Post-Midterm 1 Notes
Manager as a Decision Maker
What is Decision Making?
· The process by which managers make a choice between two or more alternatives to solve a problem.
· 4 elements or stages to decision making
· An objective (What are we trying to do/fix?)
· The Alternatives (What are my options to get there?)
· The Choice (Which option is the best?)
· The Consequences
Types of Decision Making
· Programmed – routine, almost automatic process (restocking grocery shelves)
· Non-programmed – unusual situations that have not often been addressed
· Responds to unusual opportunities and threats

Conditions Affecting Managerial Decisions
· Certainty – very rarely will a manager know exactly what will happen
· Risk – Use of probabilities, outcome can be estimated
· Uncertainty – Nothing is known, alternatives are not known , can’t assign probabilities
Classical Model for Decision Making
1. Recognise need for a decision: sparked by an event either internally or externally
2. Develop objectives and criteria: what will be important when evaluating alternatives
3. Generate alternatives: managers must develop feasible alternative courses of action
4. Evaluate alternatives: What are the advantages and disadvantages of each alternative?
5. Choose among alternatives: identify relevant information for decision
6. Implement chosen alternative: managers must not carry out the alternative
7. Learn from Feedback: managers should consider what went right and wrong with the decision and learn for the future
Decision Making Challenges
· Ease of Recall: Make judgement based on RECENT EVENT (beef recall).
· Insensitivity to Base Rates: Disregard information that suggests likelihood of a particular outcome in the presence of other information.
· Anchoring: Use an initial value from a prior experience and give it strong weight in the final decision.
· Escalation of Commitment: As time passes, the commitment to a decision increases dramatically. (Buying a stock you thought would do well that continues to decrease in value….you buy more as it gets cheaper, but it continues to depreciate)
Assessing Alternatives
· Is it practical?
· Is it economically feasible?
· Is it in line with the goals and criteria?
· Is it Ethical?
· Is it Legal?
Improved Group Decision Making
· Devil’s Advocacy: Assign one member of the group to act as a devil’s advocate
· Gives an alternative perspective, but can also consolidate the group’s decision.
· Dialectical Inquiry: Member questions the underlying assumptions associated with forming the problem.
· Change the assumptions, change the problem
· Promoting Diversity: By increasing the diversity in a group, a wider set of alternatives may be considered
Building Group Creativity
· Brainstorming: Managers meet face-to-face with group members to generate and debate many alternatives
· ALL ALTERNATIVED are LISTED AND CONSIDERED
· Be creative and radical in stating alternatives
· Problems with this method:
· Very time consuming and costly
· No anonymity…creates hesitation when putting alternatives out
· When all are listed, the pros and cons of each are discussed and then a short list is created for further scrutiny
· Nominal Group Technique: Provides a more structured way to generate alternatives in writing.
· Similar to brainstorming except that each member is given time to write down all their alternatives
· Alternative are then read aloud without discussion until all have been listed
· Discussion and Ranking of alternatives
· The Delphi Technique
· Provides for a written format without all manager having to meet face-to-face
· Problem is distributed in written form to manager who then generate written alternatives
· Responses are received and summarised by top management
· Results are sent back to participants for feedback and ranking. The process continues until consensus is reached.
Manager as a Planner (Planning)
· Types of Plans
· Strategic Plans (2-10 years)
· Broad Plans
· Prepared by top level managers
· How will we achieve long term goals/vision?
· Tactical Plans (1-2 years)
· Translates strategic plans into specific goals and actions for small units of the organisation
· Operational Plans (<12 months)
· Specific points of achieving tactical plans.
Planning – The decision making process that focusses on the future of an organisation and how to achieve its goals.
· Identifying the objective to be attained and the ways to realise them.
· Results in company strategy
Why Plan?
· To make sure we achieve out goals
· To offset uncertainty and risk
· Focuses attention on objectives and goals
· Minimises costs through efficiency of operations
· Helps integrate short term with long terms plans
· Facilitate managerial control


Planning Process Stages (OFI the Bear)
1. Organisation vision, mission, and goals
· Vision: dreams for the future
· Mission: defines the organisation’s purpose
· Goals: desired future outcomes to achieve
2. Formulating Strategy
· Analyse current situation and develop strategies to achieve mission
· SWOT Analysis

3. Implementing Strategy
· Decide how to allocate resources between groups to ensure strategy is achieved (Financial sector, Tech, HR, Marketing, etc)
Goals – What exactly are they?
· Objectives for performance
· The Starting point of successfully managing a business
· Provide direction for all management decisions
· Depending on who you are and what your role is pertaining to the organisation, your goals will vary a lot
· Organisation – Maximise profit
· Employees – Higher wages/promotion
· Customers – Quality products
· Owners – Higher dividends
· Management – 
· Setting goal and Objectives (SMART)
· Specific – Clearly state the desired outcome
· Measurable – answer “how much?”
· Agreeable – must have a deep commitment from the organisation
· Realistic – must be challenging but not impossible
· Timely – Meet deadlines, milestones
Managing Organisation Structure
Organisational Structure 
· Outlines the jobs to be completed in an organisation and how the jobs relate to one another
· Arranging jobs to create an efficient task system within the firm 


Types of Departments
· Function (Marketing, finance, accounting)
· Product (Chevy, Pontiac, Buick, Cadillac)
· Geography (East, West, North, South)
· Customer (types of customers likely to buy a given product) (i.e. HMV has a World Music sector, R&B sector, etc.)
What about Job Management?
· Job Design: Process by which managers decide how to divide tasks
· Job Simplification: Process of reducing the number of tasks each employee performs
· Job Enlargement: Increase the # of tasks performed by an employee
· Job Enrichment: Increases degree of responsibility of job
Structure Types
· Tall Structure – many levels of authority relative to the organisation’s size
· Communication gets difficult
· More time needed to implement decisions
· Flat Structure
· Results in quick communication
· Can lead to overworked managers
The Manager’s Biggest Fear
· Delegating
· “I can do it better”
· They might “do it better than me”
· “I want control”…..if I do it myself, I have control over how it is done
· Work off of people’s strengths
· How to Change
· You CAN. NOT. DO. EVERYTHING.
· More subordinate training
· If they perform well, so do you
· Proper time and understanding
Organisational Culture and Change
Organisational Culture
· A system of shared meaning (values, behaviours, beliefs, etc.) that determines how employees act
· Distinguishes one organisation from another
· It’s the “glue” that bonds an organisation
Values – Stable long lasting beliefs about what is important. (Ex: Honesty is the best policy)
Norms – Unwritten rules that shape behaviour in different situations. (Ex: organisation networking events)
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Factors of the Organisational Culture
· Values of the Founder
· E substantial influence on the values, norms, and behaviours of the company over time
· Hire managers that share their vision
· Socialisation
· Newcomers learn organisation’s values and norms necessary to perform the job
· Organisation members learn from each other which values are important
· You behave in a certain way without even knowing it
· Socialisation programs help employees integrate into the organisation
· Ceremonies and Rewards
· Formal events that recognise incidents of importance
· Let companies publicly recognise employee contributions
· Determine how individuals enter, advance, or leave organisation
· Office parties and shared announcements of company success
· Stories and Language
· Stories provide clues about values and norms
· Language such as slogans, symbols, and jargon help employees know expectations
· Material Symbols
· Organisation’s layout, size of office, or dress code
· Convey who is important within organisation
· Example: Cars given to executives
Change
· An alteration of an organisation’s environment, structure, technology, or people
· An organisational reality
· An opportunity or threat
· Change Agent: a person who initiates change in an organisation
· Resistance to Change
· Can be caused by:
· Uncertainty and Ambiguity
· Concern over Personal Loss
· Belief that Change is not Beneficial
Techniques to Reduce Resistance
· Education and Communications
· When resistance is due to Misinformation
· Participation
· When resisters have the expertise to make a contribution
· Facilitation and Support
· When resisters are fearful and anxiety ridden
· Negotiation
· Necessary when resistance comes from a powerful group – make an exchange
· Manipulation
· When a group’s cooperation and endorsement is needed
· Coercion
· Direct force on resisters
	External Forces for Change
	Internal Forces for Change

	Marketplace
Economic Changes
Laws and Regulations
Labour Markets
Technology
	Corporate Strategy
The Workforce
Technology and Equipment
Employee Attitudes





Business Communication - The transfer of information from one person to another
It is more than just words; includes facial gestures, feelings, and voice inflections.
The Communication Process
· Sender – wishes to share information
· Message – Info to communicate
· Channel – How is it shared? Ex: Face-to-face, letter, e-mail
· Receiver – person for which message is intended
· Feedback – to ensure message was understood
Barriers to Effective Communication
· Selective perception – ignoring information that conflicts with our own desires
· Credibility of the source
· Halo Effect – when one trait of a person influences our entire judgement of that person
· Words with different meanings to different people or in different contexts
· Jargon
· Non-verbal barriers
· Emotion
Overcoming Barriers
· Utilise feedback
· Get people to SHOW you that they understood you
· Use many channels
· Use face-to-face (most effective)
· Be sensitive to the audience
· Proper timing of messages
· Develop empathy
· Reinforce words with actions – if you say something, actually do it
· Direct, simple language (K.I.S.S.)
· Keep It Simple Shawna
· Proper amount of redundancy


Human Resources Management
· Managing the most important asset – people
· HMR Goals
· Getting the right people
· Maximising their performance and potential
HRM Process
· Planning for Needs – demand forecasts, supply forecasts, outsourcing
· Pre-Selection – job analysis (job description; job specifications)
· Job description – a rough outline of what the tasks I must perform in a given position
· Job Specification – An exhaustive list of what tasks I must perform and a good one will specify how much time we must spend on each
· Recruitment
· Word of Mouth
· College and Universities
· Ads/Internet (Social Media!!)
· Professional
· Internal recruitment
· Selection Process
· Screening job applicants to ensure proper candidate is hited
· First contact (walk in , mail, e-mail)
· Application form
· Spelling/grammar errors  The “no” pile
· Resume longer than three pages  The “no” pile
· Interview
· Structured and unstructured questions
· Structured question Ask to ALL candidates
· Unstructured questions Questions asked based on responses given to structured questions
· References
· Ask someone you know who will give you a good reference
· Testing
· Performance
· Performing actual job (i.e. secretary)
· Intelligence
· Measures the general intellectual ability to perform job
· Personality 
· Characteristics relevant to performance (service people)
· Validity Problems?
· Some people do not perform well under pressure
· Physical Exam (situational)
· Training and Development
· On the job training
· Coaching
· Job rotation
· Off the job training
· Classroom (lectures)
· Cases
· Role playing
· Employee Performance Appraisal
· Employee Compensation
· Attracting qualified workers
· Proper rewards for efficient, productive work
· Retain valued employees
· Maintain competitive position with satisfied workforce
· Protection from layoffs, illness, disability
· Actions (Looking after the movement of personnel within the organisation)
Human Resources – Trends
· Technology, globalisation, and downsizing
· Cheap labour from low wage countries
· Employees working at home
· Increases part-time/contract workers
· Emphasis on employee participation, teamwork, customer satisfaction
· Better training, higher education
Motivation and Leadership
· Objectives
· Assess differences among employees
· Understand strategies for enhancing motivation
· Focus on new approaches
Differences among Employees
· Personality – Psychological attributes that distinguish one person from another
· Big 5 Personal Traits (CEOEA)
· Conscientiousness
· Emotionality
· Openness
· Extroversion
· Agreeableness

· Attitudes – reflection of our beliefs and feelings about certain ideas, situations, or other people
· Job satisfaction
· Enjoyment derived from performing jobs
· Organisation commitment
· An individual’s identification with the organisation and its missions
Strategies to Motivate Employees
· Reinforcement
· Modifying employee behaviour through use of rewards and punishments
· Positive reinforcement
· Management by Objectives (MBO)
· Goal setting that extends from top to bottom of an organisation
· Employees sit down with managers to set goals, learn about company-wide objective, and how they can improve company-wide performance by achieving their own goal
· Participative Management (Empowerment)
· A method of increasing employees’ job satisfaction by giving them a voice in how they do their jobs and how the company is managed
New Leadership
· Leadership – Behaviours used by managers to influence, inspire, and motivate subordinates to work toward a certain goal
· Transformational Leadership
· Recognise need for change, create vision to guide, and execute
· Understand that change is needed, how to change, and then actually change it
· Charismatic Leadership
· A type of influence based on the leader’s personal charisma
· Envisioning
· Articulating a compelling vision
· Setting high expectations
· Modelling consistent behaviours
· Energising
· Demonstrating personal excitement
· Expressing personal confidence
· Seeking, finding, and using success
· Enabling
· Expressing personal support
· Empathising
· Expressing confidence in people
· Leaders as coaches – Coach, not overseer
Marketing
· Def’n: Planning and executing the Four P’s (Product, Price, Place, Promotion
· Market Segmentation – divides total market into groups of people with similar needs
· Geographic
· Demographic/Income
· Lifestyle/Attitudes
· Personality
· The Marketing Mix
· Product
· More than just the physical good
· Branding, packaging, size, shape, colour, image
· Developing new products
· Idea development
· Screening new ideas
· Business analysis
· Test marketing
· Full introduction
· Product Life Cycle
· Intro. Stage
· Consumer awareness and acceptance occurs
· Growth Stage
· Sales increase, profits peak, and then start to decline as new companies enter the market
· Maturity
· Sales continue to peak, then decrease; lots of competition
· Declining
· Sales continue to fall
· Marketing expenditure decreases
· Pricing
· Choosing an appropriate price for a product
· Pricing Strategies
· Price Lining
· Each product has its own price (All suits – 100$, Sweaters – 108$, Detailed Sweaters – 148$)
· Loss Leader
· Discounts attract future business
· Bait/Switch
· Ex. Furniture Stores
· Bait in with one item, sell you another

· Skim the Cream 
· Ex. Sony TV’s
· Target people that are interested in having the most recent, most advanced item in the market
· Selling new items at ridiculously high prices which will fall as other, similar products are introduced, or the product is no longer top-of-the-line
· Mass Penetration
· Low price and less profit
· Helps gain market share
· Psychological Pricing
· Customers are not rational when making purchases
· $148=$140 not $150 or $200
· Promotional Pricing
· Cash, seasonal, quantity deals
· Place
· Getting the products from the producer to the buyer
· Channel – Organisations that move product from producer to consumer
· Retailer 
· Buy from manufacturer, sell to consumer
· Wholesaler
· Buy from producer, sell to other business who then sells to consumers
· Direct
· Skip the middle man/men
· Promotion
· Selecting the appropriate technique to sell a product…..an exercise in persuasion, information, and influence
· Promotion Mix
· Personal Selling
· Ex. Car dealerships
· Gives marketer greatest opportunity to communicate specific information
· Costly form of promotion
· Sales Promotion
· One-time direct value or incentive to buyer
· Premiums = gifts that come with your purchase
· Coupons
· Demonstrations
· Point of Purchase displays
· Trade Shows
· Publicity
· Non-personal communication through mass media…not paid for
· Presented in news story form
· Focuses on company’s activities and products, driven to all society
· One-shot deal
· Advertising
· Pain, non-personal communication through mass-medium
· Can take many forms – stimulate demand, make a call, build awareness
· Advertising media – form of communication used to reach desired audience
· Newspaper, magazine, television, internet
What does Marketing Deal With?
· Consumer goods
· Convenience (2% milk)
· Shipping (Shopping around – furniture)
· Specialty (No substitute goods)
· Unsought goods (Caskets/Funerals)
· Industrial Goods
· Services
Market Research
· Study of what buyers need and how to meet those needs
· Data Mining 
· [bookmark: _GoBack]Application of electronic technologies to collect information and target products in the market
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