GOAL-SETTING

1. Management by Objectives (MBO) is a system which was first described by the American Peter Drucker, m 1954, in his book The Practice of Management. Since then, MBO has attracted enormous interest from the business world, and its principles have been applied in many of the world's largest companies.

2. In his book, Peter Drucker emphasized that an organization and its staff must have clear goals. If an organization uses the Management by Objectives approach, it must pay careful attention to planning. This is because each individual has clearly defined objectives. And these will contribute to the overall objectives of the enterprise. MBO focuses on results. The subordinate's performance is judged in terms of how well or badly he/she has achieved his/her goals.

3. The programme consists of several stages.

a) the subordinate's job is define

Subordinate and manager also rank the tasks in order of importance. It is quite possible that they will not agree

about certain aspects of the job.

b) his/her current performance is evaluated.

c) new objectives are developed
The subordinate and manager try to develop objectives which are challenging but realistic.

There will be dates by which the subordinate must achieve this goals.

d) the programme is put into action

From time to time, the subordinate and the manager meet to discuss progress.

4. Benefits of MBO:

The subordinate 
a) can clearly see his role in organization.
b) feels more responsible and motivated
c) is likely to be more committed to the objectives of the organization. 
5. An MBO programme should lead to better coordination and communications within an enterprise. The manager should act as a teacher and guide. 
In the other hand the main limitations of the sistem are that it’s time-consuming and may create a lot of paperwork.

6. A Manager's Guide at Intel provides the following directions.

1. Start with a few well-chosen overriding objectives. 

2. Set your subordinates objectives that fit in with your overriding objectives. 

3. Allow your subordinates to set their own key results to enable them to meet their objectives. 

90% OF SUCCESSFUL PEOPLE SET GOALS - 90% OF PEOPLE WHO FEEL THEY HAVE FAILED DID NOT SET GOALS.
MOTIVATION

The work of managers is to ensure that staff work efficiently in an organisation. To achieve this, it is clear that managers must know what motivates people.

One of the best known theories of motivation was put forward  by an American psychologist, Abraham Maslow. In his theory, he presents a hierarchy of needs. He identified certain basic human needs and classified them in an ascending order of importance.

Maslow said that people satisfied their needs in a systematic way. When a need had been met, it stopped being a motivating factor.

Research into Maslow's theory has not been very conclusive. Studies have tended to show that needs vary greatly among individuals. At the higher levels in a company, self-actualising needs may be very strong whereas at lower levels, social and security needs may be dominant.

Another theory of motivation, which has been very popular with managers, is Frederick Herzberg's 'two-factor' theory. He concluded that at work there are certain factors which cause job satisfaction while others lead to dissatisfaction.

The group of factors bringing about satisfaction were called motivators. These factors give rise to positive satisfaction. Herzberg called the other group of factors 'hygiene' factors. These factors considered to be only 'dissatisfiers', not motivators.

It is worth noting that the hygiene factors refer to the context of the job - the conditions of work - while the motivators refer to job content.

Hygiene factors deal with the question 'Why work here?'. The motivators deal with the question 'Why work harder?'.

According to Herzberg's theory, managers must pay great attention to job content. They must find ways of making jobs more challenging and interesting. As a result, managers have recently been showing great interest in job enrichment programmes.

Douglas McGregor, an American social psychologist, proposed his famous X-Y theory. This theory remains central to organizational development, and to improving organizational culture. McGregor maintained that there are two fundamental approaches to managing people. 
TEAM BUILDING

'Team Building' is the process of enabling that a group of people will reach their common goal. 

In other words team building involve: 

· clarifying the team objectives
· identifying those issues which stop the team from reaching their goals 

· removing those issues and enable the goals to be achieved 
There are several symptons which could point to the need for the team building process: loss of productivity, an increase of conflicts among team members, lack of interest and involvment,decrease in quality. 

The Stages of the Performance Team.

Any team may encounter one or more of the following stages. 

· Forming:  Where members of a team get acquainted with each other

· Storming:  This stage is a very emotional stage.  The different personality types, thinking styles, and roles may lead to conflicts. Some teams even fall apart. 

· Norming:  The members appreciates each other's differences.  They start to get settled down. 

· Performing:  The members are dedicated to get the job done, without disruption caused by poor team relationship.

The team can enter any of these stages at any time.  A "performing team" can easily return to the storming stage over a single conflict.  

Team Building Objectives.

The main team building objectives are

· Providing the team wih opportunity to evaluate strengths and weaknesses of members. 

· Determining problems in a team's behavior and suggesting actions to be taken. 

· Developing specific team processes such as conflict management. 

· Improving personal communication skills. 

· Determining roles and responsibilities of the members. 

· Working out problem solving strategies. 

The Cycle of Team Building.
Data Gathering.

This stage consists of gathering informatiob about a team and applying it to assist the team in improving its work. The purpose is to identify the causes of problems.  There are several methods that are useful for data collection like: interview with team members,  questionnaires
Diagnosis

Once the manager has completed the data collection process, he must perform an accurate data analysis.  This analysis will identify problems. The diagnosis process includes a meeting with the group, where the results of the analysis are presented to the group. It is important for the team to understand the meaning of the data before suggesting an improvement strategy.  

Planning.

The planning phase allows the manager to develop a strategy for a team building process. The manager must set objectives of the team, and make them known to members. Also, he must determine roles and responsibilities of each member.

Implementation

This is where the team executes the managers strategy and plan on the given period of time.

Evaluation

In the evaluation phase, a new data gathering process takes place.  The manager will match the newly collected data and evaluate the changes in his teams work and see how effectiveness of teams work increased. The new data gathered in the evaluation can lead to finding out of new problems which starts the team building cycle over again. 

Team building is a long term process. The nature of the team building varies in terms of scale, and what you are trying to achieve.
LEADERSHIP

The Two Most Important Keys to Effective Leadership

· Trust and confidence in top leadership was the single most reliable predictor of employee satisfaction in an organization. 

· Effective communication by leadership in three critical areas was the key to winning organizational trust and confidence: 

1. Helping employees understand the company's overall business strategy. 

2. Helping employees understand how they contribute to achieving key business objectives. 

3. Sharing information with employees on both how the company is doing and how an employee's own division is doing - relative to strategic business objectives. 

Principles of Leadership

1. Know yourself and seek self-improvement - In order to know yourself, you have to understand your be, know, and do, attributes. Seeking self-improvement means continually strengthening your attributes. This can be accomplished through self-study, formal classes, reflection, and interacting with others. 

2. Be technically proficient - As a leader, you must know your job and have a solid familiarity with your employees' tasks. 

3. Seek responsibility and take responsibility for your actions - Search for ways to guide your organization to new heights. And when things go wrong, they always do sooner or later -- do not blame others. Analyze the situation, take corrective action, and move on to the next challenge. 

4. Make sound and timely decisions - Use good problem solving, decision making, and planning tools. 

5. Set the example - Be a good role model for your employees. They must not only hear what they are expected to do, but also see. We must become the change we want to see - Mahatma Gandhi 

6. Know your people and look out for their well-being - Know human nature and the importance of sincerely caring for your workers. 

7. Keep your workers informed - Know how to communicate with not only them, but also seniors and other key people. 

8. Develop a sense of responsibility in your workers - Help to develop good character traits that will help them carry out their professional responsibilities. 

9. Ensure that tasks are understood, supervised, and accomplished - Communication is the key to this responsibility. 

10. Train as a team - Although many so called leaders call their organization, department, section, etc. a team; they are not really teams...they are just a group of people doing their jobs. 

11. Use the full capabilities of your organization - By developing a team spirit, you will be able to employ your organization, department, section, etc. to its fullest capabilities. 

PERFORMANCE APPRAISAL

Most organizations have some form of performance appraisal of their employees. The appraisals are usually carried out once a year. The manager makes an evaluation of the performance of the subordinate. This involves filling out a form or writing a report on the person concerned. After this, there is a meeting at which the two parties discuss the appraisal. A performance appraisal is, then, a judgment on how well a person is  doing his/her work
Appraisals help organizations to reward staff properly. They are useful when decisions have to be  made about salary increases and bonuses. In addition, they are needed when managers are considering transferring or promoting staff. In these situations, they provide up-to-date information about an individual's performance, skills and career objectives.

An important purpose of appraisals is to give the subordinate feedback on how he/she is performing. The manager can talk to the subordinate about the strengths and weaknesses of his/her performance.

There are many methods of evaluatmg a person's performance at work. Some of the better-known methods are described below:

A traditional method has been to give a 'rating'. The subordinate's evaluation is based on traits - qualities – that he/she shows in his/her work. Subordinates are judged on such things as knowledge of the job, reliability, initiative and sense of responsibility. The manager rates the subordinate by marking a letter or figure on a scale. For example, the rating could be A-E.

However, the most popular form of appraisal, in Britain and the United States, is Management by Objectives. This appraisal is based on a person's performance, and how well he/she is achieving his/her goals. The manager and the subordinate agree on a certain number of objectives, which should be achieved in a given period of time. The focus is on results, not personality traits.

Another appraisal method is worth mentioning too. This is the Critical Incident Method. With this system, the manager keeps a record of good and unsatisfactory examples (incidents) of a person's work. These are kept in a file and reviewed with the manager when the interview takes place.

An advantage of the system is that the manager has to think about the subordinate's performance throughout the year. Furthermore, specific examples of the person's work can be looked at and discussed at the appraisal interview.

In spite of the need for performance appraisals, people do not like them. Many managers see appraisals as their most unpleasant duty and those who are appraised rarely have a good word to say for the system used by their organization. One problem is that the manager is expected to criticize the subordinate and to give guidance at the same time. However, it is not easy for a manager to combine those roles. Many people are naturally suspicious of appraisals. They think managers are trying to find out their weaknesses, so they are on the defensive. Moreover, managers are often unwilling to say that a subordinate's performance has been 'outstanding' or 'bad'. So, the individual is described as being 'just above average'. This means that high fliers in the organization do not get a good enough evaluation while the work of poor performers may be over-valued. Finally, many managers do not like to criticize, in writing, a subordinate with whom they are working closely, day-by-day.

Appraisal can be a valuable process. At the interview, the manager should act as a guide to the  subordinate, not as a judge. The purpose of the interview should be to discuss how the individual can 'grow' in the organization, and make an effective contribution. The situation allows both parties to review the work of the individual, fix realistic targets, and plan that person's career development.

BRAND-MANAGEMENT

The Marketing Mix (The 4 P's of Marketing)

Marketing decisions generally fall into the following four controllable categories:

· Product

· Price

· Place (distribution)

· Promotion

The term "marketing mix" became popularized after Neil H. Borden published his 1964 article, The Concept of the Marketing Mix. Borden began using the term in his teaching in the late 1940's after James Culliton had described the marketing manager as a "mixer of ingredients". The ingredients in Borden's marketing mix included product planning, pricing, branding, distribution channels, personal selling, advertising, promotions, packaging, display, servicing, physical handling, and fact finding and analysis. E. Jerome McCarthy later grouped these ingredients into the four categories that today are known as the 4 P's of marketing, depicted below:

	Distribution (Place) Decisions

Distribution is about getting the products to the customer. Some examples of distribution decisions include:

· Distribution channels

· Market coverage (inclusive, selective, or exclusive distribution)

· Specific channel members

· Inventory management

· Warehousing

· Distribution centers

· Order processing

· Transportation

· Reverse logistics


	Promotion Decisions

In the context of the marketing mix, promotion represents the various aspects of marketing communication, that is, the communication of information about the product with the goal of generating a positive customer response. Marketing communication decisions include:

· Promotional strategy (push, pull, etc.)

· Advertising

· Personal selling & sales force

· Sales promotions

· Public relations & publicity

· Marketing communications budget




These four P's are the parameters that the marketing manager can control, subject to the internal and external constraints of the marketing environment. The goal is to make decisions that center the four P's on the customers in the target market in order to create perceived value and generate a positive response.

	Product Decisions

The term "product" refers to tangible, physical products as well as services. Here are some examples of the product decisions to be made:

· Brand name

· Functionality

· Styling

· Quality

· Safety

· Packaging

· Repairs and Support

· Warranty

· Accessories and services


	Price Decisions

Some examples of pricing decisions to be made include:

· Pricing strategy (skim, penetration, etc.)

· Suggested retail price

· Volume discounts and wholesale pricing

· Cash and early payment discounts

· Seasonal pricing

· Bundling

· Price flexibility

· Price discrimination




Limitations of the Marketing Mix Framework

The marketing mix framework was particularly useful in the early days of the marketing concept when physical products represented a larger portion of the economy. Today, with marketing more integrated into organizations and with a wider variety of products and markets, some authors have attempted to extend its usefulness by proposing a fifth P, such as packaging, people, process, etc. Today however, the marketing mix most commonly remains based on the 4 P's. Despite its limitations and perhaps because of its simplicity, the use of this framework remains strong and many marketing textbooks have been organized around it.

ADVERTISING
Advertising is the act of making a product, a service, a job vacancy, an event, etc. publicly known. It is a non-personal form of communication through paid means of information distribution with a clearly stated source of financing.
Types of advertising:

· Mass media

· Outside exposions

· Direct mail

· Souvenirs

· In transport

· Catalogues

· & many else

Many people equate advertising with the marketing function and don’t understand the purpose of advertising. The general public often regards advertising as unnecessary even wasteful. Why is it they ask that 6o percent of the price of box of cereal goes to advertising? Managers too frequently question the value of advertising. Indeed, Southwest Airlines founder, Rollin King, once said, “In my opinion, most advertising is waste of money”.

Is advertising wasteful? Do managers really believe that the money they spend on advertising is unnecessary? Are they correct in their beliefs? 

Let us look first at advertising in the ready-to-eat cereal industry. More that 150 brands compete for sales in an $ 8 billion market. Without advertising, any particular company would have difficulty doing business. To attract new customers and hold on to existing ones, firms must advertise. But granting the necessity of firms advertising in order to compete and survive, do consumers receive value for the money they spend? R. Craig Shulstad of General Mills answers this way: “Where else are you going to get convenience, taste and nutrition for between 15 cents and 19 cents a serving?”

Top managers sometimes think that the only reason they advertise is that their competitors do. But deep down they have little confidence in advertising’s ability to generate sales and they allocate advertising funds begrudgingly. Intuitively, we know that there is more to advertising than folly. After all why is $128 billion half the worldwide total spent each year on advertising in the United States alone? Is advertising effective? That is more difficult question to answer with certainty.

A recent study provides one indication of the value of advertising from the perspective of the firm. The study compared results for firms that cut back their advertising during two recession years versus firms that didn’t, after normalizing to make the comparisons meaningful. Firms that didn’t cut back advertising sold approximately 50% more than firms that did cut back during recession, and about 60% more in the 2 years following the recession. Indeed, net income was nearly 50% greater both during the 2 recession years and 2 years afterward for firms that didn’t cut back advertising compared to those who did. No single study is definite or without limitations. But these findings illustrate the essential role that advertising plays for the success of individual firms.

Why advertise? Chewing gum magnate Wrigley summed it up: “On train journey to California, a friend asked Mr. Wrigley why, with the lion’s share of the market, he continued to advertise his chewing gum? How fast do you think this train is going?” asked Wrigley. “I would say about 90 miles an hour. ‘Well,’ said Wrigley, ‘do you suggest we unhitch the engine?”

PROBLEM SOLVING AND DECISION-MAKING
From a practical point-of-view, one of the most important human skills is decision-making. Both at a personal level, and in the context of organizations, decision-making skill strongly affects the quality of life and success. It is not surprising that the topic has received considerable study and is the subject of many different theoretical frameworks. Decision-making skill is fundamental to management education. 
Problem-solving and decision-making techniques
Effective problem-solving and decision-making require the following steps:

1. Define the situation: Establish what has gone wrong or is about to go wrong.

2. Specify objectives: Define what you are setting out to achieve now or in the future as you deal with an actual or potential problem or a change in circumstances.

3. Develop hypotheses: If you have a problem, develop hypotheses about the cause.

4. Get the facts: In order to provide a basis for testing hypotheses and developing possible courses of action, find out what is happening now and/or what is likely to happen in the future. If different people are involved, get both sides of the story and, where possible, check with a third party. Obtain written evidence wherever relevant. Do not rely on hearsay.
Define what is supposed to be happening in terms of policies, procedure or results and contrast this with what is actually happening. Try to understand the attitudes and motivation of those concerned. Remember that people will see what has happened or is happening, in terms of their own position. Obtain information about internal or external constraints that affect the situation.

5. Analyze the facts: Determine what is relevant and what is irrelevant. Establish the cause or causes of the problem. Do not be tempted to concentrate on symptoms rather than causes. Dig into what lies behind the problem. When analyzing future events, try to make a realistic assessment in terms of existing trends both within and outside the organization. But be careful not to indulge in crude extrapolations. Consider the various internal and external organizational and environmental factors, which may affect future developments.

6. Consider possible courses of action: List the possible courses of action in the light of the factual analysis. Where appropriate, use brainstorming and creative-thinking techniques to identify courses of action, which may not be immediately evident.

7. Evaluate possible courses of action: Consider the possibilities, listing pros and cons and comparing anticipated results with your specified objectives. Evaluate the immediate and future consequences both inside and outside the organization. Compare costs with benefits. Consider the risk of creating dangerous precedents. Consider also the implications of any internal or external constraints that might exist. Ensure that all concerned participate in the evaluating and decision-making process. Note, however, that the degree of participation will depend on the nature of the problem and the participation procedures and management style of the organization.

8. Decide and implement: Decide which, on balance, is the preferred course of action, and discuss it with those concerned. Consider carefully how the decision is likely to affect them. Decide on the method of presentation, giving the reasons for the decision and, so far as possible, allaying any fears. Before implementing the decision ensure that everyone who needs it gets the relevant information

9. Monitor implementation: Check on how effectively the decision is being implemented. Obtain the reactions of those affected. Take corrective action where necessary.

CORPORATE CULTURE

To start with I would like to say what corporate culture is. The culture of an organization is often expressed as “the way we do things around here”, and consists of largely unspoken values, norms and behaviors that become the natural way of doing things. Just as every individual has an unique personality, so every company has a unique corporate culture.

Corporate culture is the shared experience, stories, beliefs and norms that characterize an organization. 

Nowadays corporate culture is in increasing frequency treated as a powerful tool for competitive struggle. That’s the reason why corporate culture ought to be formed and supported by the management; otherwise it will be uncontrolled and won’t help in reaching organizations business goals. The creators and keepers of corporate culture come from the owners and management of the organization – it is they who should sustain the complex of core values, appreciated in the company.
The base of corporate culture is mission declaration of the company. Mission is a general determination of business courses of the company, basis and purpose for its existence, description of its supreme values. The crucial moment of corporate culture is report of the mission to the employees so that they could understand what the company is striving for, what is appreciated within the firm, in what manner they should behave, and so on. 

Now let`s move on purposes of strong corporate culture. What is important to manager is establishing and maintaining a strong, clear culture, A strong corporate culture serves a number of purposes 

1. For one thing, it directs employees efforts and helps everyone to work toward the same goals.

2. Second, it helps newcomers learn accepted behaviors. 

3. Finally, a strong corporate culture gives each organization its own identity, much the same way that personalities do to people.

Corporate culture is an important ingredient in organizational success.

Finally, strong behavioral norms keep define and sustain corporate culture. And then corporate culture influences management philosophy, style and behavior.

Thus, corporate culture ought never to be ignored. However, we should understand that corporate culture is not the main part of business. It’s only a useful instrument in the hands of managers which can help them to achieve company goals – instrument, which affects probably the most important resource of the organization – its workers.
HOW TO TAKE ETHICAL DICISIONS

What is ethics? Ethics is the use of proper conduct and behavior. This is achieved by providing the standards of honesty and integrity that govern the conduct of business.

In the workplace, we are faced daily with the responsibility of making decisions. How do we respond when someone speaks to us? How do we decide what to do first when the boss gives us an assignment? Companies and institutions hire leaders with integrity and expertise. Those leaders have a responsibility to the people who work for them and to society, in general, to provide employees with guidelines for making ethical decisions. 

How Ethical Decisions Are Made

Ethical decisions are made by business leaders based on these

considerations:

1. How can employees feel fulfilled professionally?

2. How can customers be satisfied?

3. How can profit be assured for stakeholders or shareholders?

4. How can the community be served?

What do good leaders do in order to achieve ethical standards?
Laws

 First, there are laws that guide business leaders. Breaking laws can lead to arrest and imprisonment. For example, one company’s sales manager decided to discount prices of outdated fruit. In the end, some children who ate the fruit got very sick with hepatitis A. The disease was traced to the company’s outdated fruit. Several of the company’s leaders were indicted on criminal charges. Today, the company no longer exists.

Individual Ethics

Laws are not always enough to assure ethical behaviors. Individual leaders and their decision-making behaviors (ethical or unethical) set examples for employees. In the United States, anonymous manager surveys show that 30% of managers admit that they have sent in inaccurate reports. Clearly, there is a need to think about and work on developing ethical decision making skills for managers.

On-the-Job Ethical Conflicts

Four ethical conflicts confront leaders in business:

1. Conflict of Interest - A leader achieves personal gain from a decision he/she makes)

2. Loyalty versus truth - A leader must decide between loyalty to the company and truthfulness in business relationships

3. Honesty and integrity – A leader must decide if he/she will be honest or lie; if he/she will take responsibility for decisions and actions or blame someone else?

4. Whistleblowing – Does the leader tell others (media or government authorities) about the unethical behavior of the company or institution?

Framework for Ethical Decision Making

	As a guide in deciding on a course of action, follow these steps and ask yourself these questions: 
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	1) Recognise the Event, Decision or Issue 

2) Think Before You Act 

3) Decide on a Course of Action 

4) Test Your Decision 

5) Proceed With Confidence 

 


