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Business — Concept and Significance, Scope, Administration and
Management, Purchase and Material, Management

= Business

= Understanding a

The term business refers to an organization or enterprising entity engaged in commercial,
industrial, or professional activities. The purpose of a business is to organize some sort of
economic production of goods or services. Businesses can be for-profit entities or non-profit
organizations fulfilling a charitable mission or furthering a social cause.

“Business may be defined as human activity directed towards or acquiring wealth through

buying and selling

“Business may 1 hange something of

value, whether g e and Plowman
“Business is an e nglge e 3 i goods for sale in the
market or render for'a p

The term busineé ercial, industrial, or

professional reas d extensive market
research may be nto a business.
Businesses often ess plan is a formal
document that o strategies and plans
to achieve these you want to borrow
capital to begin op
Determining the legal structure of the business is an important factor to consider, since
business owners may need to secure permits and licenses and follow registration
requirements to begin legal operations.

Corporations are considered to be juridical persons in many countries, meaning that the
business can own property, take on debt, and be sued in court.

Most businesses operate to generate a profit, commonly called for-profit. However, some

businesses that have a goal to advance a certain cause without profit are referred to as not-
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for-profit or nonprofit. These entities may operate as charities, arts, culture, educational, and

recreational enterprises, political and advocacy groups, or social services organizations

v

Economic Activity

Production/Purchase of Goods and Services

v

\ 4

Selling of goods and services

v

Continuity in Dealings

= Nature of Busine

= Business is deriy ith one or the other
work, but it ism
= Better understanding ofwhat'a , W 0 throug ollowing points:

1. Regular Process: It is an activity which is performed repeatedly to generate profit.

2. Economic Activity: The whole sole purpose is maximising wealth.

3. Creates Utility: The goods or service must be such that it creates form utility —

conversion of products in a consumable form, time utility — making the goods and
services available when needed; and place utility — availability of goods or services
wherever required, for the consumers.

4. Capital Requirement: Any venture requires fund depending on the size and its type.
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5. Deals in Goods and Services: It is related to manufacturing and offering goods for sale

or catering services.
6. Risk: All businesses have a risk factor or uncertainties of failure and loss.
7. Profit Earning Motive: The initial motive of a businessman is making a profit out of

his venture.

8. Satisfaction of Consumer’s Need: It is concerned with the fulfillment of the

customer’s demands and needs.

9. Involves Buyer and Seller: There are majorly two parties involved, the customer and

the merchandise.
Social Obligati

dealing with

10. ating job opportunities,

11.

resource allg bour and technology
to produce g
12. omic activity has to

13. business activity.

Types of busing

1. Sole propriete their initial years of

operation. It r ned, managed and

controlled by a alll risks.
Eg — Beauty pa

Features —

1) Sole risk bearer and profit recipient.

2) Right to run the business and make all decision lies absolutely with the sole proprietex.

3) No separatge entity as owner held responsible for all the activities of business.

4) Have unlimited liability.

5) Formation and closure done easily as they hardly require any legal formalities.

Merits Limitations
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Quick decision making. Limited resources

Confidentiality of infermation Limited life of a business concern

Direct incentive for his/her efferts Unlimited liability

Al

Sense of accomplishment Limited managerial ability.

gl w e

Ease of formation and cloure

1. Partnership — The Indian partnership Act,1932 defines partnership as — "The relation

between persons who have agreed to share the profit of business carried on by all or any one

of them acting for all".

Features

1) Comes into rms and conditions

governing t s and manner of

conducting b
2) Have liabilit
3) Risk bearing
4) Decisions are
5) Characterised y of any partner can
bring an end

6) Minimum 2

Ease of formation ane
agreement between prospective partners.

Unlimited liability

Balanced decision making 2. Limited resources
More availability 3. possibility of conflicts
Risks are shared by all the partners 4. Lack of continuity

. Confidentiality of information relating to | 5. Lack of public confidence as partnership firm is not
its operations legally required to publish its financial reports
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Types of Partnership on basis of
I

v v
Duration Liability
I [
v v v v
Partnership at Particular General Limited
will partnership partnership partnership

2. Cooperative society — The cooperative society is a voluntary association of persons, who

join together with
The cooperative der the cooperative
societies act,191-
Features
1) Membership
2) Registration parete identity to the

society whic
3) Liability of
4) Control as po
5) Service moti

6) Principle of

itations

1. Equality in voting sources

Limited liability 2. Inefficiency in management

3. Stable existence — death, insanity of members

L. ) ; 3. Lack of secrec
do not affect continuity of cooperative society y

4. Support from government 4. Government control

5. Ease of formation 5. Difference of opinion
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Types of cooperative societies

v v v v v

Consumers Producers Marketing Farmers Credit

1)
2)

3)

4)

5)

3.

Consumers cooperative societies — Formed to protect interests of consumrs.
Producer's cooperative societies - To protect the interests of small producers, aimt to fight
against big capitalists and enchance the bargaining power of small producers.

Marketing coope products.

Farmers coope by providing better
inputs at reasone rming and increases
productivity.
Credit cooperat ms to the members,
to protect the me
Companies - A

activities and h

arrying out business

company form of

organisation is gc

Features

(i) Separate le om its members. Its
assets and |

(i) Formation o ated process.

(iii) A company being a creation of law can be brought to an end only by law.

(iv) Management and control of affairs of company is taken by board of directors.

(v) Liability of members is limited to extent of capital contributed by them.

(vi) Every company has its own seal which acts as official signature of company.

(vii) Risk of losses is barne by all the shareholders. This is unlike the case of sole

proprietership or partnership.

Merits Limitations

1. Limited liability 1. Complexing in formation
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2. Transfer of interest 2. Lack of secrecy

3. Perpetual existence 3. Impersonal work environment

4. Subject to many legal provisions and

4. Scope for expansion )
compulsions

5. Progessional management can afford

experts, pay higher salaries 5. Delay in decision making

6. Oligarehic management.

7. Conflict of interests.

= Objectives of
While profit is

she ought to aim at
something more
1. Economic ok
i. Earing pr

ii. Exploring

iii. Creation
iv. Growth a

vi. Producti
2. Social objec gations towards the
society also.
i. Providing more and more employment opportunities to people
ii. Supply of quality goods and survicess to community.
iii. Providing goods at reasonable cost.
iv. Ensure fair returns to investors.
v. Avoidance of profiteering and unfair practices.
vi. Production of goods in accordance with national interests and priorities.
vii. Conserving natural reasources and protecting the environment.
3. Human objectives —

i. Take account of economic well being.
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ii. Social and psychological satisfaction of employees as well as development of human
resources.
Iii. Providing fair remunerations and incentives.
iv. Arrangement of better working conditions.
v. Organising training and development program for growth of employees.
4. National objectives-
i. Providing employment opportunities.
ii. Contributing to country's revenue.
iii. Promoting exports and reducing imports.

iv. Focussing on

v. Promotio

vi. Payment

= Characteristics G

1) An economic ac undertaken with the
objective of earn
2) Production or pr¢
3) Sale or exchange
4) Dealings in good
5) Profit earning — 's why businessmen
make all efforts
6) Uncertainty of re ount of money that
business is going t
7) Risk — Risk is uncertainty associated with an exposure to loss. Risk is related with factors
like changes in consumer taste and fashion, changes in methods of production etc.

8) Investment — Investment is required to start and run a business.

= Significance

= Business plays a crucial role in economy by promoting goods and services, creating jobs,
and driving innovation. It also contributes to society by supporting communities, promoting
social and economic development.
1) Business improves the standard of living by providing better quality and large variety of
goods and services.

Sharma Academy Mob.9179885224 Page 9




2)

3)

4)

5)

6)

7)

8)
9)

10) Through bus

It generates employment in country which in turn reduces poverty.

Utilises the scarce resources of nation and facilitates mass production.

Improves national image by producing and exporting quality goods and services to
foreign countries.

Gives better return to the investors on their capital investment and also provides
opportunities to grow and expand business.

Promotes social interest by providing tourist services, sponsoring cultural program which
promotes social integration.

Helps in development of science and technology by spending large amount of money on

research and d

Helps in pro ods.
Satisfaction @
ble to the people in

country.

Revenue (

resources
Improves Stan onal Image
Bulk Production < > Promotes Social Interest

Satisfaction Of Human needs

A
A 4

Innovation

Generates Employment Increases Economy of India

A
A 4

Scope of Business
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" Business is not financial science, it's about trading, buying and selling. It's about creating a
product or service so good that people will pay for it" — Anta Roddick

The concept of business also encompasses the arganised efforts and activities of individuals
to produce and sell good and services in returns of profit.

'Scope of 'Business' is wider than that of "Trade and commerce" Trade is one to the branches
of commerce which is concerned with exchange of goods and services. While commerce

is a wider term it includes 'Trades' as well as aids to trade.

Business

Commerce

v

Planning

Extractive

Genetic

Manufacturi v
Aids to Trade
Warehousing |«
»| Processing

_ Insurances |«

»| Assembling
Bankingand |
Finances |
Advertising |«

Industry — Refers to that part of business activities which is related with extraction, production

or fabrication of products.
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1. Primary industries — Include all these activities which are concerned with extraction and
production of natural resources.
(a) Extractive — extract products from natural resources. Eg- farming,mining, lumbering,
fishing etc.
(b) Genetic — Engaged in breeding plants and animals for their use in further
reproduction. Eg- seeds and nursery activities, breeding farms, poultry farms.
2. Secondary — concerned with material which have already been extracted from primary
sector, these industries process such materials for final consumption.
Eg- mining of iron are is primary industry but manufacturing of steel is secondary

industry.

(a) Manufac ing of raw materials
and bring
(b) Construg

Eg- engi

ges, roads etc.

3. Tertiary — €
activities too
Eg — Transpo
Commerce
It includes 2 types of
a) Trade and
b) Adis to trade
Buying and selling o es that are required to
facilitate the purchase and sale of goods. These are called aids to trade which includes transport,
Banking, Insurance, Communication etc.
1. Trade — It refers to sale, transfer and exchange of goods.
Business are engaged in trading activities to the goods available to consumer in different market.
Trade is classified into 2 types.
i. Interanal — Buying and selling of goods within the country
a) Wholesale — Process of purchase of goods in huge quantity from producers and their
resale to retailers.
b) Retail — The retailer sales the goods and services to the consumers.
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2.

ii. External — Purchase and sale of goods between two countries. It includes imports and
exports and entrepot.
Entrepot — firms of country 'A" purchase goods from firm of country 'B' to be sold to firms of
country 'C'
Aids to Trade — The activities which help in the purchase of goods and services are called aids
to trade. The aids which are compulsory for development of trade are —
Transprot — for carrying goods from the places of production to centers of utilisation.
Eg — Railways, Ships, Ariline etc.
Insurance — Risk of damage of goods are covered under insurance

Warehousing — Gg and when demanded in

market. Wareho
of goods. They also
both at national and
worldwide.
Advertisement er, magazines, radio
has helped the ca
All these activities vide the necessarry

support to the entire

Business admi

Business administrat 5, time and people to
ensure business run ¢
Stephenson — "Busine ontrol of business or
any other similar business activities."

Eg- TCS, MPEB etc.
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Objectives-
1.

2
3
4.
5

goal
oriented

coordinat
ion and
Cooperat

Solutions
to
problems

continous
and
ongoing

group of

Characteris
tics

Elements of
flexibilit

To support caree
To develop skill
To educate the pt
To provide and
To coordinate an
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Role of profits in business

means of

livelihood
Role of

profits

achievement

Business Risk - Bus in future.

Business is full of u o change in fashion,

fall in market price e

Types
1) Strategic risk — Happens to business anytime, this could be due to change in customer
preferences.
2) Compliance risk- Relates to the risk that arises from the changing rules by regulatory body

or government.
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3) Financial risk- Related to financial health of the business. It relates to ability to carry on
operations in case of non-payment.

4) Operational risk- Risk arising from the execution of processes or operation.

5) To coordinate and cooperate - among different departments and members.

Benefits —
1. To complete pre-determined goals.
2. Increases employment.
3. Development of skills.
4. Provides a competi
5. Increases busines
6. Establishing cord
7. Helps in optimal
8. To awaken the sy
9. To maintain effe(
10. Helps in planning
11. Exercising a sens
12. Using country's
13. Helps in develop
14. Plays a crucial ro
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= Factors for effec

Effective administra ployees as well as

management as the t mage is built.

1. Knowledge inp his/her subordinates
as well as machi

2. Leadership skill
Building subordi constant counseling
encouraging and mo

3. Communication skill — An administrator should be a good listener and good communicator
to understand view, thoughts etc.

4. Proper instruction and enforcement of rules and regulations.

5. Result oriented — An administrator should be effective and result oriented and able to
produce results within the time schedule.

6. Technical skills — sufficient knowledge of operations of various equipments used in unit

helps in identifying problems and taking corrective measures.
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Conclusion - Administration is a fundamental element for business success, its effective
application directly influences operational efficiency, decision making, organizational
development and creation of competitive advantages. Investment in solid administrative
practices is essential to achieve and maintain a prominent position in market.

Management

Kreitne says - “Management is the process of working with and through others to effectively
achieve the organizational objectives by efficiently using limited resources in the changing

environment.”

= Principles of Management

1. Principles of Ma

= Management s — business& non

business.

= Every organi Si agement principles.

2. Principles of M

» Management
= There is suff modified as per the
requirements

3. Principles of M

= Principles o ip between related
variables.

= They indicate what will be the consequence or result of certain actions. Therefore, if one
is known, the other can be traced.

4. Principles of Management - Aims at Influencing Human Behavior

= Human behavior is complex and unpredictable.

= Management principles are directed towards regulating human behavior so that people
can give their best to the organization.

= Management is concerned with integrating efforts and harmonizing them towards a goal.

= But in certain situations even these principles fail to understand human behavior.
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5. Principles of Management are of Equal

Importance
= All management principles are equally

important.

Organisi
ng

= No particular principle has greater Manageme
importance than the other corr:':i:qsu%us

= They are all required together for the process

achievement of organizational goals.

6. Principles of Management ar Continuous

=  Modification

continuous

principle of

= Characteristics @

1. Goal oriented F ve already specified
and desired objec

2. Pervasive: Mang ganizations whether

economic, social nd at each and every
level.

3. Multidimension of work, people and
operations.

4. Continuous: It ¢ ng performed by all
managers simulta
The process of management continues till an organization exists for attaining its objectives

5. Group Activity: It is a group activity since it involves managing and coordinating activities
of different people as a team to attain the desired objectives of the organization.

6. Dynamic function : It is a dynamic function since it has to adapt according to need, time and
situation of the changing business environment. For example, McDonalds made major
changes in its ‘Menu’ to survive in the Indian market.

7. Intangible Force: It is intangible force as it can’t be seen but its effects can be felt in the
form of results like whether the objectives are met and whether people are motivated or not

and there is orderliness and coordination in the work environment.
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Henri Fayol’s 14 Principles of Management

Stability of Tenure Initiative Esprit de Corps
f f f
Degree of
Division of Labor | g o
Centralization
Authority & Principles of ,
- < »| Scalar Chain
Responsibility Management
Discipling Order

Remunera Equity

Unity of Co ion of Individual
nterest

= Henri Fayol’s 14

1. Division of Lab

= The division zation into different

teams special

= Example: Tqg
joint like McE

ple of any fast food
e order, the second
person assembles the burger, the third prepares the fries, the fourth person readies the
drink, and the first person serves the entire order.

2. Authority and Responsibility

= Fayol defines authority as “the right to give orders and obedience,” where the worker

must be responsible for complying with the order. Both authority and responsibility must

be balanced. The managers should be able to ensure their tasks are being done without
fail.
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= Example: A company manager gives his employees the order to go to work the next day
at an item exhibition. Therefore, they are responsible for complying with the request and
showing up on time at said event.
3. Discipline
= The discipline principle of management follows the previous principle and depends on

obedience and compliance with established rules, that is, on behaving correctly. A culture
of mutual respect must be created within teams so that discipline doesn’t feel imposed but
should be a part of the organizational flow. Good supervision forms the base of the
discipline.

= Example: If the
inappropriate

arrive late or wear an

with.

4. Unity of Comm

= There needs teams. The_unity of

command me )m a single boss or
superior to a a inf i at is contradictory orders
p ensure no conflicts
of authority.
= Example: Po
Mahesh. Five s ¢ ask to print some sales

o owners, Raj and

posit some checks.

= This would b ‘unity of command”

principle would not be fulfilled.
5. Unity of Direction

= Unity of direction suggests that all employees work towards the goal. All activities must

be led by a manager responsible for the plan. Unity of direction is dependent on good
organizational skills and planning. There cannot be unity of command without unity of

direction.
= Example: Production activities within a production unit should be supervised and
managed by one manager, while its marketing activities, such as advertising, pricing,

policy, etc., must be directed by only one manager.
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6. Subordination of Individual Interest

= In any organization, the company’s interests must always be privileged over the

particular interests of the owners and employees. This is called subordination of

individual interest against the company’s interest. It will always be necessary to give

more importance to what happens in the company than personal issues.

= Example: Mini is responsible for meeting with a potential client for an event in a
community hall on 10th August. Instead, she used that community hall to celebrate her
birthday party. This way, she not only misses out on a potential client for her company
but also puts her reputation at stake.

7. Remuneration

= The salary p d guaranteed for all
company emy
= Example: A
newly hired
fulfilled in th

= |t is also goc

a sales award, but a

ciple would not be

ue to gender issues,
where wome ponsibilities.

8. Degree of Cent

= Centralizatio the top hierarchy. In

this situation

= Example: Ce
where the 0

on-making.
m-sized enterprises),
delegate them or do
not involve middle-management or other employees.
9. Scalar Chain
= The scalar chain principle of management suggests that hierarchy is the order in the

command lines from the highest levels. In this hierarchy, the directors and managers are
at the top, the middle managers (bosses and supervisors), and the lower-level employees.
Hierarchy defines authority and responsibility.

= Example: The lines of the hierarchy are evident in defence services with different
degrees of importance. For instance, in the army, the hierarchy is as follows — Field
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marshal, General, Lieutenant general, Major general, Brigadier, Colonel, Lieutenant
colonel, etc.
10. Order
= The principle of order suggests that there should be a fixed place for everything and

everyone, and everything and everyone should be in its place. This will lead to improved
productivity and efficiency.
= This aligns with the scientific management theory.

= Example: There is no order for tools and equipment in a company dedicated to
manufacturing auto parts in the workshop. The staff also does not have a fixed place of

work assigned ned role. This example

defies all the
11. Equity

* In any comp es’ loy will be necessary to
treat the emp ; : d fairly. Equity is a
combination i

= Equity also quality. This means
men and wo

= Example: M allows choosing the
simplest job nds, and to another

colleague wit lenging job.

= Considering e Fayol principle of
equity would

12. Stability of Tenure of Personne

= Fayol argues that it is essential to ensure that employees last a long time in their positions

and avoid staff turnover as much as possible. The idea of the stability of tenure of

personnel is to inculcate a sense of job security and loyalty in the teams so they don’t
think of leaving the organization. The sense of job insecurity is directly proportional to
low labour efficiency and the high cost of training a new person to carry out their tasks.

= Example: Info Edge India Limited awards its employees for their contribution after they
achieve a benchmark period (five years, ten years, and so on). This fosters loyalty toward

the organization and encourages the employees to contribute their best.
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13. Initiative
= Fayol defines initiative as “the ability to see a plan and ensure its success.” Extending this
definition, we can add that the initiative links to people’s ability to propose develop or
devise projects that improve current situations and the chances of meeting the business
goals with lesser costs and time.
= Example: Mohan is a production manager in a textile factory. He devised a plan to
improve the manufacturing process to reduce costs by 3%, thereby making an initiative
towards achieving business goals more efficiently.
14. Esprit de Corps

= Esprit de Corp

cfore, the management

should create

= Example: T
pride in insp

bat units. They take
al with their counter
units.
Conclusion
= Fayol’s 14 pt delines that can help
managers imy

= Importance of

1. Management he ams and coordinates

with individuals als

reates a dynamic }

Increases > L
< Orgnaization
efficiencv J
IMPORTANCE OF
——— MANAGEMENT Helps in the
Helps in achieveing | development of the
personal objectives ) society

2. Increases efficiency: Management increases efficiency by using resources in the best

possible manner to reduce cost and increase productivity.
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3. Creates dynamic organization: Management helps the employees overcome their resistance
to change and adapt as per changing situation to ensure its survival, growth and its
competitive edge.

4. Achieving personal objectives: Through motivation and leadership management helps the
individuals in achieving personal goals while working towards organizational objective.

5. Development of society: Management helps in the development of society by producing
good quality products, creating employment opportunities and adopting new technologies.

Adminsistration and Management

= Administration involves overseeing an organisation’s day-to-day operations, ensuring they

run smoothly by i ent. This entails tasks

like managing s urce allocation, and
resolving issues lementation, making
certain that guide |. Their coordination
efforts harmoniz lity enables them to

respond effective

= Type of adminis

= You must de over their replicas.

Your choice istration, or some

combination

= Centralized ad
=  With centrali

, all its replicas are
mastered by a reg e maintain all replicas
and all synchronization patterns and schedules. These administrators have permission to

access the replica servers at all sites.

= Advantages
= Your company does not have to hire a Multisite administrator for each site.

= |tis easier to ensure that schedules do not conflic

= Disadvantages:

= Some administrative procedures require a replica to be self-mastering.
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= |f Rational Clear Case administration is done at a local level, the Multisite administrators
must have knowledge of all local administrative procedures (for example, backups and
server maintenance).

= Remote access to all sites is required.

= Individual administration

=  With individual administration, each replica is self-mastering and there is an
administrator at each site. Administrators are responsible for creating and maintaining

replicas, synchronization patterns, and synchronization schedules at their sites.

= Advantages
= No mastership

ds to change replica
properties.
= Administrato es do not conflict

with Rationa

= Disadvantages:
= A MultiSite g

=  Communicat

mpany has sites in
multiple time

= Semi-centralized

= You can al , Sites with major

development responsibility  for

administering strators.
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Basis Management Administration

L Meani Means getting the work done through | Deals  with ~ formulation  of
. Meanin
J and with others. objectives, Policies of organizations.

Refers to execution of decisions. It is a | Relates o decision making it is a
2. Nature of work ) ) o ]
doing function thinking function

o ) Management decides who shall | Administration determines what is to
3. Decision making | o o o
implement the administrative decision | be done and when it is to be done.

4 Stat Management is relevant at the lower | Administration refers to higher
. Status
levels in the organisation levels in the organisation

st possible allocation of

5. Focus

6. Key person

) control over the the
7. Area of operation )
e organzation

8. Role

O

. Authority

10. Function nd determinative
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Purchasing Management

= Purchasing describes the process of buying. It is the learning of the requirement, identifying
and selecting a supplier, negotiation price. Purchasing is an element of the wider function of
procurement and it includes many activities such as ordering, expediting, receipt and
payment.

= Dr. Walters — Purchasing means procurement of appropriate materials machines equipments
and stores use in the manufacture of a product at the right time in right quantity at lowest

cost.

Different type

1. Direct purchasing

Direct purchasing co le terms, this means

the direct purchase o duct.

= Examples of dir

- Raw materials
- Components and
-~ Machinery
-~ Items purchased

2. Indirect purchase

Indirect purchasing perations but do not
contribute directly to
running of an organisation.
Examples of indirect purchasing:
- Marketing services

- Equipment maintenance

- Office supplies

— Consultancy service

= Components of purchasing

- Needs assessment
— Source identification
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— Contract negotiation
— Supplier selection
-~ Expediting / follow-up

— Performance evaluation

= Objectives of purchasing are:

1. To pay reasonably low prices for the best values obtainable, negotiating and executing all
company commitments.

To keep inventories as low as is consistent with maintaining production.

To develop satisfactory sources of supply and maintain good relations with them.

To secure good ve ceptable quality.

To locate new

To develop gooc S an asing policy.

N o g s~ DN

To implement s ake-or-buy to reduce
cost of purchase
8. To secure high c um ability.
9. To maintain a ensurate with  good
performance.
10. To keep top ma buld affect company
profit or perfor
11. To achieve a hi r departments in the

organisation.

= Purchasing Cycle

= The purchasing cycle begins with a request from within the organization to purchase

material, equipment, supplies, or other items from outside the organization, and the cycle
ends when the purchasing department is notified that a shipment has been received in
satisfactory condition, and managerial accounting is actively involved in each step.
The main steps in the cycle are as under:

= Recognition of need

— Description of need

— Selection of suppliers

— Determination of prices
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+ 41

-

Preparation of purchase order

Placing the order with a selected supplier
Monitoring and follow up the order
Receiving the ordered materials

Checking and approving for payment to supplier

= Challenges of purchasing management

= Principle of Purg

Supply chain disruption — can be affected by natural disasters, political instability etc.
Identification of potential suppliers and evaluation of their qualifications is challenging task.
Negotiating favourable terms and conditions with suppliers can be complex and time

consuming.

Fluctuations in al advancements etc
can influence p
Purchasing ma pertise to effectively
collect, analyse
It is quite chall¢ identify and reduce

potential risks.

M

Transparency a free from bias.
Compliance wit
Value for mone cisions.
Risk manageme supplier relationship
with suppliers.
Continuous Improvement — Continuous improvement by evaluating and analysing

purchasing practices.

= Importance of Purchase Management

The significance of purchasing management in today's business environment cannot be

overstated, given its multifaceted impact on organisational performance. Key points include:

Financial Impact: Effective purchasing management directly influences the bottom line by

securing cost-effective deals and enhancing profitability.
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= Operational Efficiency: Ensuring timely delivery of high-quality inputs supports seamless
production and service provision, enhancing overall efficiency.

= Market Competitiveness: Strategic sourcing and supplier partnerships contribute to
innovation and quality improvements, bolstering competitive advantage.

= Risk Management Framework: Proactive risk assessment and mitigation strategies within
purchasing management safeguard the organisation against supply chain disruptions.

= Sustainability and Ethics: Commitment to sustainable and ethical procurement enhances
brand reputation and aligns with global standards and consumer expectations.

= Strategic Supplier Relationships: Nurturing positive supplier relationships leads to better

terms, collaboratived

= Advantages of P

Purchasing is an imp

e purchase function
vary according to th of its advantages in

brief below.

e Lower Cost
The relationship bet Purchase orders for
large amounts can b planned can lead to
reduction of costs. ment cost effective.
Lower prices for gc of the year or in a

wholesale quantity.

e Regular Supp
The Purchase team ca d materials by planning
ahead of time and focusing on requirements for a long period of time. If the requirements are not
specified in advance, the company may face a supply shortage or be forced to purchase

substandard or expensive materials due to last-minute purchase.

e Transparency

Transparency is essential for the purchase process of a company because it aids in clarity and
simplification of processes, improving efficiency and gaining a general understanding. These
elements can improve overall department and company efficiency by having a clear
understanding of how the purchase systems work.
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¢ Relationship Management

It is one of the key facets of purchase management. Having a poor working relationship between
the company and the vendor will cause problems. The company's reputation must be upheld, and
vendors' confidence must be preserved. The working capital and cash flow condition of the
company are impacted when a customer places an order since he or she commits a sizable
amount of the company finance.

e Reduced supplier risk

Purchase management process can help reduce supplier risk by diversifying the suppliers an
organization uses, it reduces the risk of disruption in the supply chain if one supplier is unable to

meet demand or goe the organization to

negotiate better price
e Freedomto |

Businesses' prioritie jement strategies in

place. More specific nt, their attention is
focused on the sho lows for long-term,
high-level focus. A ovate in ways they

previously could not
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Materials management

Materials management_is a core function of supply chain management, involving the planning

and execution of supply chains to meet the material requirements of a company or
organisation. These requirements include controlling and regulating the flow of material while
simultaneously assessing variables like demand, price, availability, quality, and delivery

schedules.

Material management objectives

Material management _i management in which adequate

arrangements are ma ment of material for
cost control.
1. Purchasing at lo
2. Purchasing good
3. Ensuring regular
4. To reduce wastag
5. Controlling inves
= ‘Five Rs of

1. The right

2. Atthe rig

3. Intherig

And of the q

1. Atthe rightp

2. From the right sources

= Types of Material Management

The following are the different types of material management:

Inventory Management

Inventory management involves the maintenance of a company's stock of raw materials, semi-
finished goods, and finished products. It includes identifying the optimal inventory level to be

maintained, determining the reorder points, and ensuring that the inventory is stored correctly.
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. Purchasing Management

Purchasing management involves procuring raw materials, supplies, and services required for
production. It consists of the selection of suppliers, negotiation of prices, preparation of purchase
orders, and management of supplier relationships.

Warehouse Management

Warehouse management involves the storage and handling of materials, as well as the
management of the physical movement of goods within a warehouse. It includes receiving,
storing, and shipping materials, as well as managing inventory levels and the location of
materials within the warehouse.

Material Requireme

Material requiremen ials and components

needed to manufact ng inventory of the
materials and comp re needed and then
scheduling their proc
Transportation Ma
Transportation mana rom one location to
another. It includes t paration of shipping
documents, and ma ment aims to ensure
that the materials are
Material handling
To transport the mat . It is the process of
moving, storing and supply chain from

manufacturing to distribution.
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Quotation

Recycle Inspection

Cycle of

= Purchasing and

= Purchasing and d managing the raw

materials, compo oduce its goods and

services. The gc nsure that the right

materials are avai ght quality to support

the production and delivery of goods and services.

The key activities involved in purchasing and materials management include:

1. Sourcing: The process of identifying and selecting suppliers for raw materials,
components, and finished products.

2. Negotiation: The process of negotiating contracts and pricing with suppliers to ensure
that the best possible terms are achieved.

3. Purchase Order Processing: The process of issuing purchase orders to suppliers to

ensure that materials and components are delivered in a timely and cost-effective manner.
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4. Inventory Management: The process of managing and controlling the levels of
inventory to ensure that materials and components are available when needed, while
minimizing inventory costs.

5. Quality Control: The process of ensuring that materials and components meet the
required quality standards before they are accepted into inventory.

6. Payment Processing: The process of paying suppliers for materials and components that
have been received and accepted into inventory.

7. Supplier Relationship Management: The process of managing and maintaining strong,
collaborative relationships with suppliers to ensure that materials and components are

delivered in a tig

Overall, purchas in the success of a

company's suppl efficiently business
may achieve ove
Purchasing and : M6 3 sing
1. Total Cost

owning and

on the total cost of

the purchase price,
but also trans or obsolescence.
Make or B

effective to p

her it is more cost-
e it from an external
supplier.

Strategic implementing a

comprehensi ost of ownership, the

level of risk involved In working with a particular supplier, and the impact of the
supplier's performance on the company's overall supply chain.

4. E-Procurement: This process involves using electronic tools and platforms to automate

and streamline the procurement process, from sourcing to purchase order processing to
payment processing.
5. Supplier _Relationship _Management (SRM): This process involves building and

maintaining strong, collaborative relationships with suppliers to ensure that materials and
components are delivered in a timely and cost-effective manner, and to minimize the risk

of disruptions in the supply chain.
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6. Inventory Management: This process involves managing and controlling the levels of

inventory to ensure that materials and components are available when needed, while
minimizing inventory costs. This may include using inventory control techniques such as

just-in-time (JIT) and lean inventory management.

= Importance of Material Management

1.

Cost Reduction

One of the primary objectives of material management is to reduce the cost of materials. It
includes reducing the cost of purchasing materials, as well as reducing the cost of storing and
handling materials.

Improved Quali

Another objecti y of materials and

products. This i the production meet

specified standar 3 ects.

A third objective al manag : : ery of materials and
products. This in the right time and in
the right quantit to prevent delays in
the delivery of
Inventory Opti
Another objecti evels. This includes
determining the processes to manage
the movement of
Efficient Supply Chain

A final objective of material management is to ensure the efficiency of the supply chain. This
includes reducing lead times, improving the efficiency of delivery processes, and optimizing
the movement of materials within the warehouse.

Contribution to the conduct of economic activities

Helpful in providing employment —

Activities through material management such as purchasing, warehousing, inventory

management provide employment to people
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- ~ Improved Productivity
Cost Contr_ol and < and Efficiency
Reduction
N < Benefits of
( ) ] )
Enhanced P Materials Streamlined Supply
Customer Chain Processes
N Management
( ] )
Optimal < Risk Mitigation
L Resource )

= Benefits of Materials Management

1.

Improved Produ

Effective materis ailable in the right

quantity, at the 5 delays, minimizes
production inter ining processes and
reducing lead ti erational efficiency.
Cost Control an
Proper material reduction. It helps
organizations op outs, and minimize
carrying costs. E ion, negotiation, and
contract manage and inefficiencies in
the materials flo S Sts.

Enhanced Custc
Materials manag tations and ensuring
timely delivery of products or services. By maintaining adequate inventory levels and
efficient order fulfillment processes, organizations can fulfill customer orders promptly.
Accurate demand forecasting and effective supply chain coordination enable faster response
times and improved customer service. Satisfied customers result in repeat business and
positive word-of-mouth, enhancing the reputation and competitiveness of the organization.
Optimal Resource Utilization

Efficient materials management helps organizations optimize the utilization of resources,
such as raw materials, components, equipment, and human capital. It ensures that resources

are allocated effectively, minimizing wastage and maximizing productivity. By having a
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7.

= Challenges of M

clear understanding of material requirements, organizations can avoid excess purchasing and
reduce storage costs.

Streamlined Supply Chain Processes

Materials management is closely linked to supply chain management, and effective materials
management contributes to streamlined supply chain processes. It facilitates seamless
coordination between suppliers, manufacturers, distributors, and customers, enabling smooth
materials flow across the entire supply chain network.

Risk Mitigation

Materials management includes risk assessment and mitigation strategies. It helps

organizations identi pply, such as supplier

disruptions, price ive risk management

practices, organiz minimize the impact
of disruptions on
Minimum mate

Material loss ca al management.

Despite its importa
challenges are :-
1.

Some of the major
Supply chain one of the biggest
challenges in ma er logistics providers
and production e and to the right
specifications.
Cost Control :- Controlling cost is another major challenge in materials management.
Material managers need to negotiate prices with suppliers, manage logistics cost and ensure
that materials are purchased at the most effective prices.

Quality Control :- Ensuring that materials need the required quality standards is important
challenge. Material managers need to work closely with suppliers to ensure the quality of
product.

Data Management :- Managing large amounts of data is another important challenge in
materials management managers need to track and manage data related to supplier

information, logistics information and production information.
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= Questions

2 Marker
Q1. Why business is an economic activity?
Q 2. Meaning of business.
Q 3. Three Important characteristics of business.
Q4. Name the types of business.
Q5. Write two significance of business in economy.
Q 6. Define administration and management.
Q 7. Define purchasing management.
Q8. Define ma
Q9. Nameco
Q 10. Name th
Q11. Roleofp
Q 12. Business
Q 13. Define co
Q 14. Define In
Q 15. Define B
Q 16. What is
Q 17. Whatis E
Q 18. State mes

7 Marker
Q1. Explainb
Q 2. Describe the significance of business.

Q 3. Explain scope of business in Indian economy.

Q 4. Objectives of business administration.

Q5. Importance of administration in business activities.

Q6. How would you classify business activities?

Q 7. Write a short note on purchasing management in business.
Q 8. Write a shot note on material management in business.
Q9. Importance of purchasing and material management.

Q 10. Define business risks and its types?
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Q 11. Explain different type of primary industry?

Q 12. Distinguish between economic and non — economic activities?

Q 13. Mention economic objective of Business?

Q 14. Mention Social objectives of Business?

10 Marker
Q1. Differentiate between administration and management.
Q 2. Define business and its important characteristics.
Q 3. Describe business and its types.
Q4. Describe the role administration, purchasing and material management plays in
developmen
Q5. Describe
Q6. Show the opment of business.
Q7. Describe
Q8. Explaint
Q9. State me
Q 10. Define co erce?
Q11. Whatare ?
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Management Process, Resource Management and Functions of
Management. Plan, Organisation, Direction, Control, Coordination,
Decision Making, Motivation, Leadership and Communication.

Management

= Definitions of Management

Management is the process of planning, organising, staffing, directing and controlling the

enterprise resources ef ganisation.

"Management is the n which individuals,
working together in (
nd Heinz Weihrich
" Management is t effectively achieve
organizational objec nvironment"

— Kreitner
—  Effectiveness ompleting activities

and achieving ith minimum  cost.

= Characteristics

1. Management is f basic goals which

should be simple a different individuals in
organisation towards achieving goals.

2. Management is all pervasive - Activities involved in managing an enterprise are common to
all organisation whether economic, social or political. A petrol pump needs to be manage as
much as a hospital or a school.

3. Management is multidimensional — Management is complex activity with 3 main
dimensions-

i. Work management — Management translates the work in terms of goals to be achieved
and assigns the means to achieve it. This is done in terms of problems to be solved,

decision to be made, plans to be established.
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ii.  People management — Human resources are an organization's greatest asset.
iii.  Operations management — This is interlinked with both the management of work
and management of people.

Management is a continuous process — The process of management is a series of
continuous, composite but separate function (Planning, organizing, directing, staffing and
controlling). These functions are simultaneously performed by all managers all the time.
Management is a group activity — An organisation is a collection of diverse individuals
with different needs, every member of the group has a different purpose for joining the
organisation but as members of the organisation they work towards fulfilling the common

organizational goa individual efforts in

Management i )€ SU organisation must

Eg- Mcdon i e Indian market.
Management is Seen but its presence
can be felt in the
Management is and for the people. It

is a social proces

Characteristics
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Objectives of management —

MANAGEMENT OBJECTIVES

A 4 Y A 4

ORGANISATIONAL SOCIAL PERSONAL

. Personal — Ano

Organisational — Management is expected to work for the achievement of the objectives of

particular organisg
a) Reasonable p
b) Survival and
c) Growth and e
d) Improving th

d) Participation
e) Reasonable s

f) Peer recognitio

iii. Social —Management is not only a representative of the owners and workers, but is also

responsible to the various groups outside the organisation. It is expected to fulfill the
objectives of society-

a) Quality of goods and services at fair price to consumers.

b) Conservation of environment and natural resources.

c) Fair dealings with suppliers, dealers and competitors.

d) Preservation of ethical values of society.

e) Honest and prompt payment of taxes to government.

f) Providing employment opportunities to weaker section of society.
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g) Participating activity in social service projects of government and NGO.

= Levels of Management

= Every business organisation, irrespective of its size has many managerial positions in its
structure. These positions are created through the process of delegation of authority from top to
lower level. Each position is marked by authority responsible functions, roles and relationship.
As one moves upward in the organisation the managerial position plays an important role, larger
the contribution, greater the authority and higher the responsibility.

= This authority — responsibility relationship binds individuals as superiors and subordinates and

give rise to different levels in an organisation.

i. Top Level Manage
ii. Middle Level Mg

iii. Lower Level Ma

Sales Officer,

d, Sales Manager,

Top level — Generall
Functions -

a) To make corporate plan for entire organization.

b) To decide on the matters which are vital for survival.

c) To decide corporate goals.

d) To decide structure of organsation.

e) To exercise overall managerial control.

f) To formulate basic policies and providing direction and leadership.

g) To select key officials and executives for company.

Middle Level — In order to fill up the gap which exists between functional and operative level,

some managerial positions are created at middle of management.
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Functions —

a) To prepare departmental plan covering all activities of department within framework.

b) To perform all managerial functions with regard to departmental activities.

c) To issue detailed orders and instructions to lower level managers.

d) Middle level managers explain and interpret policy decisions made at the top level to lower
level managers.

ii.  Lower Level/Supervisory level — It is mainly concerned with personal oversight and direction

of operative employees.
Functions —

a) Planning of day to d

b) Assignment of jo
c) Supervising and
d) Evaluating opera

e) Sending reports g

= Nature of mana

Management is that hieve pre-determind

objectives.

A\ 4

Universal process

1)  Management as an Art — Art implies the application of knowledge and skills to bring about
desired results. The essential elements of arts are —
i.  Practical knowledge
ii.  Personal skill
iii. Result oriented approach
iv. Creativity
v.  Improvement through continuous process.
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2) Management as a science — Science means systematic body of knowledge pertaining to a
specific field of study. It contains general principal and facts which explains a phenomenon.
The basic features of science are as follows-

I.  Systematic body of knowledge.

ii.  Principles based on experimentation.

iii.  Universal validity.

iv. Based on cause and effect relationships

v. Development of theories like — FW taylor's scientific management and functional
management principles by Henri fayol.

3) Managementasanp ith specific qualifications

and experience to

i.  Well define

ii.  Restricted e

iii.  Professiona

iv.  Ethical cod

v.  Service mo

4) Management as a rinciples are used in
all fields like soc ludes activities like
planning, organisa

Management Inf

MIS refers to that d and presented to
management to help
should be —

i.  Timely — Information is useful only when it is within the time limits of decision.

t information system

ii. Accurate — Information presented needs to be accurate to avoid mistakes in decision
making.

iii. Relevant — Volumes of reports on export potential of cashew nut to a manufacturer of
sports goods are of no value simply because it is outside his area of interest and activities.

Information received has to be relevant to business.
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= Principle of Management

Principle of management are general guidelines which can be used for conduct in work places
under certain situations, they help managers to take and implement decisions.
Evolution
In tracing the history of management, one comes across various school of thought that have
outlined principles to guide management practices. They are —

1. Classical management theory — This was the era of industrial revolution and factory system of
production. Large scale production would not have been possible without adherence to principles
governing organizing production based on division of labor and specialization.

a. Rational economi parily.
b. Scientific manag
c. Administrative s and people into an
efficient organisa

d. Bureaurocratic | inconsistencies due
to abuse of powe

2. Neo Classical Thed

respond rationally to

byees simply do not
e but are also guided

by social needs, driv
3. Behavioral Science Abraham Maslow-
Individuals need to as at home.
4. Management Scien itative techniques to

aid managers to take 0
5. Modern management :- It sees modern organization as complex system and underlines

contigency approach and use of modern techniques to solve organizational and human problems.

= Nature & Principle of Management

Principle are general proposition which are applicable when certain condition are present. these
have been developed on basis of observation and experimentation as well as personal experience
of managers. The following points summaries the nature of principles of management —

1. Universal applicability — The principles of management are intended to apply to all types of
organizations, business as well as non-business, small as well as large, private, public and service
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sector. However the extent of their applicability would very with nature of organization, business
activity, scale of operation etc.

2. General Guidelines :- The principles are guidelines to action but do not provide solutions to all
managerial problems.

3. Formed by practice and experimentation

4. Flexible :- The principle are flexible and can be modified by the manager when the situation so
demands. eg.- degree of concentration of authority or its dispersal will depend upon the situation
of enterprise.

5. Behavioral :- Management principle aim at influencing behavior of human beings. principles

enable a better understa esources.

6. Cause and effect re cause and effect so

that they can be used
7. Contingent — The 3 dependent upon the
prevailing situation ¢ es has to be changed

as per requirements.

= Significance of

The principles of m They provide useful

insights to manageri can be discussed in
term of following po
1. Providing managers

2. Optimum utilization

w

Decision based on fa d purpose. They must
be timely, realistic and subject to measurement and evaluation.

They help managers to meet changing requirements of the environment.

Fulfilling social responsibility due to increased awareness of public.

Principles management are used as a basis for management training, education and research.

Increases the efficiency of administration.

© N o 0 B~

Helps in the effective administration.
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Resource management

Resource management is the management of resources in an organisation. It is the process of

identifying, collecting and tracking all the resources to achieve goal

Tyges
1. Human Resources Management — HRM involves a set of practices and tools a company

uses to employ, compensate, train, nurture and retain employees it includes activities.
i. Employee Resourcing — Workforce planning, recruitment etc.
performance evaluation, benefits

i. Employee Rewards — Compensation

iii. Employee § ut workplace safety,
discriminat

2. Financial Reso siness cash flow and

other assets. It in

i. Budgeting

ii. Financial Pla

iii. Financial Ris
iv. Regulatory C

v. Asset Manag
The main goal of P Ss uses its cash and
assets to stay profitat

3. Time resource e most efficient use

of time. It involvesTe
i. Goal Setting
ii. Task Scheduling
iii. Promoting Time Discipline
iv. Tracking Time To Measure Progress
v. Adjusting Workload and Priorities.

4. Information Resource Management — IRM is a complex process involving the planning,

developing, controlling, operating and utilisation of organisation information resources. It
Includes —

Sharma Academy Mob.9179885224 Page 50




i. Knowledge Management — Facilitating access to data in form of documents, digital,
reports etc.
ii. Data Analytics — informed decision based on data and analytics.
iii. Maintaining Data Repositories — Creating a centralized database to offer a unified view
of company's data.
iv. Data Security and Compliance — protecting critical data by using methods such as —
access control, encryption.

5. Physical Resource Management — Involves managing your business tangible physical

assets — office equipment, building, vehicles etc.

i. Acquiring Reso

Stages of Reso

The Stages involved the project and type

of resources being

Allocating Resources

v

Monitoring Resources

v

Adapting Based on Feedback

= Resource Management Techniques

= While resources span multiple categories, people are the most complex to manage because

there are so many elements that play into how they can best be optimized, including skill
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sets, availability, location and cost. Organizations use the following resource management
techniques to maximize resource efficiency, often relying on software to provide
transparency to help leaders make smarter resource decisions.
1. Resource Allocation

= Resource allocation involves more than just assigning resources to projects. It considers the
skills your team brings to the table along with their availability. Allocation reports will
enable you to filter resources by skills and capacity so you can not only see who is available
now but also when certain skills will be available in the future for better planning and fewer
delays.

2. Resource Utilization

= Resource utilizat ou to gain visibility

into the capacity resources are being
over or underutil

3. Resource Levelling
= Resource levelli mportant process to
maximize resour 2tting the most value
out of the resou adcount or hiring a
contractor.
2d. The goal of this

ople have and where

= People often ha

resource manage

they may be able

4. Resource Forecastin

= As important as resource management is to ensure current projects run smoothly with the

appropriate resources, the real benefit comes with being able to plan ahead to keep resources

balanced across current and future projects. You must know current capacity, as well as

upcoming projects and their requirements. Resource forecasting enables you to make
predictions, identify potential conflicts, and prioritize resources on a timeline.

= Importance of Resource Management

1. Improvement in productivity and profitability.
2. Securing a competitive advantage over competitors.
3. Increasing employee engagement making the best use of time, skills.
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Maximises resources efficiency which in return boost revenue.

Helps in clear understanding of how long each phase of project will take

Efficient use of staff, finances, technology.

Smooth relationships between teams and departments.

Increased ability to spot problems before they occur and avoid them all together.

Ultimately the greatest benefit of resource management is the effective and efficient delivery

of projects to end customer.

Challenges of Resources Management

1.

Resource capacity planning is poor — Project managers struggle to get accurate estimates

for amount of resg
Lack of data on t
Resource risk a source risks in their
project risk asse
Project managers
eg. — Project ma ill sets of available
resources.

Project managers < : h lead to inefficient

eg. — Managers
Lack of resource
Difficulty in find
eg. — Employees d nery work etc. which

delayed the project

How to Improve Resource Management

Be proactive and keep on eye on progess

Use of performance reviews to measure the quality and efficiency of work being done.
Regular meetings between managers and employees to discuss issues, and evaluate
performance.

Having an effective communication plan to share information about the status of projects.
Establishing a set of clear goals and objectives

Regular follow — ups with employees, contractors on progress towards goals.
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7. Creating a proper strategy for budget
8. Regular training and resource managers need to have broad skill set.

9. Use of project management software mange resources and workflow is another effective tool.

Conclusion: -

Given the constraints of time, Money and talent in today's business, effective management is the
key to project success. To ensure the most of resources remember to understand project scope,
plan ahead and allocate wisely.

= Management Functions

Management is a universal activity, its work is performed at all places in all types of
organisations.

1. Henry Fayol has

Forecasting
and Planning

Coordination

2. POSDCORB wa

mentioned —

of management are

v affing

a Directing
@ Co - Ordinating
6 Reporting
ﬂ Budgeting
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Koontz and O’'Donnell had given 5 functions of management
1. Planning

2. Organising

3. Staffing

4. Directing

5. Control

The functions of management provide a useful structure for organising plantation management
activities each fundamental function of management is influenced by innovation decision making

and coordination.

= Functions Of Ma

= Management is

ing and controlling
the efforts of org urces to accomplish
particular goals.
1. Planningis t to be done and who
romoting a way of
im is the obtainment

and sale of articles. They trade

furnishings, of classical Indian
textiles.
2. Organising i ping tasks, duties,

authorising p a particular system.

anisational intent, the
organising party reviews the actions and resources expected to execute the program. It
ascertains what actions and resources are needed. It determines who will do a distinct job,
where and when it will be done.

3. Staffing is obtaining the best resources for the right job. A significant perspective of
management is to make certain that the appropriate people with the apt skills are
obtainable in the proper places and times to achieve the goals of the company. This is
also called the human resource operations and it includes activities such as selection,

placement, recruitment and coaching of employees.

Sharma Academy Mob.9179885224 Page 55




4. Directing involves directing, leading and encouraging the employees to complete the
tasks allocated to them. This entails building an environment that inspires employees to
do their best. Motivation and leadership are 2 chief elements of direction. Directing also
includes communicating efficiently as well as managing employees at the workplace.
Motivating workers means simply building an atmosphere that urges them to want to
work. Leadership is inspiring others to do what the manager wants them to do.

5. Controlling is the management operation of controlling organisational achievement
towards the accomplishment of organisational intentions. The job of controlling
comprises ascertaining criteria of performance, computing the current performance,

comparing this i ere any divergence is

observed. He puts are important to
progress, ho e the power to take

remedial resp
6. Coordinatio fficiently towards a
common goa Arious organizational

components t

Planning Coordination
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Planning

= Planning is deciding in advance what to do and how to do. It is one of the basic managerial
functions. Before doing something, the manager must formulate on idea of how to work on a
particular task, thus planning is closely connected with creativity and innovation.

= Planning means setting objectives and targets and formulating an action plan to achieve
them. It is concerned with both ends and means i.e. what is to be done and how it is to be
done.

= "Planning is the thinking process, the organised foresight, the vision based on facts and

experience that is

= "Planning is cha line of action to be
followed, the sta
= Planning is the ance - Hodge and

Johnson.

= Features/Charac

1. Planning focuse t in the plans along

with the activities t0 be_undertaken to_achieve goals. Planning has no meaning unless it
contributes to the .Q @ goals yurposeful.

my ¥

Eg.- A mobile ca

2. Primary functia verformed within the

framework of pla

Eg.- Marketing mane ategy for a new product
launch by doing market research sitting sales and customer outreach targets, choosing
advertising channels and setting a budget and timeline.

3. Planning is Universal — Planning is required at all levels of management as well in all
departments of organisation, The scope of planning differs at different levels and among
different departments.

Eg. — Top management undertaken planning of organisation as whole. Middle management
does departmental planning. At the lowest level day-to-day operational planning is done by

Supervisors.
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10.

11.

Planning is Continuous — Plans are prepared for specific period of time may be for a month
or a year. At the end of that period there is need for a new plan to be drawn on the basis of
new requirements and future conditions.

Eg.- Forecasting, communication, decision making.

Planning is futuristic — The purpose of planning is to meet future events effectively to the
best advantage of an organisation. It implies peeping in to the future, analysing it and
predicting it. Through forecasting, future events and conditions are anticipated and plans are
drawn accordingly.

Eg. — Sale forecasting.

Planning involve e, from among various

alternatives and n and evaluation of
each alternatives
Planning is inte | involving foresight,
intelligent imag ical and systematic
thinking rather t
Efficiency - Wh

other hand plann

of enterprise and on

anning of manages.

Forward lookin : ahes i enefits in future. It is
based on forecas

Availability of d the availability of
resources and all

Priority to best Set objective, only he
best option is given priority in planning, the best one Is selected after a through study of all
options .

= Obijectives of Planning

1.

4.

Setting goals — First of all, the objectives are clearly defined and accordingly these
objectives are achieved with the help of integrated efforts of human and physical resources. e
Allocating resources wisely.

Minimising risks — Business risks arising from uncertainties can be reduced through
planning

Bringing economy and efficiency to business
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Coordination — The objective of planning is to establish coordination among the policies,
objectives, methods.

Facilitate control - Planning is done to make control easy and effective.

Healthy competition — As a result of planning, an environment of free competition is

created in entire organisation which encourages healthy coordination.

= Process/Steps of Planning

Planning is an activity there are certain logical steps for every manager to follow —

1.

Setting objectives — Objective may be set for the entire organisation and each unit within the

organisation. eg.- A Mobile company sets the objective to sell 2,00,000 Units next years,

Developing Pre uncertain and every

planner is using ore, the manager is
required to make premises. Eg.- The
Mobile compan 5 of forecast done on
the premisis of fz S.
Identifying alte 5 to act and achieve
objectives. All d. eg.- The mobile
company has mg sing and promotion
after sale service
Evaluating alte ach proposal need to
evaluated in the uated in the light of
their feasibility a ate all the alternatives
and check its pros and cons.

Selecting an alternative — The best plan has to be adopted and implemented. The ideal plan
of course would be most feasible, profitable and with least negative consequences. eg.-
Mobile company selecting more T.V. advertisement and online marketing with great after
sales service.

Implementing the plan — This is the step where other managerial functions also come into
picture, the step is concerned with putting the plan into action

Eg. — If there is plan to increase production there more labour, more machinery will be

required.
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7. Follow- Up Action — To see whether plans are being implemented and activities are
performed according to schedule. Monitoring the plan is equally important to ensure that
objectives are achieved.

= Types of Plan

Plan is a document that outlines how goals are going to be met. It is a specific action propose to
help the organisation achieve its objectives. An organisation has to prepare a plan before making
any decision related to business operation or undertaking any project. Plans can be classified into
several types depending on the use and the length of planning period.

These plans can be classified into single-use plan and standing plan.

1. Single-use plan
course of action for non — recurring
situations.
eg.- Programme,
Feature —
i. Single use pl:
ii. Prepared to

iii. These are dis
iv. Everytimea

2. Standing Plan arly over a period of

time. It is desig in routine decision
making.
Feature —
i. These are recurring plan used for an indefinite period.

ii. Standing plan are stable in nature.
iii. These plan act as guidelines for smooth functioning of organisation
Eg — Policy, procedure, rules, methods etc.

3. On Timely Basis

i. Long term planning — The life of on enterprise are very long therefore long term plan
are needed to make business stable in a long run.
ii. Medium term planning — These are subsidiary or sub — Plans which are made to assist

the main plans.
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iii. Short Term — These plans are made for daily, weekly, Monthly, Yearly basis. These plan

are more flexible as compared to medium or long term plan.
4. On Level basis
I. Top level planning — plans made by top authorities/ managers are included to

accomplish goals, policies of organisation.

ii. Middle level planning — Made by middle level managers. These are executive plans to
achieve goals which are in form of action strategies.

iii.  Supervisory planning — These plans are prepared by supervisor at lower levels. These
are executive plans and short term in nature.

5. On usage basis

I.  Single Us . It includes budget,

ii.  Standing by top authorities.
6. On process basi
I. Strategic Plg ssessing the external

environment lans to achieve them

egic plan are brought

closer to real
iii. Operating e executive various
operations of

7. There are other t us or standing plans.

These are strategy, objectives as these plans are prepared by top management and serve as
guide for overall planning whereas single use and standing plans are part of the operational
planning process.

The different types of plans or common plans formed by managers at different levels —

1. Objectives — they are defined as ends which the management seeks to achieve by its
operations.
Eg. — an organisation may have objective of increasing sales by 10% or earning a reasonable
rate of retire on investment

2. Strategy — refers to future decisions defined the organisation direction and scope in long run.
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It is a comprehensive plan for accomplishing an organisation objectives. It will include 3
dimension —

i. Determining long term objectives.

ii. Adopting a particular course of action
iii. Allocating resources necessary to achieve objective.

Policy — Policies are general statements that guide thinking (Standing Plan) or channelize
energies towards a particular direction.

— Policies provide a basis for interpreting strategy.

— If there is an established policy it becomes easier to resolve problems or issues.

Eg. — Company ma vhich objectives are set

the exact manner in

which any w al order.

— Policies and es area steps to be
carried out w

Eg. — There may

Method (Standi

— Methods pra
considering t

— Selection of |
Eg.- There are ,LIFO, HIFO

Rule (Standing Plan

Rules are specific statements that inform what is to be done. they do not allow for any

flexibility or discretion. They are usually the simplest type of plans because there is no

compromise or change.

Eg.- Rule of no smoking in working areas.

Programme ( Single use Plan)

Programmes are detailed statement about a project which outlines the objective, policies,

procedures, rules, tasks, human and physical resources required to implement action.

Budget (Single use plan)
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A Budget is a statement of expected results expressed in numerical terms. It is a pan which

quantifies future facts and figures.

Eg. — A sale budget may forecast the sales of different products in each area.

= Importance of Planning

Planning is certainly important as it tells us where to go, it provides direction and reduces the

risk of uncertainty by preparing forecasts.

1.

Provides Direction — It ensures that goals are clearly stated so that they act as a guide for
deciding what action should be taken. Without planning, employees would be working in
different directions and oranisations would not be able to achieve its goals.

Reduces the risk

nd anticipates changes.
Changes or even anagerial responses

to them can be d¢

Promotes inno ete plans. It is most
challenging acti S ading to growth and
prosperity of bus

Eg.- lkea droppe ir ] ing/packaging.

Ford dropped ca ‘ : od.

Reduces overlay ) i 5 & pasis of coordinating
the activities of eré i , S i A helps in avoiding
confusion and m

Eg.- Organizatio

Facilitates Deci d select most viable
proposition. Planning involves setting targets and predicting future conditions, Thus helping
in taking decisions.

Eg.- Decision of exporting bikes to africa, srilanka by hero honda changes the life of people.
Standard for Controlling — Planning provides the goals or standards against which actual
performance is measured. By comparing actual performance with some standard, managers
can know whether they have actually been able to attain goals. If there is any deviation it can
be corrected. Therefore we can say that planning is a prerequisite for planning.

Economical — Effective plans, coordinate organizational work and eliminate unproductive

effort. Plans help an organization to economically utilize physical and financial resources.
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Eg.- Walmart revolutionised retail by offering a wide range of product at lower prices than
competitors.

8. Improves morale — Once members know what is expected of them they can contribute
better.

9. Provides a unifying framework — helps people to set priorities and put effort accordingly. A

plan tells everyone what the organization helps to achieves.

= Limitation of Planning

Unforeseen events and changes, rise in costs and prices, environmental changes, governmental

changes, government interventions, legal regulations all affect our business plans. Plans then

need to be modified o f planning are —

1. Planning leads t d managers may not
be in a position ers need to be given
some flexibility t

2. Panning may ess environment is

dynamic with I, legal and social
dimensions, the ¢

3. Reduces creati middle management

and others are n itted to act on their
own.

4. Involves huge c in their formulation

these may be in t

Eg — Checking a plan require scientific
calculations to ascertain facts and figures.

5. Time-Consuming — Sometime plans to be drawn up take so much of time that there is not
much time left for implementation.

6. Planning does not guarantee Success — It is not always true that just because a plan has
worked before it will work again. Besides, there are so many other unknown factors to be
considered. This kind of complacency and false sense of security may lead to failure instead
of success.

7. Lack of information and facts — Planning can be successful only when it is based on

reliable facts and information.
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8. Delay in decision making — with increasing completion and dynamic environment it
requires immediate actions but sometimes planning takes time which delays in decision
making.

9. Unsuitability — Some business keeps changing rapidly, therefore in such a situation the
planning area remains limited to face new problems and take advantage of new opportunities
change in planning becomes inevitable.

CHARACTERISTICS OF A GOOD PLAN

¢ It should have a defined objective

e A Plan should be simple, which can be understood by each and every number.

e APlan should ecessary elements.

e Plan should b
e A plan shoulc

e A Plan shoul ization.

Conclusion
Planning is one of ge the gap between
where we are and yroach for achieving

predetermined objec
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Organising

Organising

= Characteristics

Organising can be defined as a process that initiates implementation of plans by clarifying
jobs and working relationships and effectively deploying resources for attainment of
identified and desired goals.

Organising is the process of defining and groping the activities of the enterprise and
establishing authority relationship among them - Theo Haimman

Organization is basically a group of people who cooperate under the direction of a leader to
fulfill common objectives.- R.C.Davis
Eg. — Wipro shi

customer orienta

system to improve

anagement of each

irected towards the
attainment of go er that resources are
used optimally : ely for a common

purpose.

1.

Definite objecti achieve within time
frame.

Clear structure e that outlines roles,
responsibilities a

Division for labo and responsibilities among
individuals or teams based on their skills and expertise.

Coordination and communication — effective orgnisation requires seamless coordination
and communication between different departments, teams. It ensures that everyone is on
same page working towards shared goals.

Specialisation — The organisation allows individuals to specialise in their respective areas,

leveraging their expertise to deliver high quality results.
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6. Standardisation — organised entities often establish standardised procedure and policies.
This ensures constancy and uniformity in operation leading to improved quality control,
reduced errors and better customer experiences.

7. Flexibility and adoptability — while the organisation provides structure, it also allows for
flexibility and adoptability to changing circus stances.

8. Delegation :- Process of assigning task to employees and helping them track their progress.

9. Decentralization :- Where authority is delegated from top management to middile and lower
levels of management. Decentralized structures are becoming more common and are popular

among tech. startups.

= Principles of Organization

Principles of organization refer to those standards which are used to maintain a high level of

uniformity in the creation of plans and structures for fulfilling certain objectives and operations.

1. Principle of Unity of command — There should be consistency in the rights and
responsibilities related to each position in the organization.
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2. Principle of Unity of direction — It means that every group of activities should have the
same objective, one plan and one head. There should be only one plan or program for each
section of work which should be transmitted under the control and supervision of the same
head or superior.

3. Principle of Coordination — The main objective of the organization is to establish
coordination in the process of use of various resources of the enterprise and the actions of
various individuals. Apart from this, it is also necessary to establish coordination in the
functions of various departments determined in the organizations structure.

4. Principle of Balance — Along with principle of coordination, the principle of balance is also

necessary for the effi e absence of harmony

or balance betw difficult to maintain
coordination in t
5. Principle of obj

should have the

t of the organization
only then can the
organization use 2]y to achieve those

objectives.
6. Principle of div ng is different. Only
a skilled person of work. Therefore,
proper distributic st of the work is the
need of an efficie
trol of each officer.

d be limited. So that

7. Principle of Spa
This principle e
he can effectively control his limited

8. Principle of Specialization — Any organization can succeed in achieving its objectives only
when each member of every formal group is assigned only those tasks in which he is
competent and efficient.

= Steps in Process of Organising

Organising involves a series of steps that need to be taken in order to achieve the desired goal.
The following steps energy in the process of organising -

1. ldentification and division of work —
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= |t involves identifying and dividing the work. The work is divided into manageable
activities so that duplication can be avoided and burden of work can be shared.
2. Departmentalisation —
= Once work has been divided into small and manageable activities then those activities
which are similar in nature are grouped together. Such sets facilitate Specialisation. This
grouping process is called departmentalisation.
3. Assignment of duties —
= Once departments have been formed, each of them is placed under the charge of on
individuals

= Jobs are then a ordance to their skills.

The work m

=  Merely allocs : )| know who he has to
take order fro

5. Reporting Relat
= The establis create a hierarchal

structure and

Organisation St

= QOrganisation str ective structure will
result in increase

= As an organisatic ce of new functions

and increase in unction smoothly it
becomes necessary to pay attention to its structure.

= Peter dickers says — "Organisation structure is on indispensable means," and the wrong
structure will seriously impair business performance and even destroy it.

= A Proper organisation structure is essential to ensure a smooth flow of communication and
better control over the operations.

= Eg - For atravel agency, its success depends on a harmonious relationship between customer
and employers.

The organisational structure can be classified under 2 categories —

i. Functional Structure
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ii. Divisional Structure.

. Functional Structure —

Grouping of jobs of similar nature under functional and organising these major functions as
separate department cleats a functional structure.

Eg — In a manufacturing concern division of work into key functions will include purchase,
marketing accounts and personnel. Thus, a Functional structure is an orgnaisational design that
groups similar or related jobs together.

Managing Director

Human
Resources

Ad

i. Leads to o overall enterprise

which promo 2 objectives pursued
coordination as
be exchanged across
ntiated departments.
iv. ~ Minimum d st may arise when
results in econa Or more department are
v.  Makes training of employees easier as not compatible

the focus is only on a limited range of | iv. May lead inflexibility as people with

skills same skills and knowledge.

Sustainability — It is most suitable when the size of organization is large, has a diversified

activities and operations require a high degree of specialisation
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2. Divisional Structure —

In a divisional structure, the organisation structure comprises of separate business units or
divisions. Each unit has a divisional manager responsible for performance.

Generally manpower is grouped on basis of different products manufactured.

Suitability — Divisional Structure is suitable of those business enterprises where a large variety
of products are manufactured using different productivity resources.

Eg.- Samsung uses a divisional structure.

Advantages Disadvantages

I.  Product spec

ise among different

development erence to allocation
divisional hez

ii.  Divisional h ' g rease in costs since

lication of activities

identified. T : power and in a bid
for performance r ndependence may ignore

iii.  promotes fle ts.

Comparison betw

Basis Functional structure Divisional structure
. Formation is based on | Formation is based on product lines
Formation . . .
functions. and is supported by functions.
Specialization Functional specialization. Product specialization.

Difficult to fix on a|Easy to fix responsibility for
department. performance.

Difficult, as each functional | Easier, autonomy as well as the
manager has to report to the | chance to  perform  multiple
top management. functions helps in  managerial

Responsibility

Managerial
development
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development.

Cost

Functions are not duplicated | Duplication of resources in various
hence economical. departments hence costly.

Coordination

Easy, Because all functions related
to a particular product are integrated
in one department.

Difficult for a multi-product
company.

= Types of Organisation

1. Formal Organisation —
= |t refers to the Organisa the management to
accomplish & es of authority and
responsibilit ¢ tivities.
= Eg.- Bureauc
Features —

"Formal Organisatio
authority and accou
"Formal Orgnaisation

It specifies the re ir interrelationship.
It is a means to a
Efforts of vario ated through normal
orgnaisation .
It places more € relationship among
employees.

definite measure of

s“of two or more persons

towards a common objective” — Chester Barnand.

Advantages —

i.
ii.
iii.
iv.

V.

It is easier to fix responsibility since mutual relationship are clearly defined.

There is no ambiguity in the role that each member has to play as duties are specified.

Unity of command is maintained through an established chain of command.

Leads to effective accomplishment of goals by providing a framework for operation.

It provides stability to organisation because behavior of employees can be fairly predicted
there are specific rules to guide them.
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Limitation —

May lead to procedural delay as the established chain of command has to be followed which
increases the time taken for decision making

Poor organisation practices may not provide adequate recognition to creative talent.

It is difficult to understand all human relationship in an enterprise as it places more emphasis

on structure and work.

2. Informal Organisation
= Interaction among people, at work gives rise to a network of social relationships among
employees' called Informal Organisation.
= 'An Informal 0 ationship without any
conscious pu r Barnand
= ‘'Informal Or¢ not established by
formal organ ) S8 ith one another.' —
Keith Davis
= Eg.- Employzs
Feature —
i. Originates from eraction.
ii. Standards of beh les and regulation.
iii. Independent cha ow of information.
iv. It emerges sponta
v. It has no definite ial relationship.
Advantages —
i. Informal orgnisation leads to faster spread of information as well as quick feedback.
ii. It helps to fulfill the social needs of the members and allows them to find like minded people.
This enhances their job satisfaction.
iii. It contributes towards fulfillment of organisation objectives by compensation for
inadequacies.
iv. Provides a sense of belonging.
v. Flexibility :- Informal groups can adapt more quickly to changing circumstances.
vi. It simplifies the task of supervision and inspection.
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Disadvantages —

When an informed organisation spreads rumors, it becomes a destructive force and goes
against the interest of formal organisation.
Managers may not be successful in implementing changes if the informal orgnisation
opposes. Such resistant to change may delay growth.
It pressurises members to conform to group expectations. This can be harmful to
organisation.

Conclusion —

Informal organisation cannot be altogether eliminates Thus, it would be in best interest of

organisation if the exi hat their members play

are identified.

Basis formal
. social relationshi
1. Meaning . . P
interaction among
2. Origin . .
Orig pcial Interaction
3. authorit .
y rsonal Qualities
behavior pbehavior pattern
How 0 — .
. munication is not
communication
ed route
6. Nature
. Leaders may or may not be
7. Leadership Managers are leaders y y
managers. They are chosen by group
8. Legal . . .
. enjoys legal recognition do not have legal recognition
organisation
transfer of power takes place from | There is no order of transfer of
9. Transfer of power
top to bottom power
10. Durability more permanent It is temporary
11. Rules and | It works on the basis of rules and | works on the basis of social
traditions laws traditions and beliefs
- It's objective is clearly defined and | It's objective is to fulfill social
12. Objective .J y )
technical needs.
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= Importance of organizing

Performance of the organizing function can pave the way for a smooth transition of the

enterprise in according with the dynamic business environment. It helps in survival and growth

of an enterprise and equips it to meet various challenges —

1.

10.

Benefits of specialization — It reduces the workload as well as enhances productivity
because of the specific workers performing a specific job on a regular basis.

Clarity in working relationship — it clarifies lines of communication and specific who is to
report to whom. This removes ambiguity in transfer of information and instructions.

Optimum Utilization- Leads to proper utilization of all material, financial and human

avoidance of dupli aimising the wastage.

Adoption to chg )le modified and the
revision of inter-
Effective Admi lated duties to avoid
confusion and d
Development of managers. Effective
delegation allow routine jobs to their
subordinates.
Expansion and ition of an enterprise
by enabling it to | i . aki g es.

Establishes Coo lifferent departments
of organization.
Helpful for gro and responsibility,
coordination among all level of management personnel and use of appropriate control
techniques bring efficiency at workplace.

Scope for innovation — Organising function clears the roles and activities to be performed.
Employees can work by using their new ideas. This provides enough space for the manager
to develop talent and flourish knowledge.

Thus organizing is a process by which the manager brings order out of chaos, removes

conflict among people over work or responsibilities, sharing and creates an environment suitable

for teamwork.

Sharma Academy Mob.9179885224 Page 75




Delegation

Delegation refers to the downward transfer of authority from a superior to a subordinate. It is a

pre-requisite to the efficient functioning of an organization.

“Delegation of authority merely means the granting of authority to subordinates to operate within

prescribed limits” - Theo Hayman.
Eg.- (i) C.E.O. delegating tasks to HR department.
(ii) Teacher delegating grading papers to teaching assistants.

Elements of delegation

According to Louis Allen, delegation is the entrustment of responsibility and authority to

another and the creati
I.  Authority — It
action within
maintain order.
1. Reasonability
Responsibility
I11.  Accountabilit

been delegate

Importance of D t

Basis of Ma
Hierarc

bllgat 0

S,

Facilitation of Growth

lo
orlina p
as rlina willalw
cC .
Importance
A\ 4
Motivation

rdinates and to take
bottom it helps to

m the assigned duty.
ible to his superior.
Once authority has

Management

Employee Development
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Basis Authority Responsibility Accountability
o Answerability for
) . Obligation to perform ]
Meaning Right to Command ) outcome of assigned
an assigned task
task
) Can’t entirely
Delegation Can be delegated Cannot be delegated
delegated
Oriai Arises from formal | Arise from delegated | Arise from
rigin
J position authority responsibility
Flows downward
lows upward from
Flow

bordinate to superior

Decentralizatic

Decentralization ref els of organisation,

Decentralisation exf ibilities are divided
among hierarchical |
“Decentralisation re all authority except
that which can be ex
Everything which g is decentralization,
everything that goes
Example of decentra
1. Decentralize decision-google, zappos.
2. Franchising - Mcdonalds, starbucks.

3. Technology - Blockchain (bitcoin), Open source software (Linux, Apache)
4

. Social - Cooperatives.
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Better
Control Develops initiative
among subordinate

Facilitates Growth

A

Importance
Relief to top y Develops managerial
management QU-IC-k talent for the future
Decision

Conclusion :- In spi ith caution as it can

lead to organizatic be balanced with

centralization in area

Basis De

Nature

s an optional policy
e at the discretion.

Freedom of r executives hence

action action

Status e policy decision of
Scope

Purpose To lessen the burden of manager To increase the role of subordinates in

the organization by giving them more

autonomy.

Conclusion - Performance of organizing function can pave the way for a smooth transition of
enterprise in accordance with dynamic business environment. The ability to organize is a
valuable skill that benefits individuals, teams and organization alike. By Understanding and
implementing effective organizational principle, we can create more efficient, productive and

fulfilling environments.
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Directing

Directing refers to the process of instructing, Guiding, Counseling, Motivating and leading
people in the organization to achieve its objectives.

“Direction is the impersonal aspect of managing by which subordinates are led to understand and
contribute effectively and efficiently to the attainment of enterprise objectives” -- Kontz and
O’Donnell.

Directing is telling people what to do and seeing that they do it to the best of their ability.-

Ernest Dale.

= Characteristics

1. Directing initiate long with planning,
organising, staffi
Directing takes p
Directing is a co
Directing flows f
Directing deals
Direction is a pe

Directing is univ

© N o g B~ D

Direction conve orking in enterprise

become inactive

= Principles
Providing Good and effe volves many complexities.

Certain guiding principles of directing may help in directing process.

1. Maximum individual contribution — This principle emphasizes that directing techniques
must help every individual in the organization to contribute to his maximum potential for
achievement of objectives.

Eg. — A good motivation plan with suitable monetary rewards can motivate an employee to
contribute his maximum efforts.

2. Harmony of objectives - Individual objectives of employee and the organizational

objectives as understood are conflicting to each other. Eg.- an employee may expect
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= Importance
The Importance of ¢

initiated through direc
1.

attractive salary and organization may expect employees to improve productivity. But good
directing should provide harmony by convincing that employee rewards and work efficiency
are complimentary to each other.

Unity of Command - This principle insists that a person in the organization should receive
instruction from one superior only. Adherence to this principle ensures effective direction.
eg.- HR team of a company will have just one supervising head instead of two or three
Appropriateness of direction technique — Appropriate motivational and leadership
technique should be used while directing the people.

Managerial Communication — Effective managerial communication across all level in the

organization make instructions to create

total understandi licy.

Use of informal groups exist within
every formal org ization for effective
directing.
Leadership - W good leadership as
it influence the s
Follow through ould follow it up by
reviewing conti ngly. eg.- feedback,

performance app

DN in organization is
ommon objectives —
Initiates Action:— Helps to initiate action by people in the organization towards attainment
of objectives.
Eg. — If a supervisor guides his subordinates and clarifies their doubts then they will perform
better.
Integrates employees :- It ensures that the individuals work for organization goals.
Motivating :- Directing guides employee to fully realize their potential and capabilities.

eg.- Inclusive company culture or achievement motivation
Provides Stability:— Effective directing helps to bring stability and balance in organization
since it fosters cooperation and commitment among the people.
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5. Changes :- Directing facilities introduction of needed changes in organization. effective
direction through motivation, communication and leadership helps to reduce resistance.
6. Utilization of resources :- It involves defining the duties and responsibility of every
subordinate clearly thereby avoiding wastage, duplication of efforts.
7. Communication :- It fosters clear communication, reducing misunderstandings.
8. Leadership :- Effective directing nurtures leadership qualities within the workforce.
eg.- Ratan Tata, Narayan murti.

9. Decisions:- it aids in making informed decisions for the benefit of organization.
= Elements of Direction

The Process of directi ing, leading the people

in an organization to
Example —

i.  Asupervisor exp
ii. A mining engine
The elements are gro
I.  Supervision

Il.  Motivation

1. Leadership

IV. Communicat

Direction

A 4

Achievement of target

A\ 4

Leadership

A 4

Communication

1. Supervision
Supervision can be understood as an element of directing and as a function performed by
supervisions in the organizational hierarchy. It means overseeing what is being done by
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subordinates and giving instructions to ensure optimum utilization of resources and achievement

of targets.

Importance

1. lIssues instruction — Supervisor give orders/instructions to perform the task. These
instructions plays important roles in achieving targets.

2. Facilitates Control — Supervision entails overseeing and observing the activities performed
by workers. So it keeps a check on the methods, techniques and procedures.

3. Utilization of resource — A Supervisor gives all the training to the workers as to how to
operate machinery, tools and equipment, which prevents wastage.

4. Less Chance of eI constant observation
then the chances
Eg.- Employees

5. Feedback :- In ontact with workers.
Hence feedback s ensures the quality
of decisions.
Eg.- Review of s

6. Communicatio gement. He conveys
management idez the management on
the other.

7. Unity :- Superv g workers. He sorts
out internal diffe

8. Motivation :- W vates the workers for
improving their performance and productivity.

9. Leadership :- A supervisor with good leadership qualities can build up high moral among

workers.

= Supervisor

A Supervisor is a person who assigns task to the subordinates and keep an eye on their activities

and performance, They are the first-line managers working at the function level management.

Function

Maintains a direct and day to day contact with the functional level staff.
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ii. Explain all rules, clarify the instruction and also advice the employees to work in
cooperation.

ili. Prepares a schedule of tasks and activities to be performed.

iv. Ensure that subordinates have all the facilities and tool and equipment.

v. Analyses the work performed and gives feedback to the workers.

vi. Provides good on the job training to the workers and employees.

vii. Supervisor ensure performance of work according to the targets sets.

2. Motivation
3. Leadership
4. communication
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Controlling

= Controlling
Control in management refers to a process that involves monitoring and comparing the actual
performance against the set standards and taking corrective actions when necessary. In other
words, controlling means ensuring that activities in an organisation are performed as per plans.
"Managerial control implies the measurement of accomplishment against the standard and the

correction of deviations to assure attainment of objectives according to plans” — Koontz and O*

Donnel

Control means to de and improve them if
required, so that the
Controling function y function of every
manager. Managers functions to keep a
control ever activitie le back to planning
function.

Eg.- Controlling, E ontrolling the supply

of materials

= Characteristics /

1) Regular or conti

2) Control process i long as it changes.

3) ltisaction orient

4) Controlling is a forward looking concept as business control future happening, not the past.

5) Controlling is a coordinate — Integrated mechanism.

6) Control is based on facts not on personal beliefs.

7) Scope of control is wide because it is done not only on human actions but also on materials,
machinery,capital, production etc.

8) Itis applicable at all levels from bottom level to top level management.

= Principles of Control

Koontz and ‘O’ Donnell have describe fourteen principles of control which are as follows-
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Principle of security of objectives — The Control process should be such that it finds out the
difference between the deviations of plans and actual work and eliminates those deviations.
Principle of efficiency of control — The system of control should not be too expensive.
Apart from economy, the control system should not have a bad effect on the initiative power
of subordinate employees, delegation of authority and morale.

Principle of control responsibility — The responsibility of controlling lies with the
management. This responsibility cannot be delegated.

Principle of direct control — Control should be done directly. Instead of finding the errors,
more emphasis should be given on preventing the errors from happening.

the deviation from the
d.

d in such a way that

Principle of refle

plans and work 3
Principle of org
it can be adjust a
Principle of p adopted to establish
prospective cont
Principle of rev e reviewed from the
time and changes : i S.

Principle of wo 2 the deviations, the
control function
Principle of exis bjective of fulfilling
the personal neec
Principle of sta ppropriate. Therefore,
standards having the above qualities will be accepted by subordinates as they are appropriate
and fair.

Principle of critical point control — The control system should be such that it can attract the
attention of the controller towards important places.

Principle of exception — Although the control work should be implemented by the
concerned officer only, but in special circumstances, senior officers should also have this
right.

Principle of flexibility — There should be sufficient flexibility in the control process so that

control can be done easily when the plans fail.
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= Types of control

Control is of 3 types in management. They are-

1. Operational control — This deals with the implementation of operational plans. Besides
regulating the business's daily results, it is concerned with Schedules, budgets and particular
outputs. It also involves taking corrective measures. This is common in lower-level
management.

Eg.- Manages day-to-day activities and processes to ensure efficiency.
2. Strategic control- Companies use it to control the development and implementation of

strategic plans. Typically top-level management is involved in strategic control process.

3. Tactical control ieve a long term goal.

Middle mangers

= Importance

Control is an indisp pest of plans can go

awry. A good contro

1. Accomplishing es progress towards

the organisationg indicates corrective
actions.

2. Judging accura anagement to verify

whether the stan rol system keeps a

careful check on onment and helps to
review and revise

3. Making efficient § seeks to reduce wastage
and spoilage of resources.

4. Improving employee motivation — A good control system ensures that employees know
well in advance what they are expected to do. It thus, motivates them and helps them to give
better performance.

5. Ensuring order and discipline- Controlling creates an atmosphere of order and discipline. It
helps to minimise dishonest behaviour on the part of employees.

6. Facilitating coordination in action- Controlling provides direction to all activities and
efforts. Each department and employee is governed by pre-determined standards which are

well coordinated with one another.
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Accomplishing J Facilitating Coordination in

Organisational Goals > Action
. Importance :

Judging Accuracy of ~ of R Improving Employee
Standards B ] g Motivation

Controlling
Making Efficient Use of | ,|  Ensuring Order and
ReSOUFCES < Discipline
= Limitations —

Although controlling is suffers from following

limitations.
1. Difficulty in sett of its effectiveness
when standards es measurement of

performance and
2. Less control on nal factors such as

government polic
3. Resistance from . They see it as a
restriction on the

4. Costly affairs- ca e, time and effort.

= Process of contr

Controlling is a sys
1. Setting performé actual performance
would be measured. which an organisation

strives to work. Standards can be both quantitative as well as qualitative.

2. Measurement of actual performance — Performance should be measured in an objective
and reliable manner. There are several techniques for measurement of performance. These
include personal observation, sample checking, performance reports etc.

3. Comparing actual performance with standards- This step involves comparison of actual
performance with standard. Such comparison will reveal the deviation between actual and

desired results. Comparison becomes easier when standards are set in quantitative terms.
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4. Analysing deviations- Some deviation in performance can be expected in all activities. It is
therefore important to determine the acceptable range of deviation. Also deviations in key
areas of business need to be attended more urgently as compared to deviations in certain
insignificant areas. Critical point control and management by exception should be used by
manager in this regard.

5. Taking corrective action- No corrective action is required when the deviations are within
acceptable limits. However when the deviations go beyond the acceptable range especially in
important areas, it demands immediate managerial attention so that deviations do not occur

again and standards are accomplished.

= Relationship bet

* Planning and co

= Once a plan bect e progress, measure

it, discover deviz ithout controlling is
meaningless.
= Controlling is bl ance, managers have
nothing to contro
= Planning is clea stent, integrated and
articulated progrz orm to plans.
= Planning is basic ation and analysis to
discover. Contro been translated into
desired action. P ative.
= Plans are prepare@ onditions. Therefore
planning is called forward looking functions. On the contrary is like a postmortem of past
activities to find out deviations from standards. In that sense, controlling is a backward
looking function.
= Thus planning and controlling are interrelated and infact, reinforce each other in the sense
that-
1. Planning based on facts makes controlling easier and effective.
2. Controlling improves future planning by providing information derived from past

experience.
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= Modern technigues of managerial control
Return on investment.
Ratio analysis.
Responsibility accounting.

1

2

3

4. Management audit.
5. PERT and CPM.

6. Management information system.

Conclusion — Controlling is an indispensable function of management, without control the best
of plans can go awry. It ensures organisation's resources are being used effectively and

efficiently for the grow

Q)
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Coordination

Coordination is the ability to work together effectively and efficiently towards a common goal. It
is the process of bringing together and uniting various organisational components to accomplish
predefined goals.

"Coordination is the orderly arrangement of a group effort to provide unity of action in pursuit of
a common purpose” -- J.D. Moony

"Coordination is the orderly synchronising of efforts of subordinates to provide proper amount,

timing and quality of execution so that their united efforts lead to the stated objectives, namely

the common purpose
"Coordination is the al efforts to achieve
group goals" - Koon
Examples of Coord
1. Within departme
=  Product deve efforts of engineers,
designers and

= Sales Team nsure that customer
inquiries and

2. Between Depart
* Production d
manufactureg

m  Customer servic

= Characteristics

1. Coordination integrates group efforts — coordination unifies unrelated or diverse interests
into purposeful work activity. It gives a common focus to group efforts.

2. Ensures unity of action — coordination aims to achieve unity of actions of different
individuals. It acts as the binding force between departments and ensures that all efforts are
focused towards achieving organizational goals.

3. Coordination is a continuous process — Coordination is not a one-time function but a

continuous functions. It beings at the planning stage and continues till controlling.
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4. Coordination is an all pervasive function — Coordination is required at all levels of
management due to interdependent nature of activities of various departments. It integrates
the efforts of different departments and levels.

5. Coordination is responsibility of all managers — Coordination is the function of every
manager in organisation. Top level management coordinates the overall plans, middle level
coordinates the departmental activities and lower level coordinates the activities of workers.

6. Coordination is a deliberate function — A manager has to coordinate the efforts of different

people in a conscious and deliberate manner.

Types of coordination

Broadly coordinatio nternal and external
coordination.
1. Internal coordi

Internal Coordin xecutives, managers,
departments, div
Internal coordina
i. Vertical cc¢ from superior to

subordinates

ii. Horizontal some rank holding

ity.
OUS Organisations to

employees.

iii. Procedural
coordinate annels, exchanging
information, €

iv. Formal Coordination — It is formed by formal systems, processes and structures. It
consists of formal reporting channels, regulations and procedures.

v. Informal — Within a company, networks, relationships and social interactions all play an
important role in establishing informal coordination. It depends on people's
relationships, mutual trust and understanding.

2. External Coordination
It is aimed at establishing connections between the employees in a business organisation. With
people outside of the organisation such relationship provides a better comprehension of outside

world.
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Need for coordination

Any action or activity involving several people or organisations requires coordination. It makes

sure that everyone is pursuing the same objective and that their efforts are supportive rather that

competitive. Some of the needs are —

1.
2.
3.
4.

It avoids duplication.
To improves the efficiency and effectiveness of organisation.
To promote teamwork.

Enhancing organisational culture.

= PRINCIPLE OF COORDINATION

Follett has propoundeg

Principle of di ion in an enterprise

should be establi individual. This will
facilitate the exc immediately.
Principle of ests le makes it clear that
the system of co anning and decision
making. This ma3 s not adopted at the
initial stage, the
Principle of m that in a particular
situation, each e her. Therefore, it is
necessary to keer g decision.
Principle of con ontinuous process in
which there sho e left to chance. The
search for proper solution to new problems is possible only with the help of continuous
discussions and continuous efforts. Therefore, to give the best form to the coordination

system in the enterprise, it is necessary to base it on the principle of continuity

= Importance of coordination

1.

Unity of Direction — An organisation needs to integrate the efforts and skills of different
employees to achieve organisational goals.
Functional differentiation — Different departments performs different functions. All these

functions are important for achieving overall goals of organisation.
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10.

11.

12.

Encouragement of team spirit — In an organisation, there exist many conflicts between
employees, departments etc. Coordination encourages people and departments toward as one
big team.

Demonstrates leadership — In an organisation, integration and coordination are important
because they show that decision makers can guide their subordinates, employees may gain
confidence in leadership skills of their superiors if the latter can successfully implement
corporate plans.

Promotes partnership — Business often use partnerships that benefits both parties to achieve
bigger objectives. Eg.- 2 aerospace companies might collaborate to develop a rocket.

Produce better res a company can impact

productivity, co departments reduces
errors in commu
Fulfils goals — ore effectively to
accomplish goals
Specialisation ams to collaborate
effectively, allo
Growth in size- x and challenging to
maintain commu oper communication
among different
Avoids duplicg separately without
coordination run ney and energy.
Reduce misund dings and promote
cooperation by establishing clear communication channels.
Human nature — Coordination recognises the subconscious traits of human nature
throughout organisation. It understands that to create efficiency and involvement there must

be clear communication, incentive and supportive work environment.

Limitations of coordination

Coordination surely makes work and management easier but at the same time, it can also have

some limitations to it. They are —

1.

Time constraints — coordination becomes difficult when different tasks have to be done with

tight schedule.
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2. Communication barriers — When there are communication barriers such as language,
culture and geography, it can be more difficult for employees to work together and
communicate effectively.

3. Resource constraints — A lack of funds, personnel or other resources might make
coordinating efforts challenging.

4. Conflicting goals — It can be challenging to coordinate activities when various teams have
conflicting goals or priorities.

5. Lack of trust — Effective teamwork depends on mutual respect and trust, people may be
reluctant to share information when there is a lack of confidence.

6. Resistance to ¢ ing goal can become

problematic whe
METHODS OF CC
1. Clarity in pla
2. Effective

members, e

hnologies.

m or chain of

3. Effective leac
Conclusion — coor on of management,
coordination is imp It is the essence of

management for ach
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Motivation

Motivation means incitement or inducement to act or move. In the context of an organization, It
means the process of making subordinates to act in a desired manner to achieve certain
organizational goals.

Motive :- A motive is an inner state that energizes, activates and directs behavior towards goals.
Motives arise out of the needs of individual.

Motivator :- Motivator is the technique used to motivate people in an organization. Managers

use diverse motivators like pay, bonus, promotion, praise etc.

“Motivation means 3
William G. Scout.

“Motivation is a prec deek and M. Blood

Characteristic:

1. Complex and I their expectations,

perceptions and effect on all.
2. Goal Oriented
accomplishment

growth, health a

motivation leads to

needs. Eg.- Career

3. Motivation is a eds of human being
which are interng

4. Positive or nega S positive incentives
such as appreciation, , LW v vation on stick approach
emphasizes penalties, fines and punishments.

5. Motivation is result, Not the cause :- it can neither be purchased nor transferred. It arises as
a result of human satisfaction.

6. Definite Method :- According to Mcfarland "Motivation is a definite method in which
human behaviour is directed controlled and explained through inspiration, objectives, desires

and emotion.
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Types of Motivation

I.  Primary — it can also be termed as basic motivation and mainly includes the need related
to hunger, thrust, sleep, sex, avoidance of pain etc. These influence an individual’s
behaviors at basic level.

Il. Secondary — It can be termed as learned motivation and these may differ from
individual, the are also related to priorities and values of individual.

I11.  Extrinsic — Extrinsic Motivation can be defined as motivation that comes from outside
the person and usually involves reward and praises.

eg. — reward, praise, money, feedback etc.

Ways to increase ex

— Recognition

— Rewards and

— Punishment

— External Pres

IV. Intrinsic : udes the element of

plays an important

Is. eg.- Recognition,

Autonomy, P

Ways to increase

— Creating Challen

— Providing autongo

— Eliciting curiosit
— Corporation
— Competition

— Working towards a greater good or higher purpose.

Importance of Motivation

1. Improve performance level — Helps in satisfying needs of the employees and providing

them satisfaction.

Sharma Academy Mob.9179885224 Page 96




2. Reduction in resistance to change — Even though the monetary benefits are countable, if the
company atmosphere and colleagues, recognition is encourageable and gets motivated, no
employee wants to change organization.

3. Motivation helps to change negative attitude to a positive attitude through suitable rewards,
encouragement etc.

4. Productive utility of Resources :- If the motivation is good in organization then relationship
will be smooth which results in making better use of all resources optimally.

5. Increased efficiency :- As the resources are utilised optimally the output may get increased
than before. Employees put their maximum efforts to give maximum efficiency.

6. Reduce Absenteeis are improper work
environment, ina

7. Development of his qualification and
skill which leads

8. Healthy corpora in organization were
proper, personne

Incentives

Incentives means all

2 performance. It can

classified as-
I.  Financial : m or measurable in
monetary ter
eg. — Pay and
Il.  Non Financia ional factors

=

eg.- Status, organizational climate, Career Advancement opportunity, Job enrichment etc.

Different types of motivational theories

= Motivational theories can be content-based theories, process-based theories and cognitive
theories.
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McClelland’s
Theory of
Needs

1. Maslow's theory

Maslow’s Hiera

Abraham Maslow ha
that there is a hierarc

person to person.

Vroom’s
Theory of
Expectancy

McGregor’s
Theory X and
Theory Y

Motivation
Theories

Se on an assumption

ance may vary from

Sharma Academy
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Achievement of goals

iy

/Esteem need\ Job tittle

iy

Social Needs cordial Relation with
Colleagues

= Qrganisation

1.

Physiologica uman survival and

maintenance. loths, water etc.
Safety Need;s

safety needs

ecured are called the
ional safety or even
protection of
eg. — Job Sec

Social Needs 2 and affection. There
is always a need for care from family and friends.

Esteem Needs :- Esteem needs could be internal or external. Internal esteem needs
confidence, freedom, self respect etc.

External esteem needs attention, recognition, power etc.

Self Actualization needs :- This need includes a certain urge to become what you think
you have the potential to become. It refers to the drive to become what one is capable of

becoming. This is directed more towards the growth and success of an individual.

As per the theory Maslow believe that human needs are unsatisfactory but are the base of

motivation for human he has bifurcated these needs into two categories. The Higher order needs
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and lower order need. The physiological and safety needs are classified as higher order needs-
social, esteem and self actualization as they can be satisfied externally. The other three are
classified as higher order needs-social, esteem and self actualization as they can only satisfied
internally.
Limitation of Maslow’s Theory
I.  The theory is based on an assumption that the needs of all individuals are same.
Il.  Theory is not empirically supported.
I1l.  The Theory is not applicable to all professions or professionals.

q€ »

Maslow's Hierarchy of Needs

Self-fulfillment
Needs
Actualizati

Self-Esteem Needs Psycholagical

. Needs
Deficiency

Needs

Safety Needs

Physiological Needs

2. McClelland's theory of needs
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MCCLELLAND'S THREE - NEEDS THEORY OF MOTIVATION

Relationships Status Within Group

Need for
AFFILIATION

Need foed for

ACHIEVEMENT .

Get Things Done

Opportunities to Excel
Through Other

Control
People/Situation

Prefers Independence
Over Teamwork

INDIVIDUA AN EXCELLENT
STRUGGLE |

This is a content-bs otivational drivers,

regardless of age or every human being,
depending on their li
= Achievement: P ful urge to set and
achieve goals a ay expect feedback,
acknowledgeme

= Affiliation: Peof

alone.

y prefer to work in a
group. They wo 3 d may side with the

= Power: People w and influence others
and win arguments. They may be highly competitive and may enjoy status and recognition.

= An administrative professional can use McClelland's theory to identify the primary
motivational drivers of team members and use the information to build a team with diverse
competencies and character traits. This theory helps team managers and hiring managers
identify the right candidates for a job role. Employees who enjoy power may become good
leaders, mentors and supervisors. Employees who thrive on affiliation may not be effective
managers as they may struggle with tough decisions while trying to cater to the interests of
all concerned parties.

3. Incentive theory
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= The incentive theory suggests that management can invoke motivation by reinforcement,

recognition, through incentives and rewards. The incentive theory also proposes that

people display certain behaviours to achieve a specific result, incite a particular action or

receive a reward. Here are a few examples of incentives in the workplace:

-

Bonus: A bonus is a monetary reward that a company may give an employee based
on their performance.

Praise: Praise can be useful for one-on-one situations, such as quarterly employee
reviews. Praising and appreciating an employee by giving positive feedback about
their performance helps build trust and significantly reduce attrition.

Training a id training or continuing

educatio ge in a specific field
or develo
Promotic hften one of the most
employee a feeling

1 role, a new job title

raise or a salary
increase ¢ s use salary or wage
incentives indivi yees, e for ¢ ees and departments
within a I
Paid vac pensation for taking
days off o ear. Employees may
value this incentive If they plan for a family vacation or desire some extra time to rest
at home.

Managers can use incentive theories to help employees to work on tough or
challenging tasks that many professionals avoid. Some popular incentives are cash,
products, experiences, gift cards and tickets to popular sporting and entertainment
events. It is important that a manager uses these incentives as rewards only for

achieving goals and not without reason.

4. Herzberqg's two-factor theory
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Herzberg's Motivator — Hygiene Theory

A

I

4 Pay )
Status
Working Conditions
Fringe Benefits
Policies & Admin Practices
Interpersonal Relationship

= Herzberg's
that may leac
lead to satisfe
= Hygiene fac
professional
Improving a
motivation a
= Motivating
and career an
factors increa
= Management

policies, offe

I‘
Hygiene Factors <Job Dissatisfaction
IJ

4 |
Job Satisfacti0> Motivator Factors]
]

a Meaningful Work )
Challenging Work
Recognition for Accomplishment
Feeling Achievement
Increased Responsibility
Opportunities for Growth

The Job Itself -/

5 two sets of factors
ines the factors that
S:

working conditions,
udes of supervisors.

action and improve

ition, responsibility

als. Addressing these

reforming company

ion, job security and

more autonomy. Administrative professionals can take a proactive role in employee

welfare initiatives. A company can reduce dissatisfaction by offering professionals ways

to find a sense of purpose, both professionally and personally.

5. Vroom's expectancy theory

Sharma Academy
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Expectancy X Instrumentality X Valence

Effort »| Performance > Rewards
1. Will my effort lead 2. Will performance 3. Do I find the
to high performance? lead to outcomes? outcomes desirable?
= \room's expec hich assumes that an

individual's ake from multiple

available alt ing that they may
guarantee ma at an individual gets

motivation fr
= Expectancy i chances of success

increases.
= |nstrumentali eward if they meet

performance
= Valenceisth ce a i lace e.
= Vroom's expe ey can accomplish a
task, it may attainable goal can
demotivate p understand their role
in achieving organisational goals. If an employee Is unsure of their capability or feels that
a goal is challenging, managers can train them to align their performance with

organisational goals.

Difference between motivation and inspiration

Motivation Inspiration

1. Motivation is external as the individual | Inspiration is internal as it comes from within the

is persuaded by someone else. individual.
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The encouragement comes from
someone else by offering rewards both

of financial and non financial nature.

The encouragement and ideas come from the individual
itself.

Motivation is a short lived phenomenon
lasts as long as the reward is there.

Inspiration stays for long term.

Motivation is self oriented as the
outcomes matter to the individual.

Inspiration is service oriented as the outcomes matter to

those who are being served. It promotes partnership.

Motivation is competitive by nature.

Inspiration is collaborative by nature.

Sharma Academy
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Leadership

= Leadership
Leadership is the process of influencing the behavior of people by making them strive
voluntarily towards achievement of organizational goals.
“Leadership is the activity of influencing people to strive willingly for group objectives” -
George Terry.
“Leadership is a set of interpersonal behaviors designed to influence employees to cooperate in

achievement of objectives” - Glueck.

= Examples of leadership

» Resilience :- Faci
= A project manag on time and within

budget.
= A new CEO ste pany needs to pivot

from its tradition

= Characteristics @

1. Leadership indic
Leadership tries
Leadership indic

Leadership is exe

o M 0N

Leadershipisac

6. Leadership is situe
= Leadership Style

There are several bases for classifying leadership styles. The most popular classification of

in present.

leadership style is based on the use of authority. Depending on the use of authority, there are 3

basic style of leadership.

1. Autocratic — An autocratic leader give orders and expects his subordinates to obey orders. If
a manager is following this style then communication is only one way. This leader is

dogmatic i.e. does not change or wish to be contradicted.
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= Function of L ead

2. Democratic or participative — A democratic leader will develop action plans and makes
decision in consultation with his subordinates. He/She will encourage them to participate in
decision making.

3. Laissez fairs free-rein leader- Such a leader does not believe in the use of power unless it is
absolutely essential. The followers are given a high degree of independence to formulate
their own objectives and ways to achieve them. The group members work on their own tasks
resolving issues themselves. The manager is there only to support them and supply them the

required information to complete task.

A leadership fu gerial function. The

leader as a manager nspire subordinates.
But he has to perform ortant of these functions
are given below-
1. To develop team work.
. To act as a representative of work group.
To act as a counselor of people at work.

2
3
4. Time management.
5. Proper use of power.
6

Secure effectiveness of group effort.
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= PURPOSE OF LEADERSHIP

The main purpose of leadership is to lead the group or organization towards a common goal and

achieve it in an organized and effective manner. The following are the main objectives under

leadership.

= Providing direction :- A good leader leads the group towards a common goal or objective.
He motivates all the members to work together and provides them guidance to reach the
objective.

= Organizing — The leader is able to keep the group organized and takes appropriate action to
lead it towards prosperity. He makes proper use of the group’s capabilities in different

contexts.

= Motivating — T d stimulates them to

achieve the obje among the people

through his persc
= Helping in conf piritual and personal
problems in time embers to improve

and finds the rig
= Developing co cies and abilities of
the group membe hat they can work to

their full potentia

= Importance of L

Leadership is a key pmmits his followers

to organizational goa vates subordinates to

reach the goals.

1. Initiating Action: Leadership starts from the very beginning, even before the work actually
starts. A leader is a person who communicates the policies and plans to the subordinates to
start the work.

2. Providing Motivation: A leader motivates the employees by giving them financial and non-
financial incentives and gets the work done efficiently. Motivation is the driving force in an

individual’s life.
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10.

11.

Providing guidance: A leader not only supervises the employees but also guides them in
their work. He instructs the subordinates on how to perform their work effectively so that
their efforts don’t get wasted.

Creating confidence: A leader acknowledges the efforts of the employees, explains to them
their role clearly and guides them to achieve their goals. He also resolves the complaints and
problems of the employees, thereby building confidence in them regarding the organization.
Building work environment: A good leader should maintain personal contacts with the
employees and should hear their problems and solve them. In case of conflicts, he handles
them carefully and does not allow it to adversely affect the entity. A positive and efficient

work environment h

Co-ordination:
organizational gg
Induces change
in the organiza e makes sure that
employees don’t
Creating Succe 3 good leader always
builds up his suc
Handles Confli

effects resulting

s not allow adverse

Relations :- A ainte rs in fulfilling their
needs. He provid
Influence beha and makes them to

positively contribute their energies for the benefit of organization.

= Challenges related to leadership:

1.

Effective Communication: Clearly conveying vision, goals, and expectations to team
members.

Building Trust: Establishing and maintaining trust with team members, stakeholders, and
customers.

Adapting to Change: Leading through organizational changes, ambiguity, and uncertainty.
Motivating and Engaging: Inspiring and motivating team members to achieve their best

performance.
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Making Tough Decisions: Balancing short-term needs with long-term goals and making
difficult choices.
Managing Conflict: Resolving conflicts and disagreements within the team or organization.
Developing Others: Identifying and developing the skills and talents of team members.
Leading Remotely: Managing and leading virtual or distributed teams effectively.
Staying Agile: Embracing innovation, experimentation, and learning from failure.

. Maintaining Work-Life Balance: Managing personal well-being while meeting leadership

responsibilities.

= Suggestions to build leadership skills:

9.

10.

Develop Self-Aw, alues, and emotions to

lead effectively.
Set Clear Visio es for your team or
organization.
Practice Effect learly, and provide
constructive feed
Lead by Examp ou expect from your
team.
Empower Othe

Foster Collabo

h and development.

on, build trust, and

best practices, and
leadership develop
Develop Emotional Intelligence: Recognize and manage your emotions, and empathize
with others.

Take Calculated Risks: Step out of your comfort zone, innovate, and learn from failures.
Seek Feedback and Mentorship: Ask for constructive feedback and guidance from trusted

mentors or coaches.

= Motivation and leadership

Effective leadership makes a positive impact on the motivation of members of a work group.

This is due to —

I.  Leadership creates a congenial work environment and thus ensures job satisfaction.

Sh
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Il. It enables group members to achieve individual goals as well as organisational goals.
I1l. It provides a proper system of rewards and incentives.
IV.  The leader’s concern for well being and development of subordinates promises self-
fulfillment to group member.
An effective leader-manager helps and support his subordinates in the light of their individual

values and expectations. This supportive relationship increase their motivation.

= Qualities of effective leader

A leader cannot be effective unless he posses certain qualities of head and heart. The most
important of these qualities are —

1. Mental and physi es of leadership along

with a balanced 5 stamina and sound
health.
2. Empathy — A Lé ok at things from his
subordinate’s ang
3. Self-Confidence
to analyze and fa

4. Objectivity :- A

possible for a leader

s, He/She is fair and
objective in his d

5. Knowledge :- p behavior, human
nature and activi

6. Decisiveness :- Igment while taking

decisions Besides e ideas for effective
decision making.

7. Ability to communicate :- The skill of effective communication of goals and procedure of
work is extremely important in leadership.

8. Sense of purpose and responsibility :- A leader must have clarity of purpose and
responsibilities to be able to inspire his subordinates to achieve specific goals.

9. Other Qualities — Enthusiasm, Courage, Sense of direction judgment country and integrity

also regarded as necessary qualities for a leader to be effective.
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= According to Chester Barnard, six qualities are essential for a leader and such

qualities, as per his order of importance include

Vitality and Endurance
Decisiveness
Persuasiveness
Stability in Behaviour
Intellectual Ability

Knowledge

-4 @ a0 & w b F

= The leadership qualities as suggested by Millet include:
=  Good health

= Sense of mission

= Interest in other f
= Intelligence
= Integrity
= Persuasiveness
= Judgement
= Loyalty

= Terry"s list of le
* Energy

= Emotional stabili
=  Knowledge of h
= Empathy

= Objectivity

= Personal motivation

= Communicative skills
= Teaching ability

= Social skill; and

= Technical Competence
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Leadership Management

Vision Leaders are visionaries who | Managers are implementers. They ensure that the

set goals for their teams. goal set by their superiors is achieved.

Organizing/ | Leaders motivate people by | Managers achieve their goals by delegating
Aligning concentrating on the personal | responsibilities among team members. They
development of their team | tactically distribute work among subordinates
members. They also envision | and organize available resources required to
their team’s future growth | reach the goal.

and work toward achieving

ons such as how and

Analyzing/ A
Assessing asses hieving their goals.

ieve the status quo.

= Conclusion

Leadership is a fund rce behind progress,

innovation and posi nciples of effective

leadership, we can i or all.
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Communication

= Communication

= Obijectives of Co

The word communication has derived from latin word ‘Communis’ Which means
‘common’. Communication is understood as a process of exchange of ideas, views, facts, etc.
between among people to create common understanding.

“Communication is a process by which people and share information with one another in
order to reach common understanding” - Rogers.

“Communication is transfers of information from the sender to the receiver with the

information being un iver” - d Heinz Weih rich.

Keith Davis nsfer of information

and understa

WESSAGE

C mmunication’

FEEpBACY

Sender Reciever

1.

Information : s, market, research,

decisions, vision, mission,

Advice & Counselling: Providing guidance is yet another objective of downward
communication, seniors, experts can help employees with troubleshooting & crisis
management, assist them in solving problems that can forge bonds between employees & the
managements.

Order & Instructions: Orders & instruction means is giving directions to the employees.
Any authoritative communication issued by a superior in order to monitor govern the
behaviour of a junior is known as a ‘order’ when an order is split furthers to meet specific

issue, it becomes instruction.
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4. Suggestion: To suggest means to propose or put forward an idea for consideration both

upward & downward communication. Employee participation & involvement encourage
creative thinking & exposure to employee’s talent. Employees feel valued & develop a sense
of belonging.

Persuasion: Persuasion is an effort to influence the mind, belief system or attitude of a
person to bring about the desired change in his / her behaviour

= Elements of Communication

Communication has been defined as a process. This process involves element like source,

encoding, Media/channel, receiver, decoding, noise and feedback.

1. Sender :- Sende
sender represents
2. message :- It i
communicated.
3. Encoding :- Itis
words, picture, g
4. Media :- It is t
Channel may be
5. Decoding :- Itis
6. Receiver :- The
7. Feedback — It i
understood mess

8. Noise :- Noise me

to the receiver. The

etc, intended to be

ion symbols such as

ed to receiver. The

e has received and

e hindrance may be

caused to sender, message or receiver.

Encoding

Decoding

I

[y

Sender

¥

Message Media Receiver

h 4

¥

Fy

Feedback <
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= Types of Communication

= Communication taking place within an organization may be broadly classified as formal and

informal communication.

1. Formal Communication

= Formal Communication flows through official channels designed in the organization chart.

This communication may take place between a superior and subordinate, formal

communication may be further classified as — (i) Vertical (ii) Horizontal

Vertical Communication — it flows vertically i.e. upwards or downwards through

formal channels.

— Upward lower levels in the

hierarc of communication

ss report request for

— Down : nsmitted from top to
pfficial in the chain.
ing subordinates, to
top management to
Horizonts same level in the
hierarchy ¢

also helpfu he organization.

Communication Network — The pattern through which communication flows within the

organisation.

Communication Network in formal organization.

I. Single Chain — Exists between a supervisor and his subordinates.

I1. Wheel — All subordinates under one superior communicate through him only as he acts as a

hub of wheel.

I11. Circular — The Communication moves in a circle, each person can communicate with his

adjoining two persons. Communication flows is slow.
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IV. Free Flow — Each person can communicate with others freely. The flow of communication is
fast.

V. Inverted V- A subordinate is allowed to communicate with his immediate superior as well as
his superiors superior

CHAIN INVERTED V

2. Informal Communi
= Communication )f communication is
informal commu ly referred to as the
‘grapevine’ beca ches going out in all
directions.
= Grapevine/infor

difficult to detec

distorted. It is very

erate rumors which

are not authentic

Grapevine net ypes of network.
I.  Single stran@
Il.  Gossip network — Each person communicates with all one non-selective basis.

I11.  Probability network — The individual communicates randomly with other

individual.
IV.  Cluster Network — The Individual communicates with only these people whom he

trusts.
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. ; Probability Cluster Network
single strand Gossip Network Network

= Importance of Cog

Communication is @
manager depends si
subordinates and ex
follows-
1.

. Effectiveness of a
with his superiors,
management are as
Act as basis of ents, activities and
persons.
Smooth working estricted working of
the enterprise. T ysical element of an
organization into
Decision making cision making. In its
absence, it may decision.
Increases manag quick and effective
performance of managerial functions. Communication lubricates the entire organization and
keep the efficiency of organization.

Promotes cooperation and industrial peace — Efficient operation is the aim of all prudent
management. The two way communication promotes cooperation and mutual understanding
between management and worker.

Effective leadership — Communication is the basis of leadership. Effective communication
helps to influence subordinates.

Boosts morale — An efficient system of communication enables management to motivate,

influence and satisfy the subordinate, Good communication assist the workers in their
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adjustment with the physical and social aspect of work. It improves good human relations in
industry.

8. Job Satisfaction — Effective communication creates job satisfaction among employee as it
increase mutual trust and confidence.

9. Democratic management :- Communication is also essential for democratic management. It
helps to achieve workers participation in management by involving workers in process of
decision making.

10. Increase productivity and reduce cost — Effective communication saves time and effort. It
increase productivity and reduce cost.

11. Public relation — It i

corporate image

ment can present a good

elps management in
maintaining gooc t and community at
large.
Conclusion — C right from its birth
through its continui auses to exist. Thus

communication perfc

= Barriers to effec

The barriers to com
1. Semitic barriers :- ] with problems and
abstraction in the pra
These are —
a) Badly pressed mg
b) Symbols with diff
c) Faulty translations.
d) Unqualified assumption
e) Technical jargon
f) Body language and gesture decoding
2. Psychological barriers — Emotional or Psychological factors act barriers to communicators, for
example, a worried person cannot communicate properly and an angry receiver cannot
understand the real meaning of message, these include-
a) Premature evaluation.
b) Lack of attention
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= Measures for effecti

c) Loss of transmission and poor retention

d) Distrust

Organizational Barriers — The factors related to organization structure, authority relationships,
rules and regulations sometimes act as barriers to effective communication, some of these
barriers —

a) Organizational Policy

b) Rules and regulation

c) Unruliness to communicate

d) Lack of proper incentives.

Organization keen 0 suitable measures to
overcome the barrie
1. Clarify the idé

subordinate shou

e communicated to

2. Communicate & standing of receiver

should be cryst his communication
according to edut

3. Consult before veloping a plan for

communication. help to gain ready
acceptance and

4. Be aware of la d be understandable
to receiver and

5. Convey Value to is better to know the
interests and needs of people with whom you are communicating.

6. Ensure proper feedback — The communicators may ensure the success of communication
by asking question regarding the message conveyed.

7. Communicate for present as well as future — Communication is needed to the existing
commitment to maintain consistency, the communication should aim at future goals.

8. Follow up communication — There should be regular follower and review on the
instructions given to subordinates.

9. Be agood listener — Manager should be a good listener, patient and attentive listening solves

half of the problems.
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Decision making

= Decision making

Decision making is an internal part of modern management. It is the process of choosing the best

option from multiple alternatives to achieve a desired outcome. It involves identifying a problem,

gathering information, evaluating option and making a choice.

= Decision-making is the selection based on some criteria from two or more possible
alternatives. ““ -- George R.Terry

= A decision can be defined as a course of action consciously chosen from available

alternatives for the pu of desire \/

= A decision is an 1 about what must be

done in a given s osen from a number
of possible alter

= Decision making of attraction.

= Features or Cha

From definitions we | decisions:
1. Rational Think

its ability to le

e human brain with

akes the rationality
possible.

2. Process: Itisthe

3. Selective: Itis s alternatives. In other

words, decision available alternative
courses that are iden

4. Purposive: It is usually purposive i.e. it relates to the end. The solution to a problem
provides an effective means to the desired goal or end.

5. Positive: Although every decision is usually positive sometimes certain decisions may be
negative and may just be a decision not to decide. For instance, the manufacturers of volks
wagan car once decided not to change the model (body style) and size of the car although the
other rival enterprise (i.e. the Ford Corporation) was planning to introduce a new model

every year, in the USA.
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Types of Decisions

That a negative decision and is equally important was stressed by Chester 1. Bernardone of
the pioneers in Management Thought-who observed, “The fine art of executive decision
consists in not deciding questions that are not now pertinent, in not deciding prematurely, in
not making decisions that cannot be made effective, and in not making decisions that other
should make. ”

Commitment: Every decision is based on the concept of commitment. In other words, the
Management is committed to every decision it takes for two reasons-

— It promotes the stability of the concern and

— Every decision taken becomes a part of the expectations of the people involved in the

organisation.

Evaluation: Deg ision problem arises
only when there
Continuous :- | g decision in every

stages of organiz

Chester Bernard
— Personal
— Organiza
Simon Classified
— Program
— Unprogra
Peter Brucher cla:
— Generic decision

— Unique or strategic decision.

= Simon's Decision making model

Simon in his book 'Administrative Behaviour' has propounded the theory of decision making.
He equated administration with decision making. He observed that decision making is all
embracing activity subsuming all administrative functions.

Decision making theory of simon can be understood by —
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1. Types of Decision making
a) Programmed - Decisions are programmed to that extent that they are repetitive or routine,
so that a definite procedure has been worked out for handling them.
b) Non-programmed - They are novel, understructure and consequential. There is no definite
method for handling them.
2. Bases of Decision making - According to simon, every decisions are based on 2 premised.
a) Factual - a fact is a statement of reality.
b) Value - values are expressions of preferences.
3. Stages of Decision - According to simon, Decision comprises of 3 phases-

a) Intelligence activi ision and identification

) possible course of
action. Involves |
c) Choice activity given alternatives.

Pre-dominance o

Simon
Model

Bases of Decision

A
A 4

Stages of Decision
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Process of decision making

Defining &
Analysing
the Problem

!

Developing )
Controlling Alternative
Solution
T Decision — Making l
Process

Decision making is ¢ for all of us to have.
And it can differ fro

numerous circumsta

n careful analysis of
ore, it shouldn’t be
procrastinated or tak hen the odds are not

in your favor.

= Step — 1: Identif
= |n this step, the

ouple of guestions one
should ask when it comes to identifying the purpose of the decision.

=  What exactly is the problem?

=  Why the problem should be solved?

= Who are the affected parties of the problem?

= Step — 2: Information gathering

= |n the process of solving the problem, you will have to gather as much as information
related to the factors and stakeholders involved in the problem. For the process of
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information gathering, tools such as 'Check Sheets' can be effectively used. This includes

an internal review to understand past success and failures within your organisation

= Step — 3: Exploring possible alternatives

= In this step, the baseline criteria for judging the alternatives should be set up. When it
comes to defining the criteria, organizational goals as well as the corporate culture should
be taken into consideration. As an example, profit is one of the main concerns in every
decision making process. Companies usually do not make decisions that reduce profits,

unless it is an exceptional case.

= Step — 4: Brainstorm and analyse the different choices

= For this step, k ption. Before the idea

generation st and prioritization of

causes.

= Step — 5: Evalua

= Use your jud

ate each alternative.
In this step, les come into play.

You need to ¢ 1. alte and ne S.

= Step — 6: Select

= Once you go

tion, the selection of

the best alts ' infork C already followed a

= Step — 7: Imple
= Convert your de

. Execute your plan by

yourself or with the help of subordinates.

= Step — 8: Evaluate the results

= Evaluate the outcome of your decision. See whether there is anything you should learn
and then correct in future decision making. This is one of the best practices that will

improve your decision-making skills.

Importance of Decision making
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1. Better utilisation of resources

:- Decision making helps to utilize the available

resources for achieving the objectives of organization. The available resources are 6Ms-

men, money, materials, machines, methods and markets.

2. Facing problems and challenges :- Decision making helps the organization to face and

tackle new problems and challenges, quick and correct decision help to solve problems

and to accept new challenges.

Business Growth — Decision making result in better utilization resources.

4. Achieving objectives :- Rational decision help the organization to achieve all objectives

quickly. This is because rational decision are made after analyzing and evaluating all the

alternatives.
5. Increases ef
relation be

efficiency an

6. Facilitate in -Flati | n fcilitate

ideas, new pr
7. Motivates E

because the

0cess etc islres ti 0
| i ul

y. Efficiency is the
s low, then there is

elps to develop new

e employees. This is

ion to makes high

profits. I
Incre
Business Gro on of resources
Achieving objective < Importance
Facilitate Innovation Y Facing Challenges
Motivates
Employees
Conclusion
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When it comes to making decisions, one should always weigh the positive and negative business
consequences and should favour the positive outcomes. Decision making helps in identifying a
situation, gathering and analysing information, evaluating pros and cons and choosing a path
forward.
Questions
2 Markers

1. What is management ?
Characteristics of management ?
What are the levels of management ?
What is MIS ?
Resource Ma

Functions of
Planning.
Organization

© 0o N o g bk~ wDD

Delegation

[EY
o

. Decentralizat

-
[N

. Directing.

[EY
N

. Standing Pla

[N
w

. Directing in

[N
SN

. Elements of ¢

[N
o1

. Supervision

[EY
(3]

. Motivation

[N
\‘

. Leadership

[N
[0e]

. Communication

[y
(o]

. Types of communication.

N
o

. Grapevine.

N
[

. Controlling

N
N

. Technique of managerial control.

N
w

. Coordination
24. Decision making.
7 Markers
1. What is management and describe its characteristics ?
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. What are importance of organizing in management.

. Role of lead
. What are the
. Explain com
. Types of co
. What are the
. Explain the p
. Relationship

. Explain process of De

Obijectives of management.

Resource management and its types.

Importance and challenges of resource management.
What are the functions of management.

Planning and its role in management.

Importance and limitations of planning.

Explain organization structure.

Characteristics of organizing.

. Differentiate formal and informal organization.

. Planning reduces creativity, explain.
27.

How does informal organisation support formal organisation?

10 Markers

2 A

Management and its functions.

Resource management and its types.

Explain the functions of management.

Examine the key principles of organisation.
Coordination is essence of management explain.
Describe the nature of management.
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7. What are the characteristics of control?
How a functional structure is different from a divisional structure explain.

9. Why is delegations considered necessary for effective transfer of organizational
authority?
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Time Management and Organization

“The future depends on what we do in the present.” Mahatma Gandhi

= Time Management

= Principle of Timé

Time management is the coordination of tasks and activities to maximize the effectiveness of
an individual's efforts. Essentially, the purpose of time management is to enable people to get
more and better work done in less time.

Give me six hours to chop down a tree and | will spend the first four sharpening the

axe. -Abraham Lipe

Time manageme ing the time for the

effective conduc and productivity.
The time mana ity, less stress and
enhanced profess
Time manageme
— Effective Pla
— Setting goals

— Setting deadl

Some of the important aspects of time management skills are narrated below :-

1.

2.

Organising Properly

= Properly organizing the things help to maintain a clear picture. It can help to do the things
systematically that means what needs to be completed, how and when.

= Being well organized means making an up-to-date calendar or a Gantt chart of activities
in order.

Goal Setting

= Goal setting is one of the important aspects of time management. The first step to become
a good time manager is to set the goals immediate, short-term, and long-term goals.
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= Goal setting enables us to clearly understand the goal and how to prioritize the things to
accomplishes the goal.

= The goal should be SMART that is S-Specific ; M- Measurable, A- Attainable; R-
Relevant; and T-Timely.

Prioritization

= Prioritization is one of the vital aspects of time management. The tasks of activities have
to be given weightage or priority on the basis of urgency.

= |f the important tasks are kept at the last moment, then completing them under pressure of
the time is likely to affect the quality of work.

= Therefore, prioxi only make the work

systematic b 0 essential to breaks

tasks into sha
Planning
= A fundament ning is required not

only for achie
= Innutshell, p e schedule.
. Time setting
= After Planni

add responsi

of each task. It will

= Remind the o0 time. Time setting

cannot be ove ent.

Communication

= Effective communication skill is required to educate about your goals and plans to the
people engaged in achieving the goals.

= It will enable in delegating the power to appropriate people in completing the relevant
tasks that align with goals.

Delegation

= Delegation means assigning the task to the lower level of functionaries.

= Delegation of the right job to the right person is required for accomplishing the task in

time. It will not only reduce the work burden but also reduce tension and work pressure.
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8. Stress Management
= While practicing good time management one should be attentive to one’s mental and
physical helath.
= Handling stress in a positive way can help you stay motivated and perform well when
going through your schedule.
9. Flexibility
= One should not be too rigid as far as time management is concerned. Flexible approach is
required to create motivation among the co-workers.
= |n order to complete the task in time one can be flexible in reallocating the work to others

if someone is essential for a good

flexibility apy
= Theories of Time

Some theories and cc

1. Parkinson’s La task will expand to
fill the time allo
2. The 70% Rule
working at a less
3. Hofs’ tadter’s
Holf tadter’s law

4. Pickle for theo

productivity while

mplete, according to

trate the fact that a
person’s day ca at take space from
important things.

= Importance of Time management

Mancini said :- “ When we manage our time more effectively and efficiently, we become more

confident and we feel better”.

Time management is very vital for any organisation as well as individuals.

1. Priorities things :- It is important for an employee to understand what is important and
urgent. Time management helps in reduction of workload.

2. Promotes efficiency and effectiveness — An efficient worker is one who completes the task
assigned to him/her within given time. Procrastination is the thief of time.

Sharma Academy Mob.9179885224 Page 132




3. Improve performance :- Time management can help an individual to focus on the essential
and important activities and avoid time doing tasks which are less relevant.

4. Deadlines — Time management helps individuals to finish work within the assigned time and
stays stress free.

5. Boosts confidence — One who completes his or her task in time because becomes more
confident as compared to one who fails to manage time.

6. Saves time, money, labor — Working under the management saves unnecessary time, labor
and wastage of money.

7. Leadership — Through better and effective time management, leadership skill were
developed.

8. Growth — Thro
which the busine

imum profit due to
9. Discipline :- Ti orker as a result of

which the person
10. Foundation of dation of managerial

success. With thi

= Challenges

1. Internal Barrie and are within the
individual contro
I. Lack of

and migh

prone to distraction,

Il.  Procrasti
I11.  Lack of Motivation :- An individual might not see the reason for completing
something, choosing to do something else.
IV.  Anxiety — Experiencing stress, finding it harder to focus and be decisive.
V.  Multitasking — Trying to do too many things at once, can mean failing at all of them.
These internal factors relate to an individual habits, behaviors and actions.
2. External Barriers :- These are factors that come from outside the individual.
. workload — An individual can end up with more work than they can handle.
Il.  Job Constraints :- The job or workplace might keep the individual from reaching

goals.
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I11.  Lack of corporate resources :- Companies might not provide the resource
employees need to complete their jobs.
IV.  Distractions.

= Implications of poor time Management

Inefficient and poor time management will have a detrimental effect on productivity and output.

Some of the implications are —

1. Poor work allocation — lack of effective time allocation will lead to poor allocation of work
among co-workers. The ineffective workflow will hamper the productivity and output.

2. Waste of time — ineffective time management will lead to waste of time. Any delay will

have a negative im
3. Loss of control , then one will lose
control on the cc ay in completion of

work.
4. Enhance stress which will enhance
stress, under stre also lead to waste of

human and finan
5. Poor quality of d quality of work. If
there is no time output.
6. Skills —more ma
7. Fatigue — Prob work continuously

without a break.

= Measures to impre

There are several ways to improve time management skills. Some of these are discussed below :-
1. Prepare a time schedule and adhere to it strictly :-
= Organize work and activities schedule to be performed for the day and the week well in
advance. While doing this keep in might the unforeseen situation which may likely to
occur. This may create hindrances in the work time and budget to accomplish tasks and
responsibilities. Constantly keep track of the things.
2. Fix Deadlines :-
= Set a realistic deadline and strictly follow it. The deadline should be a few days before

the delivery date. So that it will enable us to review the task corrective measures.
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3. Prioritize Assignments :-
= Prioritization is one of the cornerstones of time management. It helps to enhance
productivity and work output for this tasks and activities list are needed to be prepared.
= A Gantt chart can be used with days and month activities being clearly earmarked.
= The work can be categorized as the most important task, more important task and less
important task.
4. Manage calendar Effectively :-
= A calendar is one of the most important tools to manage time. A calendar enables you to

stay caught up on various appointments and activities.

5. Setting Boundarig

= Concentratio put. Any distraction

would hampe e, informing the co-
worker and o g 3 ment.

6. Opportunities —

= For effective should take proper

advantages o

7. Informing subo

= |tis necessar pleting the work.

8. Capacity assess

= For effective rately evaluate the

capabilities o el can get prescribed

work done in

= Technigues

Techniques according to Dr. B.K. Agrawal —
i.  Right planning at right time.
ii. Right decision at right time.
iii. Right action at right time.
iv. Right control at right time.

= Some Other Techniques of Time Management
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= Pareto analysis. Based on the Pareto principle, Pareto analysis states that 80% of

consequences come from 20% of causes. It is useful for categorizing courses of action
according to their importance or value in a given context. It helps people use resources
efficiently.

1. Eisenhower matrix. The Eisenhower matrix is a tool to help with prioritization that

divides tasks into urgent tasks and important tasks. The goal is to get people to prioritize
more important tasks over less important but more time-sensitive ones that take attention
from the important ones.

2. Time blocking. Time blocking is a time management method that divides the day into

specific blocks @

an approach to task
management [ all tasks, and start
prioritizing t ase productivity and
clarity of tho it by importance and
then doing th

minute time slots of

Pomodoro t¢
focused wor er break after four
consecutive 0 procrastinate and

multitask.

Productivity d create schedules.

Conclusion —
Time management is a weapon through which success can be achieved. Therefore, by effective

time management, the enterprise can be made more profitable and successful by completing the
tasks in prescribed time and cost.

Questions

2 Markers

Q.1 Time Management

Q.2 Name the theories of time management.
Q.3 Define organization.

Q.4 Define Formal and Informal Organization.
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https://www.techtarget.com/whatis/definition/ABC-analysis-Pareto-analysis
https://www.techtarget.com/whatis/definition/Eisenhower-Matrix
https://www.techtarget.com/whatis/definition/pomodoro-technique

7 Markers

Q.1 Define Time management and its importance.

Q.2 Challenges of time management.

Q.3 What are the measures for effective time management.

Q.4 Define formal and informal organization.

Q.5 What are the advantages of informal organization.

Q.6 What are the advantages of formal organization.

10 Maker

Q.1 Explain time management and measures for effective time management.

Q.2 Define time manage

Q.3 Formal and info

Q)
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Branding, Marketing and Networking

= Branding
Branding is the entire process of creating and managing a name and image that helps to set a

According To Ame
A brand is a name, t
service as distinct frc
According To Kotle

“Branding is endow

= Various terms re

business apart from its competition. Making business cards, posting to social media, and

running an advertising campaign are all examples of branding in action.

A brand is not just a name, producl, or service. It is the soul of a business! It is the impression of a business that
links. interacts. and creates ond with customers. cmployees. supplicrs. and stakeholders.

B IR A N D MANAGEMENT

DlmenSIon ® m"f\{:,
Navigation ‘J
Association

Reputation

Business

1.

Brand — A brand Is a name, term, sign, symbol, design used to identify the products,

goods or services of one seller or group of sailors.

"A brand today is an entity (Product, service, company, person), that offers a set of value

exchange measures between what the owner/market seeks and the price he is willing to

pay for" - Jeff Bezos

Brand name — That part of a brand, which can be spoken. It is the verbal component of

brand.

Brand mark — That part of a brand which can be recognised which is not utter able. It

appears in from of a sysmbol.
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4. Trade mark — a part of brand that is given legal protection is called trademark. The
protection is given against its use by other firms. Thus, the firm which got its brand
registered, gets exclusive right for its use.

= QObjectives Of Branding

1. To differentiate a firm's product

Brand helps to differentiate firm's products from competitors' products. This makes
customers feel easy to recognize products of genuine producers.

2. Toassist in promotion
The other objective of branding is to help in conducting promotional activities. The activities

such as advertisem . are conducted with

brand name.
3. Toincrease pres
Branding helps ducers, distributors,
customers etc.
4. To maintain prg
One of the main ality of the products
in order to sell irms, which cannot

maintain quality

The other object andir or branded product.

The other objective of branding a product is to protect the business firm from any legal
obstacles and get legal recognition and protection.

7. To build values for customers
To build consumer value and benefit of the products or value building of products is the other
objective of branding.
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Types Of Branding

Personal branding

Coorporate Service branding
branding
Offline branding Product branding

Personal Branding

= As the name sug with a person. This

would work best enture of your own.

Brand centers arc g a public persona.

Service Branding

= |t is entirely foc providing. So if you

decide to follow you provide to your

customers and t rong reputation and
positive overall pe

Product branding

= |t is one of the most commonly used types of branding because it’s based on your product.
For that reason, you can see this type everywhere, expressed through various colors, images,
illustrations, drawings, and words.

Cultural Branding (Geographic branding)

= Geographic or cultural branding is not very different from one another. That’s because both
types consider the geographic or cultural conventions of their target audience to brand the
business. Cultural branding fixates its efforts around customs that build a certain level of

relevance to its target audience's lifestyle.
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5. Retail Branding
= |t focuses on customers and how they feel when search through shop online or entering
physical store. According to surveys, over 65% of consumers expect more meaningful brand
experiences.
6. Online Branding
= Online branding encompasses all kinds of brandings with an online space or wants to leave a
digital footprint. It priorities the digital shopping experience. It includes all the online ads,
posts, web design, websites, landing pages, even the message replies that the customers
receive.
7. Offline Branding
= Offline branding

s like printing or in-
person meetings can encompass all

the different type

oo

Corporate Brandin
= Corporate brandi involves everything,
including the p very other possible

connection to the

= Features of bran

The features of Bran
1. Competitiveness
= For a brand e focused as being
competitive 1 brand goes beyond
consumer expectations to give a competitive edge cutting to the industry.
2. Distinctiveness
= To create an identity of the brand, the creation needs to be highly distinctive from the
other. The world’s most popular brands, like Apple, Starbucks or the BMW cars have
successfully created this impact in the minds of the costumers.
3. Consistency
= It is highly important for the company to remain consistent with the devotion it does to

create the brand. Consistency will help the customers be familiar with the brand.
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4. Leadership
= The greatest brands in the world are always supported by the leaders who have the power
to inspire and continually aspire for their greatness.
5. Target ability
= Branding should be planned according to the targeted audience. No business firm can
target the entire population. Business owners should identify the type of people who are
buying their products and services. Research should be done on the basis of age, gender,
income, the lifestyle of their customers, etc.
6. Awareness

= The percentage 5.brand awareness. Well

established ¢ d awareness. Brand

awareness Ca Radio, Newspaper or
social aware or diagrams.
7. Loyalty
= Brand Loyalt customer who buys
the product rand loyalist. Brand
loyalty can b em for their reviews.
8. Unique identifica
= The purpose bduct of a seller or
organisation.

9. Limited scope —

= The scope 0 demark includes the

= Role/functions of branding

Brands serve a multitude of roles, both for the consumer and the organization.

The role of brands for the consumer

Brands create value for the consumer in many ways :-

1. Brands are signals of Identification :- At their most primitive role, brands tell the consumer
what he or she is buying. that is, they allow customers to identify and recognize products
when they see them. This also allow consumers to repeat purchases that satisfied them in the
past.
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2. Brands reduce perceived risk :- When brands are reputable, they minimize transaction risk,
save the consumer time and energy, and guarantee a certain level of quality.

3. Brands are a source of self identity :- Brands are symbols of meaning that are co-created
by companies, consumers and communities over time. Apple, for example, may stand for
innovation and creativity, Patagonia for responsibility, and Prada for Prestige.

4. Brands fulfill aspirations :- Brands help consumers distinguish who they to be and where
they want to go. In this case, brands are intertwined with individual goals and longings. They

help to paint the picture of the ideal-self.
= The role of brands for the company

1. Brands Generatef number one role of the

brand; to genera of brands. If there is

no profit, there and. Neither on the
consumer-side nc

2. Brands elimina g ensure consistent

demand. That’s & have built plenty of

relevant memor sumer’s heads at the
point of purchase

3. Brands are leg pnsumers, they are a

legal instrument sual distinctiveness,

brands also desig other infringements
to intellectual prc

4. Brands Attract ess consumers; they
speak to a wide audience of stakeholders. One of which are the people that live and breathe
the brand : employees. A brand that develops a good employer image will do better at
attracting and keeping talent. In doing so, it will save large sums that can then be invested
into other value generating activities.

5. Brands act as a behavioral compass :- Brands take on the role as a compass of behavior for
the entire organization. All the way from the leadership team on the top to the front-line
employees at the lower levels. A well-defined and communicated brand strategy will guide
daily life within the organization in the same sense that a moral compass guides people in

their lives.
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Brand Loyalty :- It refers to consumer's consistent preference for a particular brand over others.

It indicates strong emotional connection and trust in brand. eg.- Amul.

Brand Equity :- It referst to the value of a brand adds to a product or service beyond its basic

functional benefits, This value is derived from consumer's perceptions, experiences and

associations with brand. eg.- Apple known for its innovative technology and high quality

products.

Importance / benefits of branding

1.

Enables Marketing product Differentiation :- Branding helps a firm in distinguishing its
product from that of its competitors. This enables the firm to secure and control the market

for its products.

Helps in adverti in its advertising and

display program ate awareness for the
generic product a
Differential pric for its products than
that charged by rs like a brand and
become habitual
Ease in introdug nder a known brand,
it enjoys the refl excellent start. Thus
many companies product in the same
E.

ing the product.

name. For examg
Helps in Identif
Ensure Quality f the product. Thus,
whenever there is any deviation in the quality, the customers can have recourse to the
manufacturer or the marketers.

Influencing purchasing decisions :- Branding can be the deciding factor for consumers
when they make a purchase decision. In fact, a 2021 Razor fish study found that 82% of
surveyed consumers buy from brands that stand for a greater mission or purpose. Around
67% say the brands they buy from make them a better person.

Status Symbol :- Some Brands becomes status symbol because of those brands of product
feel proud of using them and add to the level of customer satisfaction. For example, anybody

using a GUCCI product is a symbol of his/her luxuries.
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9. Builds employee support :- Branding brings your employee’s pride. When one brand his
company, he is not only giving his business identity, he is also creating a reputable, highly-
regarded workplace. Strong branding brings in strong employees.

10. Creates an identity for business :- A brand extends beyond a company’s product or service.
Branding gives business an identity. It gives consumers something to relate to and connect

with beyond the product or service they’re actually purchasing.

= Characteristics of a good brand name

i. The brand name should be short, easy to pronounce, spell, recognize and remember e.g. ,
Ponds, VIP, Rin, Vim, etc.
ii. A brand should s d be appropriate to the

product’s functio
iii. A brand name sh
iv. The brand na ments, to different
advertising medi
v. The brand name products, which are
added to the prod
vi. It should be capa

vii. Chosen name shc
= Need of Brandin

Branding is essentia

as it creates value,
differentiation, and e ecognize the need of
branding are-
= Differentiation — Helps distinguish a company’s products or services from competitors.

= Customer Recognition — Ensures easy recognition and recall of a brand.

= Building Trust and Credibility — Fosters trust and credibility with consumers.

= Creating Emotional Connections — Establishes emotional bonds with customers.

= Perceived value- Enhances the perceived value of products or services.

= Consistency Across Channels — Maintains a unified brand image across various platforms.
= Market Positioning — Assists in positioning products or services in the market.

= Brand Loyalty — Encourages repeat purchases and customer retention.

= Competitive Advantage — Provides an edge over competitors.
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Attracting Talent and Partnerships — Draws skilled professionals and potential business

partners.

= Branding process

The branding process comprises five stages.

1. Carrying out resea

Carrying out research

Re2

Developing a branding strategy

The foremost ste
brand’s current p
potential. Perfor N, goals, values and

strategies.

2. Developing a branding strategy

A brand strategy tells you the direction in which your brand should move so that it can grow.
You should develop your brand strategy by combining creative imagination with rational
thinking. It should work internally for the company and externally for its customers.

3. Designing your logo and tagline

Go through your brand’s analysis and strategy report, and then apply your intelligence,
creativity, and imagination to develop a visual representation of your brand. You may come

up with several ideas that you can condense into a single final concept.

Implementation
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= Now that brand identity is created, one need to disseminate it through different marketing

mediums such as websites, folders, advertisements, social media pages, business cards etc.

= These collaterals are the points of contact between company and customers. This stage will

put things to work.

Managing your branding efforts

= |t requires a long-term commitment from you (the business owner), your partners, and your

directors to manage your brand identity assets. To do this successfully, ongoing monitoring

and input are needed.

Difference between brand and trademark

Base

Registration

ord, name, symbol,
red under law it

Copy

e taken against these
K.

Scope

Use

only be used by me

5 O Brand
Typography ;b D Name

Color
Scheme

Strategy Design
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Branding V/S Marketing

Branding Marketing

Develops campaigns that connect the brands to

Develops brand identity products, mission and goals.

Builds customer trust with stay. Builds customer trust with actions.

. . . Strategies and tactics to support products and
Strategies and tactics to support identity. g PPOTP

campaign.
The story about why your company exists Supports brand story with specific initiatives
Focus on how an audience feels about your Focus on what an audience does with your
company company

= Pros and Cons 0

Pros of brandino

Identity and Re
identity. With st

Is creating a unique
ess amidst a sea of
competitors. A r¢ S it represents, often
leading to increas
en customers know
the natural outcome.
Over time, this Ic
Higher Perceiv perceived value of
products or servi n their lesser-known
competitors.
Easier Marketing: A well-established brand makes marketing efforts more effective and
streamlined. When the audience is familiar with the brand’s message and image, marketing
campaigns can build upon that existing foundation.
Competitive Advantage: In a saturated market, having a unique brand can be a significant
competitive advantage. It can be the difference between being chosen over dozens of other
options.
. Attracting Talent: A well-respected brand doesn’t just attract customers; it also draws in

talented individuals who are eager to work for a recognized and esteemed organization.
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7. Shared Values and Community: Brands that effectively communicate their values can
foster a sense of community among their user base, creating passionate brand advocates in
the process.

8. Financial Value: As intangible as it may seem, a strong brand has real financial value.
Brands can be assets that appreciate over time, especially if they’re associated with a good
reputation and loyal customer base.

9. Global Reach: A recognizable and trusted brand can easily cross borders. In our
interconnected world, having a universally appealing brand can lead to global expansion
opportunities.

The Cons of Brandi

1. Costly and Ti rnight. It requires a
significant invest

2. Rigidity: Once ot a brand without
confusing or alie

3. High Expectatig eet these can lead to
quicker backlash

4. Reputation Vul akes the brand more
vulnerable. Any ntly.

5. Intense Compe ading to increased
competition. The

6. Oversaturation: 0 customer fatigue.
Oversaturation ca

7. Misalignment Risks: There’s always a risk that the brand’s values may not resonate or may
even clash with those of its target audience.

8. Evolution Challenges: As markets evolve, brands need to keep pace. However, adapting
while staying true to the brand’s core can be challenging.

9. Cultural Sensitivities: In a globalized world, brands must be sensitive to cultural nuances.

What works in one region might be offensive in another.
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Marketing

= Marketing
Traditionally, marketing has been referred to as performance of business activities that direct the
flow of goods and services from producers to consumers. To move the goods and services from
the producer to consumers a number of activities such as product designing or merchandising,
packaging, warehousing, transportation, transportation, selling, advertising and pricing are
required. All these activities are referred to as marketing activities.
“Business is not financial science, its about trading, buying and selling, its about creating a
product or service so good that people will pay for it” -Anta Roddek.
“Marketing takes a d hilip Kotler.

American marketi pf business activities

that direct the flow o ?
In modern times, e process. Taking the
social perspective, p by which individual
groups obtain what ] freely exchanging

products and service
= Features
1. Needs and want ps in obtaining what
they need and wx ss of marketing is to
satisfy needs.

2. Creating a mar ffer for a product or

service having give . A good market offer
is the one which is developed after analyzing the needs and preferences of buyers.

3. Customer value :- The process of marketing facilitates exchange of products and services
between buyers and sellers. A product will be purchased only if it is perceived to be giving
greatest benefit or value for money.

4. Exchange Mechanism :- The process of marketing involves exchange of products and
services for money or something considered valuable by people.

5. Expectation and Needs :- To identify the needs of the target customers in an organization

and developed those products and services.
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6. Consumers Centric :- Marketing is completely focused on consumer. All its activities are
based on the needs, demand and behaviours of consumer.

7. Integrated :- Marketing is an integrated function as it other business functions like
production, finance, personnel etc.

Marketing is not merely a business phenomenon or confined only to business organization

Marketing activities are equally relevant to non-profit organization such as hospitals, schools,

sports club, social and religious organization.

Marketing management refers to planning, organising, directing and control of the activities

which facilitate exchange of goods and services between producers and consumers.
= Objectives of Mar.

1. Customer Satisf

ustomer will remain
loyal to the comp

2. Create Demanc et product services.

Therefore, it tend products.

3. Goodwill :- i tion’s goodwill by
understanding ¢

4. Ensure Profitab g various activities.

5. Enhance Produ ends to know about

customers prefer y.

6. Increases sales sales volume of the
proposed produc

7. Create time an@ utility by providing
auxiliaries like warehousing, on the other hand, place utility is created by providing
transportation as a function under distribution channels.

8. Standards of living :- Raising the standards of living of the consumer by making available
efficient and cheap goods to him.

9. Customer feedback :- Assessing customer response before or after the launch of new
product.

10. To attract customers towards good and services.
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= Characteristics

1.

= Types of market

Anticipating the desires of customer :- Under marketing, the design and needs of the
customers are predicted before the production of product.

Buying and selling of product :- Marketing involves buying and selling of products.
Extensive business activity :- It includes all the activities from before production to after its
sale.

Customer satisfaction :- Under marketing, efforts are made to satisfy the consumer so that
they buy the product more and more.

Research and Development :- Continuous Research and development is done to improve
goods and service ith demand.

Determination of
Continuous :- changes in products
according to cha
Creative :- Itin d price of product.
Universal :- Mg portant process for

maintaining eco

Social network 5 on providing users

with content the eir social networks,
resulting in incre
Advertising- Ad jh methods like pay-
per-view clicks ane
Internet marketing- Internet marketing, or online marketing, combines web and email to
advertise and boost e-commerce sales.

Direct selling- In this model, sales agents build face-to-face relationships with customers by
demonstrating and selling products away from retail units, usually in an individual’s home.
Public Relation (PR)- Earned media (or “free media™) is publicity that is created through
methods other than paid advertising. PR is considered to be the most trusted and credible
form of marketing.

Sales promotion- When companies offer promotional offers and additional discounts on

products, it is known as Sales promaotion.
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= Marketing Techniques

Marketing plays an essential role in the advertising world. Even though new marketing
technologies are gaining ground, some of marketing technique are :-

1. Direct Mail

Direct mail refers to physical publications delivered to a potential customer’s mailbox.

It comes in 2 forms:

A. Targeted mailing list: Delivered to a chosen demographic of society.

B. Saturation mail: Delivered to every mailbox in a given neighborhood.

Many people think direct mail gets thrown straight in the trash, but statistics tell a very different
story

2. Cold Calling

Cold calling is a tra

2sses selling to other
businesses). These & Jucts or services and
contact them to esta
3. Business Cards
Business cards are lso be used to offer
discounts to customé
4. Handouts
Handouts include fl ted material handed
out for free for pro
5. Print Advertise
Print advertisement: al publications, and
brochures. They enable you to reach a vast demographic in your local community and create
brand awareness, especially for new businesses.
6. Sweepstakes
Sweepstakes are marketing strategies that offer prizes to participants. You randomly choose the
winner and no skills or activities are involved.
It’s a traditional marketing technique that creates a buzz around your brand and promotes your

products while giving people the chance to win one.
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7.

Referrals

Referrals involve encouraging your existing and past customers to tell others about your

business and the benefits it provides.

Also known as word-of-mouth marketing, referrals are probably the best way of promoting your
brand.

= Functions of marketing

1.

Market Information - To identify the needs, wants and demands of the consumers and then
analyzing the identified information to arrive at various decisions for the successful
marketing of a firm’s products and services is one of the most important functions of

marketing.

Product Design making the product

attractive to the ment not only cost
matters but also tter a lot in taking
production decis
Exchange Func s of marketing. They
ensure that a fi customer demands.
The exchange fu

Market Planni

d sales promotions.
ng objectives. These
objectives may i 2t or increase market
share. The mark els, promotions and
other action prog
Physical Distribu unction the two major
decision areas under this include —
a) Decision regarding channels of distribution or the marketing intermediaries to be used.
b) Physical movement of the product from where it is produced to a place where it is
required by customers for consumptives.
Standardization and Grading - Standardization involves producing goods at predetermined
specifications. Standardization ensures that product offerings meet established quality and
quantity. It helps in achieving uniformity and consistency in the output product. Grading is
classification of goods in various groups based upon certain predetermined characteristics. It

involves the control standards of size, weight etc.
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10.

11.

12.

13.

14.

Financing - The financing functions of marketing involve providing credit for channel
members or consumers.

Risk Taking - Risk taking is one of the important marketing functions. Risk taking in
marketing refers to uncertainty about consumer purchases resulting from creation and
marketing of goods and services that consumers may purchase in future.

Packaging, labeling and branding - Packaging involves designing package for the
products, labeling means putting information required / specified on a product’s covering.
Packaging and labeling serve as promotional tools now a days, Branding distinguishes the
generic commodity name to a brand name.

For example, TEA4 a/ Taj mahal” is a brand

name. In service
Customer Supp arketing. It involves
pre sales counse nts and adjustments,
credit services, formation. All these
services aim at p
Pricing of prod e to pay to obtain a
product. The de rally lower the price
higher would be
Branding- Bran providing basis for
distinguishing th stomer's loyalty and
in promoting its §
Promotion — It duct, it's features etc.
and persuading them to purchase these products. The four important methods of promotion
include —
i.  Advertising

ii.  Personal selling

iii.  Publicity

iv.  Sales promotion
Transportation - Involves movement of goods from one place to another. A marketing firm
has to analyse its transportation needs after taking into consideration various factors. Such as

nature of product, cost and location of target market.
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15. Storage or warehousing - Usually there is a time gap between the production or
procurement of goods and their sales. It may be because of irregular demand for products.

eg- woolen garments, raincoats.

In order to maintain smooth flow of product in markets, there is a need for storage of adequate

stock of goods to protect against unavoidable delays in delivery.

Importance of Marketing

v v v v

To Society To DA To Manufactures To Economy

= To Society
1. Employment :- % of country’s total
labor force is dire
2. Standard of livi by regularly making
new and efficien
3. National Incom ements of customers
then total good ncrease in National
Income.
4. Reduction in D > distribution cost of

commaodity whic s the society.

1. Helpful in planning and decision according to interest and need of customers.

2. Helps in generating income.

3. Helps in distribution :- Study of marketing tells a manufactures how to provide products to
consumers at the lowest cost and from most conveninet centres.

4. Through marketing, information about changing circumstances of various industries reaches
the marketing manager.

5. It help in boosting sales.
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= T0 company

1. Building relationship between customers and business.

2. Marketing creates revenue options.

3. Marketing proves to be an effective tool for effective consumer engagement.
4. Helps in building an maintaining reputation.

5. Helps in setting better goals for your business.

= To Economy

1. Increasing national Income

Increases GDP of nation.

Creats employmen

Optional use of r

o~ w N

Se g

Satisfaction to h
LW-HI[E“I J a ILO{ ®

1. Emphasisisont and wants.

mers needs and wants

2. C f .
ompany manu e and deliver a product

first and then dec

Management is s

terms of new
d future growth,

Planning is short
terms of today's |

Stresses needs of ers.

6. Views business as a L.
er satisfying process.

process.
. . . - Emphasis on innovation on every sphere, on providin

7. Emphasis on staying with existing P Y 5P . P . g

. better value to the customer by adopting a superior
technology and reducing costs.
technology.

8. Different departments work as in a All departments of the business operate integrated
highly separate water tight manner, the sole purpose being generation of consumer
compartments. satisfaction.

. . Consumer determines price, in turn price determines

9. Cost determines price. P P

cost.

10. Selling views customer as the last very | Marketing views tlie customer as the link of the

purpose in business. business.
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= Marketing Management

Marketing management means management of marketing function. It refers to planning,
organising, directing and control of activities which facilitate exchange of goods and services
between producers and consumers of product.

Philip kotter has defined marketing management as the art and Science of choosing target
markets and getting keeping and growing customers through creating, delivering and
communication superior customer values of management.

Phelsond westing :- “Approaching marketing from the managerial point of views is called
marketing management.

Marketing manage

The effective marke need. The marketer

develops marketing ct and services.

= The marketing p

1. analysing the ma
2. selecting target
3. developing the
4. implementing an
1. Analysing the Mar
= Marketing task s ore, the first step in
the marketing p entify the consumer
needs. Marketer ot satisfied by any
product offer or t ct offerings. For this

purpose, you have to analyse the opportunities by scanning the marketing environment.

Analysing the marketing opportunity

v

Selecting target markets

v

Developing the Marketing mix

v

Implementing and Controlling
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2. Selecting Target Markets:

= At the second stage, the marketer has to decide about the target, the company's business
mission, the category of customer markets it wants to serve, the type of strategy to arrive at
the set goals. For this reason, one of the first tasks in marketing planning is to divide the
heterogeneous market into relatively homogeneous segments. Once a particular customer
group is identified and analyzed, the marketing manager can direct company resources and
activities to profitably satisfy the selected segment.

= Thus, at this stage marketer divides the market into various segments, called market
segmentation. Each segment consists of consumers who respond in a similar way to a given

set of marketing efi and selects one or more

segments in whi stain it over a long

period. This is cg et, you must decide
market positioni mpetitors product in
consumers' mind

3. Developing the Ma
= The third step in It is easier to divide
the marketing a referred to as the
marketing mix. ) promotion and 4)
physical distribu eferred to as the four

Ps of the marketi ix may be defined as

the "set of cont ends to produce the

response it wants detail.

= The word product stands for the goods or services offered by the organisation. Once the
needs are identified, it is necessary to plan the product and after that keep on analysing
whether the product still satisfies the needs which were originally planned for, and if not, to
determine the necessary changes. Decisions such as branding packaging, after sale service
etc., are to be decided.

= Price is the money that the consumer has to pay. Price must be considered as worth the value
of the product to become an effective marketing tool. The product has to be reasonably
priced. The manufacturer has to take into account cost factors, profit margin, the possibility

of sales at different price levels and the concept of the right price.
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= Promotion is the aspect of selling and advertising or communicating the benefits of the
product or service to the target customers or the market segment in order to persuade them to
purchase such products or services. It includes selling through advertising as well as the sales
force. Besides, a certain amount of promotion is also done through special seasonal
discounts, competitions, special price reductions, etc.

= Physical Distribution refers to the aspect of the channels of distribution through which the
product has to move before it reaches the consumer. It also includes the logistic aspects of
distribution such as warehousing, transportation, etc., needed for geographical distribution of
products. It is also concerned with the selection of distribution channels. The organisation

must decide whethe 0 retailers, or whether

directly to the ca be moved from the

producer to the ed in terms of both
consumer  satisf timum use of the
organisation's res

4. Implementing and
= At the fourth sta oper implementation
program, market ting implementation
revolves around > marketing goals or
targets. The mar to operational plans

which are achiev

= Objectives of ma

1. Providing custo eeds of the customer
and prepares the goods/item which can satisfy customer effectively. Pricing of product and
distribution function of marketing are also planned accordingly.

2. Increasing Demand :- Objective of marketing is to create additional demand for its product
through advertising, satisfied customers also help in creating new customers, Example- If
you buy a gel pen and get satisfaction, then you will buy the same pen.

3. Better quality - Business units keep on improving their knowledge and technical skills to
provide better of people.

4. Reputation :- To build a good impression and reputation for the organization in the minds of

people.
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Sales :- To increase the profitable sales volume in business.
Assessment of marketing mix in the business.
Determination of market opportunities.

Coordination of all marketing activities.

© o N o O

Consumer oriented - In business organization, the consumer is at the top as a result of which
a lot of attention is paid to the needs of consumers and manufacturer is seen from the

consumer's point of view.

Marketing Management Philosophies

An understanding of the philosophy or concept to be adopted is important as it determines the
emphasis or the weigh

Production Concep
The Production con preposition is that
customers will choo are of low cost. So
managers try to achie on strategy.
Product concept
The product concept oducts that offer the
most attributes like 2 managers focus on
developing superior a period of time.
Selling Concept
The Selling concept Il not buy enough of
the organisations p selling effort. So
organisation should arketing success.
Marketing Concept

The marketing concept that the reason for success lies in the company’s ability to create, deliver
and communicate a better value proposition through its marketing offer in comparison to the
competitive for its chosen target market.

Social Concept

Societal concept proposes that the enterprise’s task is to determine the needs, wants and
intentions of the target market and to deliver the expected satisfaction more effectively and

efficiently than the competitors in a way to preserve or enhance the customer’s and society well
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being. It combines the best element of marketing to bring change in an integrated planning and
action framework.

= Marketing Mix

The Marketing mix consists of various elements, which have broadly been classified into four

categories, popularly known as 4Ps of marketing.

Promotion Product

4P’s

Produc Promotion

— Product Mix — Promotion mix
— Product Qualit — Advertising

— New Product — Personal selling

— Packaging — Sales Promotion
— Labeling — Publicity
— Branding — Public relation
- Design and Development Distribution

1. Product

Product means goods or services or ‘anything of value’ which is offered to market for sale.

Product are broadly classified into 2 categories- (i) Consumer products , (ii) Industrial Products
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Products

/_/\

Consumer Products Industrial Products
I
v v
Durability Basis Shopping effort Involved
v Y v v Y v
Non- Durable Service Convenience Shopping Specially
Durable Product Product Product

A. Consumer Prod sumers or users for
satisfying their p cts.
eg. — Soap, Edible oi

= Classification -

a. Convenience 5 SUME rchased frequently,
immediately , Newspaper.
b. Shopping P onsiderable time, to
compare the pefore making final
purchase. eg
c. Speciality P cial features because
of which peof
2. On Basis of DurabilTty
a. Non-durable : Consumed for one few uses.
eg. — Toothpaste, detegents, bathing scap.
b. Durable :- Product which normally survive many years.

eg.- Dry cleaning, watch repairs, hair cutting, postal service etc.
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Industrial Goods

v v v
Materials Capital Supplies and
and Parts Items bussiness service
— — —
Raw Manufactured Installation Equipments I\gi:jnura:;z:iie Oszi)r;:il:f
Material Material
system

B. Industrial Prod cing other products.
eg. — Row mg

Price

Price is the amount The marketers have

not only to decide ak tors determining the
price and fix a price
Factors affecting p
1. Product Cost :-

2. Utility and De

ling the product.

of price, the utility

provided by the 5 the upper limits of
price.

3. Extent of compe pated reactions must
be considered before

4. Government and legal regulations :- In order to protect the interest of public against unfair
practices in field of price fixing. Government can intervene and regulate the price of
commodities.

5. Pricing Objective :- Generally the objective is stated to maximize the profits. If a firm
decides to maximize profits in short run, it would tend to charge maximum price for its
products. But if it is to maximise its total profit in the long run, it would opt for a lower per

unit price so that it can capture larger share of market and earn greater profits.
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6. Marketing methods used :- Pricing fixation process is also affected by other element of
marketing such as distribution system, quality of salesman employed quality and amount of
adverting.

3. Place

Place or physical distribution include activities that make firms products available to the target

customer. Important decision areas in this respect include selection of dealers or intermediaries

to reach the customers, providing support to intermediaries.
4. Promotion

Promotion of product and services include activities to communicate availability, features, merits

etc of products to the t
The success of a m: are mixed to create

superior value for the

Packaging

Packaging refers to t

ofit objective.

per of a product.
eg. — Maggie noodle
Functions of Packa
I.  Product ident
Il.  Product prote
I1l.  Facilitating u
IV.  Product pro
Importance
I.  Rising standard
Il.  Self service outlets.
I1l.  Innovational opportunities — eg.- Milk can be stored for 4-5 days without regrigeration.
IV.  Product differentiation.

V. Increases scope of marketing.

Labeling

A Simple looking but important task in marketing of goods related to designing the label to be
put on package. The label may very from a simple tag attached to the product indicating some
information about quality or price.
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Functions
I.  Describe the product and specify its contents.
Il.  Identification of product or broad
I1l.  Grading of products
IV.  Helps in promotion of products.
V.  Providing information required by law.

Promotion

Promotion refers to use of communication with the twin objective of informing potential

customers about a product and persuading them to buy it.

Promotion mix :- | an organisation to

achieve its commu omotion mix — (i)

Advertising (i) Perse

marketer — Customer

. Advertising
Advertising is an i or by the marketers
(Sponsors) to promc 5 are — Newspapers,

Magazines, Televisi

Features
I.  Paid form — Adv
Il.  Impersonality — There is not direct face to face contact between the prospect and
advertiser.
I11.  Indentified sponsor :- Advertising is undertaken by some identified individual or
company who makes the advertising efforts.
Merits
Advertising, as a medium of communication has following merits
I.  Mass reach — It is a medium through which a large number of people can be reached

over a vast geographical area.
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Il.  Enhancing customer satisfaction :- Customer feel more comfortable and assured about
the product quality and hence feel more satisfied.
I11.  Increases confidence :- Advertising creates confidence amongst prospective lawyers.
IV.  Expressiveness :- With special effects that can be created even simple products and
message can look very attractive.
V.  Economy — Advertising is a very economical mode of communication if large number of
people are to be reached.
Limitations of Advertising
Though advertising is one of the most frequently used medium of promotion of goods and

services, it attracts lot @

1. Adveretising un ely passed on to the
buyers in form o
eg.- Advertiseme

2. Advertisement u

3. Many products a fused as to which is
true.

4. Advertising does and persuade people

to purchase even
. Personal selling
Personal selling invo on with one or more
prospective custome
Features of persona
1. There is a lot of flexibility in personal selling.

2. A direct face-to-face dialogue takes place that involves on interactive relationships.

3. Allows a sales person to develop personal relationships with the prospective customers.

4. Minimum wastage of efforts.

Role of Personal Selling

Personal selling plays very important role in marketing of goods and services. The importance of
personal selling to business man, customers and society are —

Importance to Businessman

= Effective promotional tools
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More flexible than others tool of promotion
Minimises wastage of efforts.

Consumers attention.

Helps to develop lasting relationship between sales person and customers.

Development of personal rapport with customers increases the competitive strength of

business.

Helps in persuading customers about merits of product.

Importance to customers.

Importance of Socié

Difference between

Help in identifying needs.
Latest market Inforg
Expert advice

Induces Custome

Converts latest d
Employment opp
Career Opportun
Mobility of sales
Product standard

1. Advertising is

communication.

Advertising inv
standardized messages, i.e., same message is
send to all the customers in a market segment.

Selling

personal form of

2 sales talk is adjusted
keeping view customer’s background and
needs.

Advertising is inflexible as the message can’t
be adjusted to the needs of the buyer.

Personal selling is highly flexible. as the
message can be adjusted.

It reaches masses, i.e., large number of people
can be approached.

Only a limited number of people can be
contacted because of time and cost
considerations.

In advertising the cost per person reached is
very low.

The cost per person is quite high in the case
of personal selling.

Advertising can cover the market in a short
time.

Personal selling effort take a lot of time to
cover the entire market.
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Advertising makes use of mass media such
television, radio, newspaper, and magazines.

Personal selling makes use of sales staff,
which has limited reach.

Advertising lacks direct feedback. Marketing
research efforts are needed to judge customers
reactions to advertising.

Personal selling provides direct and
immediate feedback. Sales persons come to
know about the reactions
immediately.

customers’

Advertisement is more useful in creating and
building interest of the consumers in the firm
product.

Personal selling plays important role at the
awareness stage of decision making.

10.

Advertising more useful in marketing to the
large in

ultimate consumer’s who are

numbers.

3. Public Relation
Public relation is a
business needs to cc
instrumental in incre

The public relation d

1.

Publicity :- It
organisation ho
Features :-

a) Itisan unpai
b) Thereis noic
Press release :- |

in the press.

Personal selling is more helpful in selling
products to the industrial buyers or to
intermediaries such as dealers and retailers
in numbers.

stake holders. The

alers since they are

n-personal form of

unication.

d'in a positive manners

3. Corporate communication :- The image of organisation needs to be promoted through
communicating with the public and employees within the organisation. This is usually done
with help of newsletter annual reports, brouchers, articles and audio-visual material.

4. Lobbying :- The organisation has to deal with government official and different ministers in
charge of corporate affairs, industry, finance with respect to policies relating to business and
economy.

Counseling :- The public relations department advises the management on general issues
which affect the public and position. The company can built goodwill by contributing money
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and time to certain caused like environment, wildlife, children’s right, education etc. Such

cause — related activities help in promoting public relations and building goodwill.

4. Sales Promotion

Sales promotion refers to short-term incentives, which are designed to encourage the buyers to

make immediate purchase of a product or service. It includes offering cash discount, sales

contest, free gift offers and free sample distribution.

Merits

Limitations

1. Attention value

1. Spoils Product image

2. Useful in new product launch

3. Synergy in total p

Co
sal

2. Reflect crisis

Advantages and Disadvantages of Marketing

Advantages

Disadvantages

Helpful to expand business and
market share.

Increased Sales And Revenue
Maximum Utilization Of Resources
Lower Cost Of Production

Increased Brand Awareness

increase | Lengthy And Complex
Barrier To Entry

High Competition

Huge Setup Cost
Required additional staff
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= Physical Distribution

It is an important element in marketing mix. Through this the goods and services are made
available at right place, at right time to right people without change.
Once goods are manufactured, packaged, branded, priced and promoted, there must be made

available to customers at right place in right quantity and right time.

4

Importance of Physical distribution

Cost efficiency — Efficient physical distribution reduces transportation and storage cost.
Customer Satisfaction — Timely deliveries enhances customer satisfaction.
Market expansion :- It enables business to reach wider market.

Competitive advg
Resource Opti
Inventory contr
Environmental
Profitability :- B
Product Availak

bjective of Ph
Efficient Transpc

=

lelivery routes.

M PO Y N e g bk wDhd e

Inventory manag pmer demand while
minimising exces
3. Order processing

4. Eliminate unnece

= Components :-

Order Processing

A 4

Transperation

. 4

Warehousing

. 4

Inventory Control
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Conclusion
1. Marketing is the cornerstone of any successful business its a strategic function that bridges
the gap between a companies offerings and needs of its target market. By understanding
consumer behaviour, analysing, market trends and developing effective strategies, marketing
place a pivotal role in driving sales, building brand loyalty.
2. Marketing is not just about selling products or services ; its about building relationships with
customer and creating value. By mastering the principles of marketing, business can achieve

sustainable growth, competitive advantage and long term success.
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NETWORKING

Networking is a term that refers to meeting other business owners, potential suppliers, or other
professionals who have business experiences- to help you grow your business.

Business networking is the act of maintaining positive relationships with clients and other
professional in your industry.

Business networking encompasses the deliberate and strategic process of establishing and
nurturing professional relationships with individuals who share similar interests, goals or

industries. It involves actively seeking opportunities to connect, engage and build rapport with

others in the busines
Networking in busi igh-quality business
network may provic ts and key industry
knowledge. By lear etworking, you can

ensure a company’s

Types of
networking

Online
Social
Media
Networks

Service
Network

Strong
contact
network

Strategic
networking
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. Operational networking

Operational networking is about building relationships inside your company to get work done.
An example would be a marketing leader who builds a great relationship with the head of

diversity to help him create messages that will engage new market segments

. Personal networking

Personal networking is about enhancing your professional development and exchanging
referrals, mostly with people outside of your company. A good example is the Chicago Coaching
Roundtable, a monthly forum that coordinate for executive coaches to come together and share

best practices

. Strateqgic network

Strategic networking you to achieve your

strategic business ¢ )n might network to

build great relations

. Strong contact n

Organisations whose s These groups meet

weekly, over lunch @ hile
relationships that adc ﬁjrma
. Community Ser AtV

If you go not for p )

other ways and from

5es, you build lasting

. Professional Org

The primary purpose of a professional organizational is to exchange information and ideas. The
goal of joining such nerworks is to join groups that include your potential customers or target

market. Many groups limit their membership to those who hold specific industry certifications.

. Online Social Media Networks

An online social network is an abstraction that captures the interactions between people relying
on some internet-based infrastructure. People join online social networks with different goals,
such as socializing, keeping in touch with friends, as well as reading and/or sharing news..
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Business Networking Types with Casual and Professional Association

>

Business
twork

Ne
Ccommun w F ~ce ¥ S e E,} Casual Contact
Service Club s&% —c Network
Professional Online and Social
Association Media Network

Strong Contact
Nerwork

= ROLE OF NETWORKING IN BUSINESS

= Business networking is the act of maintaining positive relationships with clients and other

professionals in yg@ ou to share important

insights, stay upd
= Business networ t not be able to find
on your own. F¢ Sight into new sales
techniques, info ce on how you can
improve professi
= Effective busines knowing how to use

it effectively can
= Works of busine

= Business netwo

d so that multiple

professionals ca and exchange ideas.

Here are some ot

- Attend a bus specific topics relevant
to their niches. Conversing with attendees who share your interests or work style can help
you expand your contact list and exchange helpful advice.

- Join a networking group. To find more consistent business networking opportunities,
you can join a civic club or professional organization that focuses on relevant industry
topics. For example, you might join your local area’s chamber of commerce, which is a
group of entrepreneurs that offers opportunities for referrals and business development.

- Create a social media profile for business networking. Certain platforms allow
professionals to cultivate a network through different types of online engagement. For

example, you might post blog-style updates of your recent business activities to your
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= IMPORTANCE OF NETWORKING IN BUSINESS

Generate business leads: Networking with others professionally can help you identify new
sales opportunities. This may be especially relevant for business-to-business (B2B)
companies, as they rely on the patronage of other companies to increase profits.

Learn industry standards: Gaining new business contacts can help you understand your
industry’s common strategies and best practices. For instance, a new grocery store might
learn which vendors supply the most popular fresh produce in a local area.

Identify key trends: Industries often change over time, so maintaining positive relationships
with other business professionals can help you stay informed about the latest news or

innovations. If yq exchange new coding

techniques with ¢
Increase brand er professionals can
help them under pecially relevant for
creative professi as they may rely on
their own market
Understand di ewpoints on how to
perform certain t uals in your industry
may help you lea 2CH¢ ing es.

Receive mentor ct lists and multiple
years of experie can receive expert
advice on how to
Develop your c0 trust your business
instincts and strategies. As a result, you may pursue more opportunities in the workplace and
increase your chances of developing long-term relationships with other professionals.

Build Relationship :- Networking gives the opportunity to connect with other businesses,
helping you to establish effective relationships with key people across various industries.
Solution to business problems :- Networking may gives access to other people who have
experienced similar issues in the past and can offer valuable advice and potential solution to
help move forward.

Potential Business Referrals and Partnership Opportunities.
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= Networking can lead to potential business referrals and partnership opportunities. As you
develop relationships and build trust with fellow professional, they may refer clients or
customers to you.
= Collaborative partnerships may also arise from networking, enabling you to expand your
business reach and achieve mutual growth.
= Sharing and Gaining Knowledge and Expertise
= Networking provides a platform to exchange insights, best practices, and industry
knowledge with professionals from diverse backgrounds.
= Engaging in conversation and discussion allow to expand understanding and learn from

others’ experiences

= Stay updated on
=  Benchmarking ure how business is
performing agai your strengths and
areas where imp
= Learn Industry you understand your
industry’s com grocery store might
learn which vend
= Generated busi ads : ! n help your identify
new sales oppo i S ' s-to-business (B2B)
companies, as the profits.
= |Identify key t

relationships wit ed about the latest

aintaining positive

news or innovations.

= Access to New Ideas and innovative solution :- Through networking, you gain exposures to
fresh ideas and innovative solutions. Interacting with professionals from different industries
and background can spark creativity, inspire new approaches and provide alternative
perspectives to problems-solving.

= Career Advice, Mentorship and Professional Development Opportunities : Networking
opens doors to valuable career advice, connecting with experienced individual in your field
allows you to seek guidance, gain insights and receive support in navigating your career path.

= Increased visibility and Credibility in the Industry :
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= Building a strong network enhances your visibility and credibility within your industry.
= Engaging in networking activities like speaking at conferences, participating in industry
event and contributing to discussion allows anyone to display his expertise.
= |t also helps to establish anyone as a thought leader and gain recognition among peers and
potential collaborators.
= Develop social skill — Regular Networking can help you build your confidence when dealing
with people and this can have a positive impact on future interactions you have with staff,
customers and suppliers.
= Access new talent :- Business networking could introduce to the talents needed.

= By leveraging the p into new ideas, gain

valuable insigh onal reputation and

unlock potentia ool for professional

growth and buil
= DISADVANTAC

=  While business

rtant to be aware of
potential disadv

Here are some C

1. Time-Consumi
— Engaging in events, participating
in online co t investment of time
and energy.
— It’s essential te ess responsibilities to
ensure productivity and avoid burnout.
2. Potential for ineffective or unsuccessful networking efforts :

— Not all networking efforts yield immediate results. Building meaningful connections
takes time and effort. Some interactions may not lead to desired outcomes, such as new
business opportunities or collaborations.

— It’s important to remain patient, persistent and adaptable in navigating the networking

landscape.
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3. Difficulty in establishing Genuine Connections :

— Building authentic relationships can be challenging in a networking setting. Superficial
interactions or a focus solely on personal gain may hinder the establishment of genuine
connections.

— It’s crucial to approach networking with a genuine interest in others, actively listen and
seek opportunities to provide value to foster authentic relationships.

4. Maintaining a Balance between networking and other business responsibilities:

— Devoting too much time and attention to networking activities can detract from other

important business responsibilities.

— It’s essential tQ at networking efforts

align with ov d obligations.

By being aware of tworking landscape
more effectively. Re e, focus on building
genuine connections r essential business
responsibilities. Des ool for professional
growth and business ions and a strategic

mindset.

= Strateqy to estab

Networking is an art : ) ' t.
Here are some key st
1. Setting Networ rking activities, it is
essential to set cl
— Define what to achieve through networking, whether it’s expanding professional contacts,
seeking career advice, or exploring potential business partnerships, Setting goals provides
focus and helps to make intentional networking decision.
2. Active Listening and asking insightful questions :
— One of the fundamental aspects of effective networking is active listening. Pay attention
to what others are saying and show genuine interest in their perspectives.
— Asking thoughtful and insightful questions not only demonstrates curiosity but also
allows to delve deeper into conversations, understand others needs and find common

ground.
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Promoting others and offering assistance

— Networking is not solely about self-promotion.

— Actively promote and support others in your network. Offer assistance, share relevant
resources or introductions and highlight the accomplishment of your connections.

— By becoming a valuable resources and advocate for others, you build trust and nurture
stronger relationship.

Following Up and Maintaining Relationships

— Networking doesn’t end after an initial meeting or vent. Follow up with your contacts to
express gratitude for their time, reinforcement the connection and explore potential

collaborations.

— Regularly mg ch, sharing relevant
updates and ¢
Leveraging Tec
— Technology
LinkedIn, T

engage with |

edia platforms like

d your network and

— Use digital to
Look for the rig

taying organized.

he specific help you
need. For instan ities in a new field,
consider engagin Justry.
Be proactive - intaining beneficial
connections. If t may be helpful to
attend multiple events per year or stay updated on your fellow members’ activities

Offer assistance -Keep track of your contacts’ skill sets and business ventures so you can
offer support, when appropriate. Becoming a resource for others can encourage your contacts
to trust your expertise and view you as dependable

Cultivate personal contacts online - The internet is a valuable resource for creating,
cultivating and communicating with your contacts. Use social media platforms to connect
with professionals in your area, reconnect with old friends and start conversations with the

people you meet while on the job.
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10. Attend company events - If you work at a company, they might host regular events to
encourage employees to socialize. EXAMPLE — Seminars, Training session

11. Follow up after events - It’s often important to follow-up with any new contacts you find at
an in-person or online event. This demonstrates your interest in their business ventures and
an ability to hold yourself accountable. As a result, a contact may remember you for future
opportunities or positions.

12. Develop an elevator pitch - Anelevator pitchis a short introduction of your personal
information and business interests. It allows you to communicate the purpose of your
networking efforts quickly, which can help you form connections more efficiently.

By implementing the pusiness world.

PROBLEMS RE

= Marketing can be

= |t's difficult to a

€SSes

= Not all campaig
» The business ma
= The cost of branc
= The time require

additional staff

Questions

2 marker

media may require

Branding
Trademark
Marketing
Features of marketing
Physical distribution
4P’s of Marketing
Define marketing mix

What is marketing management

© 0 N o g Bk~ wDhPE

Advertising
10. labelling
11. Societal concept of marketing.
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12. Networking

13. Personal selling.
14. Packaging

15. Sales promotion

7 Marker
What are the characteristics of branding.
Explain elements of branding and its channels.
Explain philosophies of marketing management.
What is marketing s
Explain marketi
Advertising and

Labelling and its

© N o gk~ w Nd PP

Define following
a. Brand
b. Brand name.
c. Brand Mark
d. Trademark
e. Advertising
f.  Promotion
9. Explain personal
10. Classification of f
11. What are the various strategies to estab
12. What are the factors affecting the determination of price of product.

13. Differentiate between branding and marketing

10 Marker

1. Explain the process of marketing management.
2. Explain branding and its importance.

3. Explain marketing and its functions.

4. Differentiate advertising and personal selling.

business networking.
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5. What is the importance and function of packaging.
6. Advantages and disadvantages of networking in business.

7. What is networking ? Describe its types and significance for business organizations.
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