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PRODUCT/ORGANISATION PROCESS/PEOFLE ORIENTED
OQRIENTED “ Attention to business process and to
° Attention to product people (groups) managinglinvelved in
° Organisation: toolto produce the process
products ° Organisation: more flexible, with an

® Organisation: structured (functions, "entrepreneurial” type of management
duties, responsibilities, authorities) and activities

° Activities: rational, logic, system atic, ® Group-oriented - "Learning
standardised Organisation™

° Motivation: medium ilow * Motivation:

OPERATIONS ORIENTED

“Reactions to Market's
Changes: -Change/
fim provem ent of
Technology — Change/
fim provem ent of
Productls

° Strength: Know-how
(Product-Technology)

FUNCTIONAL -
TAYLORISTIC
PRODUCT - OUT

INVOLVEMENT
PROCESS - IMPROVEMENT

memnzZo~HECmD

MARKET ORIENTED

“ Analysis of Market's
change: - Definition of
Market's needs -
Location of

oo eaniias MARKETING - ORIENTED
° Strength: Ability to reap PRODUCT - IN

& manage opportunities

HRARDER HHTH

Model B (West - ¥ ears: 6i0s - 70s)




operations
oriented

market

RELATIONSHIP W MARKET
oriented

INTERNAL ORGANISATION

productiorganisation
oriented

FUNCTIONAL-TAYLORISTIC
PRODUCT-OUT

Model B

MARKETING-ORIENTED
PRODUCT-IN

process/people
oriented

INVOLVEMENT
PROCESS-IMPROVEMENT
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INTERNAL ORGANISATION

PRODUCT/ORGAMIS ATION ORIEHNTEL | PROCESS/PEOPLE ORIEHTED

A C

HAramoC

emHzm—nac

Am=n®g

HEFRRerz @ "R DnwEo"HeprEd

omHAzm— oo




INTERNAL ORGANISATION

PRODUCT/ORGANIZATION ORTEHTEL | TROCESS/PEOPLE ORIEHTED
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SCANNING AN
ORGANISATIONAL
STRUCTURE

® Mark each area's representative
dot on the grid - mark the area
code nextto each dat

* Connectthe ¥ dots with
segments of line

AREAS OF ASSESSMENT:

CY¥= CULTURAL VALUES

RM = RELATIONSHIP WITH
MAREKET

RC = RELATIONSHIP WITH
CLIENTS

OM = ORGANISATION &
MANAGEMENT

RE = RELATIONSHIP WITH
EMPLOYEES

08§ = (MANUFACTURING &)

OPERATIONAL STRATEGIES

RS = RELATIONSHIP WITH

SUPPLIERS
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Normal Distribution
Centered

~60-50-40-30-20~10 X +10420+30+40+50+60
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