speaker know that you are paying attention, and it also lets you pick up nonverbal cues.
2. Exhibit affirmative head nods and appropriate facial expressions.
3. Avoid distracting actions or gestures.
4. Ask questions – The critical listener analyzes what he or she hears, and asks questions. Asking questions provides clarification, and reduces ambiguity, leading to a greater understanding.
5. Paraphrase – means restating in your words what the speaker has said. Also, paraphrasing is a check of whether you are listening carefully and accurately.
6. Avoid interrupting the speaker
7. Don’t over talk - a good listener knows the importance of taking turns in a conversation.
8. Make smooth transitions between the roles of speaker and listener.

Organizational Conflict – Organizational conflict is the lack of agreement amongst individuals or groups that arises when the goals, interests, or values, of different individuals or groups clash, and those individuals or groups block or thwart each other’s attempts to achieve their objectives.

Negotiation - the process of conferring to arrive at an agreement between different parties, each with their own interests and preference

Achieving More Effective Negotiations
· When serving as negotiator focus on the parties' Interest (a party's concerns and desires - in other words, what they want), not their Position (a party's stance regarding their interest).
· It is easier to get agreement on interests than one positions because:
1. for a given interest there are probably several possible position that could satisfy it
2. behind two opposed position there are likely to be at least some interests that are shared rather than in direct conflict
· Focus on the problem or issue rather than on the people involved
· Try to lessen the competition between the two parties by establishing an atmosphere of collaboration (parties work together to attack and solve a problem)
Key Factors in Cross-National Negotiations
· three principle variables that determine the outcome of negotiations:
1. The People Involved
2. Situations of Negotiations: Location, Physical Arrangement of the room, Emphasis on Speed and Time, Composition of the Negotiation Team
3. Negotiation Process:
1) Planning and Preparation
2) Relationship Building between Negotiation Parties
3) Information Exchange
4) Persuasion Attempts
5) Concessions/Agreement

Organization Control (Chapt 15)

Controlling
· Process by which mangers use to monitor how efficiently and effectively they are achieving goals.
· Evaluates whether organization’s strategy and structure support created plans.

Steps in Organizational Control

· The control process can be broken into four steps: establishing standards of performance, then measuring, comparing, and evaluating actual performance.

· Establishing standards of performance – In the control process, mangers decide on the standards of performance, goals, or targets that they will use to evaluate the performance of either the entire organization or some part of it, such as a division, a function, or an individual. The standards of performance that managers select measure efficiency, quality, responsiveness to customers, and innovation. 
· Measure actual performance – Once managers have decided which standards or targets they will use to evaluate performance, the next step in the control process is to measure actual performance. In practice, mangers can measure or evaluate two things the actual outputs that results from the behavior of their members and the behaviors themselves.
· Compare actual performance against chosen standards of performance – managers evaluate whether and to what extent performance departs from the standards of performance chosen in step 1.
· Evaluate the result and initiate corrective action if necessary 

Three Types of Control
· Strategic Control: assessment and regulation on how the organization as a whole fits its external environment and meets its long0range objectives and goals
· Tactical Control: the assessment and regulation of the day-to-day functions of the organization and its major units in the implementation of its strategy
· Financial Controls: includes several important quantitative ratios involving key financial statistics
· Budgetary Control: responsibility for meeting financial targets and evaluating how well those targets have been met.
· Supervisory Structure Controls: reporting levels in an organization
· Human Resource Controls: based on the organization's overall approach to using its human resources 
· Contrasting Approaches to Using Tactical Controls: 
· Bureaucratic Control: An approach to tactical control that stresses adherence to rules and regulations and is imposed by others
· Commitment (clan) Control: An approach to tactical control that emphasizes consensus and shared responsibility for meeting goals
· Operation Control: the assessment and regulation of the specific activities and methods an organization uses to produce goods and services
· Pre-Control: a type of operational control that focuses on the quality, quantity, and characteristics of the inputs into the production process
· Concurrent Control: a type of operation control that evaluates the conversion of inputs while it is happening 
· Post-Control: a type of operational control that checks quality after production of goods or services outputs

Operating budget
· An operating budget is a blue print that states how mangers intend to use organizational resources to achieve organizational goals efficiently.

Factors in Control Effectiveness:
· Focus of Control: what will be control, where should it be and who is responsible for the control?
· Amount of Control: Is there a balance between over- and under-control?
· Quality of Information collected by controls: is the info useful, accurate, timely, objective?
· Flexibility of Control: are the controls able to respond to varying condition?
· Favourable cost-benefit ratio: is the information gathered worth the cost of gathering it?
· Source of Control: is control decided by those who are affected?


Human Resource Management/Managing Human Resources (Chapt 16)

Human resource management (HRM) – is the process of determining human resources needs and then recruiting, selecting, developing, motivating, evaluating, compensating, and scheduling employees to achieve organizational goals. 

Five Functions of HRM according to the test
1. Employee Recruitment and Selection
2. Training and Development
3. Pay and Benefits
4. Performance Appraisal and Feedback
5. Labour Relations

Five steps are involved in the human resources planning process:

1. Preparing a human resource inventory of the organization’s employees - This inventory should include ages, names, education, capabilities, training, specialized skills, and other information relevant to the specific organization.

2. Preparing a Job analysis – A job analysis is a study of what is done by employees who hold various job titles. It is necessary in order to recruit and train employees with necessary skills to do the job. The results of job analysis are two written statements: Job descriptions and job specifications. A job description specifies the objectives of the job, the type of work, to be done, the responsibilities and duties, the working conditions, and the relationship of the job to other functions. Job specifications are a written summary of the minimum qualifications (education, skills, etc.) required of workers to do a particular job.

3. Forecasting Demand – training programs must be started long before the need is apparent. Human resource managers must ensure that trained people are available when needed 

4. Assessing future supply – The labor force is constantly shifting: getting older, become more technically oriented, attracting more women, etc. There maybe increased shortages of workers in the future and an oversupply of others.

5. Formulating Fulfillment Plans – The plan must address recruiting, selecting, training and developing, appraising, compensating, and scheduling that labor force.

· *Human resource planning includes all the activities that managers use to forecast their current and future needs for human resources. 

· Current human resources are the employees an organization needs today to provide high quality goods and services to customers. 
· Future-human resources are the employees organizations will need at some later date to achieve its long-term goals. 

· As part of human resources planning, manager must make both demand forecasts and supply forecasts. 

· Demand forecasts estimate the qualifications and numbers of employees an organization will need given its goals and strategies.
· Supply forecasts estimate the availability and qualifications of current employees now and in the future, and the supply of qualified workers in that external labor market. 

RECRUITMENT

· Recruitment is the set of activities used to obtain a sufficient number of right people at the right time. 
· Recruitment is a difficult chore that involves finding, hiring, and training people who are an appropriate technical and social fit, human resource managers turn to many sources for assistance.
·  Sources used by organizations can be classified into as either internal or external. Internal sources include employees who are already within the firm and employees who can recommend others to hire. 
· Using internal sources are less expensive that recruiting outside the company. A great advantage of hiring from within is it helps maintain employee morale. 
· External recruitment involves human resources managers to look into advertisements, public and private employment agencies, school placement offices, referral, walk-in applications, internet, etc. External sources involve difficult decision-making.

What do employees want today?
·  Communication skills (ability to understand and to speak, to listen and learn, to read and write)
· Thinking skills (looking at things critically)
· Positive attitude
· Self-confidence
· High Standard of Personal Ethics
· Sense of responsibility (ability to manage time, money, and other resources)
· Ability to adapt to changes 
· Teamwork skills

SELECTION PROCESS

· Is the process of gathering information and deciding who should be hired, under legal guidelines, for the best interests of the individual and the organization.

· To recruit, process, and train an entry-level worker is quite costly. Thus, the selection process is an important element of any human resource program. 

A typical selection process involves five steps: 

1. Obtaining complete application forms – such forms help the applicant’s educational background, past work experience, career objectives, and other qualifications directly related to the requirements of the job. 

2. Conducting initial and follow-up interviews – A staff member from the human resources department often screen applicants in a first interview. If the interviewer considers the applicant a potential employee, the manger who will supervise the new employee interviews the applicant as well. It’s important that managers prepare adequately for the interview to avoid selection decisions they make regret.

3. Giving employment tests – Organizations use tests to measure basic competencies in specific job skills and to help applicant’s personalities and interests. 

4. Confirming background information – Most organizations now confirm a candidate’s work record, school record, credit history, and references more carefully than they have in the past. It is simply costly to hire, train, and motivate people only to lose them and have to start the process over. Background checks help an employer identify which candidates are most likely to succeed in a given position. 

5. Establishing trial periods – Often, an organization will hire an employee conditionally. This enables the person to prove his or her worth on the job. After a specified period, the firm may either permanently hire or discharge that employee on the basis of evaluations from supervisors. This system makes it easier to fire inefficient or problem employees, but they do not eliminate the high cost turnover.
TESTING
· Ability tests – assesses the extent to which applicants possess skills necessary for job performance, such as verbal comprehension or numerical skills. 
· Performance tests – measures job applicant’s performance on actual job.
· Intelligence tests – measures general intellectual ability to perform job.
· Personality tests - measures personality traits and characteristics relevant to job performance. 
· Validity problems? 

Training and Developing employees from optimum performance

· Training and development include all attempts to improve productivity by increasing an employee’s ability to perform. Training focuses on short-term skills, whereas development focuses on long-term abilities. 

· Both training and development programs include three steps: 
(1) assessing the needs of the organization and the skills of the employees to determine training needs; 
(2) designing training activities to meet the identified needs; 
 (3) evaluating the effectiveness of the training. 

Some common training and development activities are on-the-job training and off-the-job training.

· On-the-Job training – is the most fundamental way of training. They employee immediately begins his or her tasks and learns by doing, or watches others for a while and then imitates them, all right at the workplace. 
· Coaching
· Job Rotation
· Special Assignments
· Off-the-job training – offers an example of how technology is improving the efficiency of many off-the-job training programs. In such training, employees “attend” classes via the internet. It’s training that occurs away from workplace and consists of internal or external programs to develop any of a variety of skills to foster personal development.
· Classroom(lectures)
· Cases
· Role Playing

- A performance appraisal is an evaluation in which performance level of employees is measured against established standards to make decisions about promotions, compensation, additional training, or firing.
· Graphic Rating Scales: lists a set of qualities on which the employees is evaluated from a scale of 1-5.
· Behaviorally Anchored Rating Scales (BARS): a performance appraisal system in which the rater places detailed employee characteristics on a rating scale.
· 360-Degree Feedback: a performance appraisal system in which information is gathered from supervisors, co-workers, subordinates, and sometimes suppliers and customers
· Effective Performance Feedback: 
1. Review key work objective, goals, or standards against which the employee's performance is measured.
2. Summarize the employee's overall performance by reviewing specific positive and negative incidents
3. Discuss causes of weak performance and listen carefully ot the employee's explanation
4. Establish an agreed approach, timetable, and review process for future improvement. 
5. Establish an agreed approach, timetable, and review process for future improvement.
6. Establish key objectives, timetables, and standards for the upcoming performance period
7. Leave the meeting on an encouraging and positive note.

Compensation and Other Functions
· Initial determination of income; then what?
· Plan Services (safety program; suggestion plans; medical facilities; cafe)
· Labour relations
· Employee benefits and services
· Pension plans (no retire age in Canada)
· Life Insurance/ disability insurance
· Profit-sharing plans

Compensating Employees
· Attracting qualified workers 
· Proper rewards for efficient, productive work.
· Retaining valued employees.
· Maintain competitive position with satisfied work force.
· Provide protection from layoffs, illness, and disability.

Human resources – trends 
· Technology, globalization, and downsizing.
· Employees working at home.
· Emphasis on employee participation, teamwork, customer satisfaction.
· Better training, higher education. 

Human resources challenges
· Complex laws & regulations 
· Excess of untrained workers.
· More older works
· Low morale due to downsizing
· Increase in part-time/contact workers
· Cheap labor from low wage countries 
· New and innovative compensation packages.

Marketing/Marketing Mix (Chapt 17, 18, 19)

Marketing is the process of planning and executing the conception, pricing, promotion, and distribution of goods and services to create exchanges that satisfy individual and organizational objectives.

The Marketing Environment
· Political and Legal Environment
· Social and Cultural Environment
· Technological Environment
· Economic Environment
· Competitive Environment (Substitute produce, brand competition, international competition

In marketing you need to know what you are selling, either the product or the state of mind.. Then you need to know who you are selling to, that's where market segmentation comes in. 
Market Segmentation – divides total market into groups of people with similar needs. 
· Geographic segmentation – dividing the market by geographic area. 
· Demographic segmentation – dividing the market by age, income, and education level.
· Personality – dividing the market according to personality of lifestyle (activities, opinions, interests).
· Income/lifestyle – ex: Lexus/fancy cars are geared up to individuals who have a particular life and a very high income.

What does Marketing deal with?
· Consumer goods 
· Convenience (2% milk)
· Shopping (shop around – furniture) – to get best price (you want to get as much information you want; a good you have some knowledge about but you want to compare and contrast with other goods)
· Specialty (no substitute) – product; ex: Rolex watch – paying for the name. wedding gowns
· Unsought Goods (good that you don't want; something you don't buy unless you need it) ex: casket
· Industrial Goods - are not sold to you or me, they are used to produce consumer goods.
· Expense Items: Relative inexpensive industrial goods that are consumed rapidly and regularly
· Capital Items: Expansive, long-lasting industrial goods that are used in producing other goods or services and have a long life
· Services - develop a expertise and people recognize and get paid for. ex: consulting

The Consumer Buying Process:
1. Problem/Need Recognition (need to replace old shoes)
2. Information Seeking (search for stores, styles, prices, opinion of others)
3. Evaluation of Alternatives (which are comfortable? affordable? how will other react to them?)
4. Purchase Decision (choose rationally or emotionally)
5. Post-purchase Evaluation (observe reactions of others, test durability, compare with older shoes)

The Marketing Mix (4p's + 1 some people said)
· Products 
· More than just a physical good
· Packaging, Warranty, Size, Shape, Colour, Image, Service
· Strategies 
· Width (like GM targeting every income segment of the market), Depth (all different type of the car), and Consistency (you should go into something your comfortable with; when you want to go into something new, try to do within the same segment. Ex: If your selling pants, then you should go into shirts and ties.)
· all include 3 basic elements: branding, packaging (shapes, size and colours), and labeling
· Product life cycle (5 stages)
· Introduction stage – consumer awareness and acceptance of product. 
· Growth stage – sales increase, profits peak, and then start to decline as new companies enter market.
· Maturity – sales continue to peak then decrease; lots of competition.
· Saturation - at the peak of the graph
· Declining – Sales continue to fall, marketing expenditures decreased.
· Seven-Step Development Process
1. Product Ideas
2. Screening
3. Concept Testing
4. Business Analysis
5. Prototype Development
6. Product Test and Test Marketing
7. Commercialization

· Pricing
· Choosing the appropriate price for a product (in order to sale) 
· An interesting phenomenon …(most people associate price with quality)

PRICING STRATEGIES

Let’s say a firm has just developed a new line of products. The firm has to decide how to price these sets at the introductory stage of the product life cycle. 

1. A skimming price strategy is one in which a new product is priced high to make optimum profit while there’s little competition.

2. Penetration price strategy the decision to price a new product very low to sell the most units possible and to build consumer loyalty

3. Price lining - A pricing method whereby a business sets a limited number of prices for selected groups or lines of merchandise.

4. Loss leader – Take a loss on the product but get the consumer into the store and buy other stuff, because is place in the back so consumer will have to walk through the store.

5. Bait/switch (illegal) – put something in the ads on sale but then in the store tag show as sold, then suggest customer something similar. ex: furniture stores – advertise discount, but when there, no more and switch to other item that you don’t necessarily need.

6. Skim the cream – putting a product on something you consider a high price and then lowering the price. ex: Sony TVs (charge higher price to attract those that can afford it – higher income)

7. Odd Pricing (Psychological pricing) means pricing goods and services at price points that make the product appear less expensive that it is. ex: 9.99 instead of 10

8. Promotional pricing –  ex: Canadian Tire money. People will want to use it, so they'll come back. This keep customer coming back. Or point system like Aeroplan or Air Miles.

9. Mass Penetration - sometime might take a loss in the beginning, but because the economy of scale, it become cheaper later, and hard for competition to come in and match the price

· Place (Distribution)
· Channel - for every product produce, there is a different channel it is being distribute
· Direct - if you give directly from the producer to the consumer
· Wholesaler - who have contact across the country, and take all the bulk product and do the packaging and pass it to the retailer
· Retailer - Provide location, parking, and service.

PROMOTION

· Selecting the appropriate technique to sell product … an exercise in persuasion, information, and influence.

· Promotion consists of all techniques that sellers use to motivate customers to buy their products.

· Marketers use many different tools to promote their products and services. Traditionally, those tools include advertising, personal selling, public relations, and sales promotion. This combination of tools an organization uses is called its promotion mix.


1. Personal Selling: promotional tool in which a salesperson communicates one-on-one with a potential customers
· Personal Selling Tasks
· Order Processing: the receiving and follow-through on handling and delivery of an order by a salesperson
· Creative Selling: the use of techniques designed to persuade a Customer to buy a product when the benefits of the product are not readily apparent or the item is very expansive
· Missionary Selling: the indirect promotion of a product by offering technical assistance and/or promotion the company's image
· The Personal Selling Process 
1. Prospecting (identify potential customer) and Qualifying (determining whether potential customers have the authority to buy and the ability to pay for the product)
2. Approaching
3. Presenting and Demonstrating
4. Handling Objections
5. Closing (asking the customer to buy the product)
6. Following Up (want return customer so need to process order fast and on-time delivery)
· Person-to-person selling
· Gives marketer greatest opportunity to communicate specific information
· Costly form of promotion.
2. Sales Promotion 
· One-time direct value or incentive to buyer
· Premiums = gifts with promotion 
· Coupons
· Contests
· Demonstrations
· Word-of-mouth
3. Publicity (free advertising like donation)
· Non-personal communication through mass media, but not paid for.
· Presented in news story form
· Focuses on company’s activities and products, driven to all society.
· One-shot deal

       4. Advertising: promotion tool consisting of paid, non-personal communication used 
		        by an identified sponsor to inform an audience about a product. 
· Advertising Strategies:
· Informative advertising: appropriate to the introduction stage of the product life cycle, in which the goal is to make potential customers aware that a product exists
· Persuasive advertising: appropriate to the growth stage of the product life cycle, in which the goal is to influence the customer to buy the firm's product rather than the similar product of a competitor
· Comparative advertising: appropriate to the maturity stage of the product like cycle, in which the goals is to influence the customer to switch from a competitor's similar product to the firm's product by directly comparing the two products
· Reminder advertising: appropriate to the latter part of the maturity stage of the product life cycle, in which the goal is to keep the product's name in the minds of customers.
· Paid, non-personal communication through various media by organizations and individuals who are in some way identified in the advertising message.
· There are various categories of advertising, including product advertising, online advertising, and comparison advertising, which is advertising that compares competitive products.
· Various advertising media
· Newspaper
· Television
· Radio 
· Magazines
· Outdoor
· Direct mail
· Yellow Pages – type of advertising
· Internet
· Product Advertising 
· Direct - buy now, Ex: ads end in 3 days
· Indirect - if you're thirsty, will you think of buying a certain brand of drink
· Institutional - build up a goodwill of a company.
· Types of Advertising:
· Brand Advertising: promotes a specific brand-name product
· Product Advertising: promotes a general type of product or services
· Advocacy Advertising: promotes a particular viewpoint or candidate
· Institutional Advertising: promotes a firm's long-term image, not a specific product
· Retail Advertising: advertise by retailers designed to reach end-users of a consumer product
· Co-Operative Advertising: manufacturer together with a retailer or a wholesaler advertise to reach customers
· Trade Advertising: advertising by manufacturers designed to reach potential wholesalers and retailers
· Industrial Advertising: advertising by manufacturers designed to reach other manufacturers' professional purchasing agents and managers of firms buying raw materials or components
· Subliminal Perception
· A signal embedded in another object, picture, etc. that is designed to pass below the normal lines of perception.
· Affects the sub-conscience.
· Often found in advertising.

· Brand equity – is the combination of factors – such as awareness, loyalty, perceived quality, images, and emotions – that people associate with a given brand name. The core of brand equity is brand loyalty

· Brand loyalty – customers' recognition of, preference for, and insistence on buying a product with a certain brand name

· Brand awareness – how quickly or easily a brand name comes to mind when product category is mentioned. 	
	
Extending Product Life: An Alternative to New Product (3 ways)
1. Product Extension: market the product globally instead just domestically
2. Product Adaptation: product is modified for greater appeal in different countries
3. Reintroduction: reviving older product for new markets 
	
	 ----------------------------------------------------------------------------------------------------------------
Notes:
	
Synergy: everything is interrelated. One thing affects everything. Whole is greater than sum of its parts.

.
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