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Dear Decision Maker,

Welcome to the year 2020 that marks a great turnaround 
in the history of  your companion in the decision-making 
process, Decision Review. As was promised in the last 

stedition of  the year 2019, this 21  edition of  your 
companion promises some remarkable changes that will 
make the publication more valuable to you, and 
everybody that comes across any edition going forward. 

This particular edition is focusing on the ecosystem of  
shared values, and this is the title of  the first article in 
Decision Feature 1 which was the original work of  Mark 
Kramer and Marc Pfitzer. The correlation between social 
progress and business success, we are told by the authors, 
is becoming more evident around the globe as 
innovations are being made by organisations to help 
tackle pertinent issues that affect the lives of  people in the 
society. As a result of  the above, businesses are 
increasingly evolving as solution providers for many 
fundamental problems, as opposed to focusing only on 
accruing financial benefits, hence creating shared values. 

Following this major write-up are four different regular 
columns, the first of  which is  Management Decision,
which, in this edition, presents 'What is the importance of  
corporate communication?' by Shelley Frost. We are able 
to extract  from this  write-up that  corporate 
communication facilitates transparency, builds a sense of  
teamwork, reduces miscommunication, protects the 
company brand, improves customer service, creates 
brand awareness, boosts employee engagement and 
promotes innovation. Next is the Strategic Decision 
column which is focusing on 'How to build a strong 
corporate communication strategy' by Gini Queen. 
Emerging from this piece are the facts that what could be 
considered as a good corporate communication strategy 
should; listen first, be ever evolving, able to identify 
flourishing areas, recognize the need for improvement, 
and be thought provoking. 
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The newly introduced column on  Strategy
presents 'Crisis Management Strategies' by Carl 
Cox, bringing to our attention that crisis 
management strategies are crucial to the 
functionality of  a company because they help to 
prevent putting the company at risk. The author 
stated the importance of  establishing crisis 
management strategies because of  the inevitability 
of  a company running into both major and minor 
obstacles, at least once or twice in a year. The 
Decision Brief  Case, an old regular column, in 
this edition is about 'The Long Tail Model' 
showing us how the internet is transforming the 
economy. This model attempts to show how the 
'Pareto Principle' may not always be right, using the 
internet as a basis to prove that business is 
gravitating to where there is variety instead of  
uniformity. This model of  Chris Anderson is 
therefore worth our consideration as Decision 
Makers.

We afterwards brought , Decision Feature 2
where we present Patrick Lencioni article titled, 
'Make Your Values Mean Something'. As it has 
been observed that the list of  corporate values of  
many organisations have been hollow, unspecific, 
sometimes even dishonest, and most times vague, 
meaningless and untrue. Following this are two 
regular columns; the first being Management 
Tips where Janet Johnson's tips on how shared 
values can improve your brand marketing were 
succinctly presented. This is closely followed by 
Strategic Repositioning column on 'Managing in 
an Age of  Winner-takes-all' by Richard Straub. 
This contribution made it clear that management 
practices need to advance from the mindset of  the 
industrial-age in order to enjoy the promises of  the 
digital revolution technologies.

In  that follows immediately, Decision Feature 3
'How to establish values on a small team' is the 
focus of  Amelia Friedman's write-up. It establishes 
the fact that developing the corporate values of  a 
company early in the company's history can have a 
lasting and positive effect on the company and its 
organizational culture. This is easier to accomplish 
when the team is small because when it grows 
larger, it may become more daunting to reach a 
consensus about what the company values should 
be. This is followed by  column Strategic Opinion
on 'Shared Values: A Winning Formula to Business 

Success' also by Janet Johnson that shows us how 
shared values play a vital role in business decisions. 
The second column is  Management Affairs
which also present Janet Johnson's 'Strategic 
Alignment: Why it is crucial to Business Planning'. 
It shows that strategic alignment involves 
connecting the business environment of  a 
company to its strategy, structure and resources. It 
is a state in which the strategy of  an organisation 
align internally and externally, with its users, 
marketplace, and customers.

The last  is about 'Pricing to Decision Feature 4
Create Shared Values' by Marco Bertini and John 
Gourville. The authors stated how important it is 
for firms to perfect pricing as it is the most 
common way by which firms communicate with 
customers. Prices send clear messages about what 
the firm believes in, what it thinks of  its customers, 
and how it wants to interact with them. This is 
followed by the  column where Book Summaries
three books are presented for our Decision Makers 
for consideration as worthy of  their libraries. The 
first is Values-Driven Business: How to Change the 
World, Make Money and Have Fun, authored by Ben 
Cohen and Mal Warwick and published by Berrett 
Koehler in 2006.

The second book is Winners Never Cheat: Everyday 
Values We Learned as Children but May Have Forgotten, 
authored by Jon Huntsman and published by 
Wharton School Publishing in 2005. The third and 
final book is Bring Your Human to Work: 10 Surefire 
Ways to Design a Workplace That's Good for People, Great 
for Business, and Just Might Change the World by Erica 
Keswin and published by McGraw Hill in 2018.

The Strategic Humour column is where we 
present some executive jokes for your relaxation. 
This column has been shifted to the last page of  the 
publication just to make you laugh and live longer. 
With this repackaged edition of  Decision Review, we 
believe that you will get more value for your money, 
and you will be better aided in your decision-
making process for greater success in your 
organisations.

Sincerely Yours.
 
Muritala Awodun, PhD
Editor-in-Chief
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Strategic alignment involves 
connecting the business environment 
of a company to its strategy, structure 
and resources.
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The correlation between social progress and business success 
is becoming more evident around the globe as innovations are 

being made by organisations to help tackle pertinent issues 
that affect the lives of people in the society.
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he correlation between social 
p rog re s s  and  bus ine s s 
success is becoming more 
evident around the globe as 
innovations are being made 
by organisations to help 

tackle pertinent issues that affect the lives of  
people in the society. Businesses are 
increasingly evolving to become solution 
providers for many fundamental problems, 
as opposed to focusing only on accruing 
financial benefits, hence creating shared 
value. For example, the first treatment and 
diagnosis of  HIV/AIDS in South Africa 
was introduced by Enel, an Italian energy 
company, in a bid to ensure that the 
employees were protected from the disease, 
and healthy enough to execute their duties. 
Subsequently, the multi-billion euro 
company has succeeded in generating 45% 
of  its power from renewable energy 
sources, thereby avoiding the annual 
emission of  92 million tons of  CO2. More 
astute organisations have also began to see 
the need to incorporate shared value 
initiatives.

However, the implementation of  shared 
value strategies is not without its challenges, 
most of  which cannot be controlled; for 

t

Businesses are 
increasingly 
evolving to 

become solution 
providers for 

many 
fundamental 
problems, as 

opposed to 
focusing only on 
accruing financial 

benefits, hence 
creating shared 

value.

”
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example, cultural norms and government 
policies. It is also germane that corporations 
and businesses make a united effort to 
col laborate  in order  to foster  the 
advancement of  their shared value efforts as 
it is impossible for any company to exist in 
isolation, considering the fact that all 
businesses and corporations exist in an 
ecosystem which can be affected by the 
market, as well as the productivity of  
distributors and suppliers. It is for this 
reason that the Collective Impact movement 
was introduced in 2011 by John Kania and 
Mark Kramer in the Stanford Social Innovation 
Review. Implementing this collective impact 
would afford participating companies the 
oppor tunity  to discover economic 
opportunities missed by their competitors 
in addition to the advancement of  social 
progress. 

RESHAPING 
THE ECOSYSTEM
In order to understand how the collective 
impact principles work, we would take a 
look at how two very different companies; 
Yara and Walmart applied them to improve 
their ecosystems.

Yara International ASA, is a company that 
specialises in fertiliser sales as well as other 
agricultural products and environmental 
protection agents.It faced several challenges 
in a bid to provide smallholder farmers with 
fertilisers in Tanzania during a period of  
famine. Apart from the fact that the farmers 
were poor, illiterate and not willing to accept 
a new way of  growing their produce, the 
roads were terrible, making it difficult to 
transport the fertilisers to the farms, and 
produce back to the port. In addition, the 
corruption of  the government caused a 
major issue with regards to the timely 
unloading of  shipment. The ban by the 
government on the exportation of  key 
crops which was intended to promote local 
consumption, resulted in curbing capital 
investment and shrinking the market. 

In order to tackle these challenges, Yara 
worked to bring 68 diverse organisations 
tog e ther  inc lud ing  the  Tanzan ian 
g over nment ,  c iv i l  soc ie ty  g roups, 
multinational companies, and international 
aid agencies. This partnership led to the 
creation of  the Southern Agricultural 
Growth Corridor of  Tanzania (SAGCOT), 
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initiated at the World Economic Forum 
Africa Summit in 2010, which was 
r e s p o n s i b l e  f o r  i n v e s t m e n t  i n 
infrastructure, fostering better-managed 
farmer cooperatives, bringing in agro 
dealers and financial services providers, and 
providing support for agro-processing 
facilities and transport services, amongst 
other things. Most of  the funds for the 
SAGCOT project were from public sources 
and participating private enterprises, but the 
project succeeded in boosting Yara's profit 
from sales in the region by 50%, and 
increasing the company's EBITDA by 42%. 
Even though Yara made the decision to 
launch the effort, it did not lead or control it. 

Similarly, Walmart, American retail giant 
faced challenges while trying to reduce 
packaging costs and eliminate 20 million 
tons of  greenhouse emissions. This was as a 
result of  the fact that 45% of  the U.S 
population lived in cities that still dumped 
their trash in landfills, and were not 
recycling. In order to tackle the issue, 

Walmart created a collaboration with 
recyclers, city managers, major consumer 
brand companies, and finance experts. A 
total of  10 companies invested in the $100 
million Closed Loop Fund which promotes 
investment in the recycling infrastructure 
across the country. The fund has provided a 
total of  $80 million; $60 million from co-
investors, $20 million of  its own capital, for 
10 projects. It is expected that these projects 
would cause a reduction in the annual waste 
to landfill by more than 800,000 tons, and 
cut greenhouse gas emissions by more than 
250,000 tons while a lso providing 
numerous jobs. The collaboration has 
increased the availability of  recycled 
materials, reduced the cost of  packaging 
and strengthened the supply chain at 
Walmart. And like Yara, even though 
Walmart stimulated the collaboration, it did 
not lead or control it; it is governed by an 
independent committee of  experts in 
recycling, the environment, municipal 
management, supply chain and finance. 

The ban by the government on the 
exportation of key crops which was 

intended to promote local consumption, 
resulted in curbing capital investment and 

shrinking the market. 
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WHAT IS 
COLLECTIVE 
IMPACT?
Collective impact is based on the notion that 
social problems are as a result of  the 
complex combination of  actions and 
omissions by players in all sectors. Hence, 
the solution to those social problems can 
only be by the combined efforts of  the 
players, by changing the way the system 
works. Prior to engaging in a collective 
impact, each individual participant would 
have analysed the issue from its own 
perspective and would also have an ample 
understanding of  it. In order for a collective 
impact init iat ive to succeed, every 
participating entity must be represented by 
leaders with the power to effect change 
within the organisation.   

Businesses play a pertinent role in collective 
impact efforts as a result of  the following;

· They are able to identify and 
achieve objectives within a specific 
time and budget

· T h e y  u n d e r s t a n d  c h a n g e 
management and negotiation

· C o r p o r a t e  p r a g m a t i s m , 
accountability, and data-driven 
decision making

· Businesses whose growth and 
resilience are limited by societal 
problems are often pivotal in 
promoting social change

This is contrary to the popular opinion that 
the strongest catalysts of  social progress are 
NGOs and governments. Not many NGOs 
have the resources and influence to get the 
attention of  governments and global 
organisations, and most governments are 
generally most receptive to the most 
influential interests.  

THE ELEMENTS OF 
COLLECTIVE IMPACT
The following must be established 
effectively to achieve the aim of  collective 
impact:

· A common agenda: This helps to 
d e f i n e  e a c h  p a r t i c i p a t i n g 
organisation's commitment, as well 
as align their efforts. While it is 
important for each organisation 
involved to have a shared vision for 
change, the agenda must take each 
d i s t i n c t  p e r s p e c t i v e  i n t o 
consideration. 

Companies should, however not attempt to 
impose an agenda on participants, just the 
way they should not lead or control a 
collective impact, though they may prompt 
it. For instance, the Closed Loop Fund 
evolved from a very long campaign in order 
to ensure that all parties involved had a 
common understanding of  the problem and 
its solutions. It was not until 18 months after 
the initial impetus, which the CEO of  

Companies should, however not attempt 
to impose an agenda on participants, just 
the way they should not lead or control a 

collective impact, though they may 
prompt it.

“
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Walmart played a significant role to kickstart, 
that the fund closed its first round of  
financing and began issuing requests for 
proposals. 

· A shared measurement system: 
In order to identify the basis for 
understanding, as well as establish 
t h e  c o m m o n  a g e n d a ,  t h e 
participating organisations have to 
agree on a single short list of  
indicators that would determine 
how success will be measured and 
reported. A coalition similar to 
SAGCOT called Cocoa Action, 
which brings nine chocolate 
companies and several other partner 
organisations together spent two 
years ensuring that its agenda, goals 
a n d  m e a s u r e m e n t s  w e r e 
established. Once the issues had 
been identified and the coalition 
agreed on ways to address them, it 
was able to develop a consensus on 
performance measures. 

· Mutually reinforcing activities: 
Each participating organisation 
focuses on the activity it can do best, 
usually addressing a distinct aspect 
of  the identified issue. Using Yara as 
a case study, while it focused its 
d i r e c t  i n ve s t m e n t  o n  p o r t 
infrastructure and agro-dealer 
networks because the company had 

prior knowledge and experience in 
tha t  r eg a rd ,  the  Tanzan i an 
government put an end to the 
export ban, eliminated crop tax, 
wa ived  t a xe s  o n  i r r i g a t i o n 
equipment, generated new land-use 
plans, and spent $211 million 
modernising the port. Aid agencies 
funded roadwork and facilitated 
farmer co-ops.

· Constant communication: In 
order to foster trust, legitimacy, 
learning, momentum, as well as 
coordinate mutual objectives, it is 
important that all players in a 
collective impact initiative engage 
in  constant ,  cons is tent  and 
structured communication. 

· Dedicated Backbone support:  
In order to guide the vision and 
strategy of  the collective impact, it 
is important for there to be an 
independent ly  funded s ta f f  
dedicated to the initiative to be in 
existence. The function of  this 
“backbone” is to ensure that all the 
participating groups are aligned and 
informed about ongoing activities. 
Companies cannot serve as the 
backbone support of  the collective 
impact because they are not neutral 
players.  They may, however, 
provide the funds to launch it.

DECISION REVIEW ISSUE 21, January-February, 202012



Each stakeholder is expected to focus on 
what each one does best. For example, even 
though the initiative for the Closed Loop 
Fund was prompted by the Walmart, the 
fund is independently incorporated and 
staffed as the recycling experts have a deep 
understanding of  the relevant technologies 
and economics. Similarly, Yara avoided 
taking ownership of  Tanzania's agricultural 
corridor despite championing its initiation. 
CocoaAction also entrusted its backbone 
support to the World Cocoa Foundation 
whose  s t a f f  member s  a r e  w ide l y 
experienced in agricultural development 
and policy. 

A combination of  these five elements can 
help to address an identified social issue, 
regardless of  the fact that the organisations 
working together span across diverse 
ideologies, cultural backgrounds and 
perspectives. In order for that to be 
achieved, there is the need for a leadership 
style known as system leadership. This form of  
leadership entails the ability to pay close 
attention to the stakeholders and see reality 
through their point of  view.  A system leader 
is one who is able to interpret the situation, 
as well as his own intentions to the 
participants in a way that promotes trust 
among them. It is essential that the members 
of  the coalition understand how it benefits 
them, and this is achieved by the system 
leader, while still being accountable to 
his/her own organisation. 

For example, the collaboration of  the 

cofounders of  the Closed Loop Fund; Ron 
Gonen and Rob Kaplan, amounted to the 
creation of  an experienced leadership 
alliance that provided credibility and insight 
to all involved parties due to the fact that 
together they are well skilled in all areas of  
recycling and the product supply chains. 

The decision of  an organisation pertaining 
who to appoint as the system leader is 
crucial in determining if  the partners in the 
collective impact would remain focused on 
the agenda, and to bring the company to 
action. 

WHY BUSINESSES 
MISS THE 
OPPORTUNITY
Research conducted by Mark R. Kramer and 
Marc W. Pfitzer identifies three obstacles to 
the implementation of  collective impact. 

· Quest ions  o f  l eg i t imacy : 
Organisations, though known and 
respected, may not be trusted to 
have the legitimacy required to 
initiate social progress. This can 
cause a hitch in engaging in a 
collaboration. 

· Competitive free riders: Many 
c o m p a n i e s  f e a r  t h a t  a f t e r 
i d e n t i f y i n g  a n  i s s u e  a n d 
spearheading efforts to tackle it and 
improve the market ecosystem, 
their rivals will benefit from their 
e f for t s.  For  ins tance ,  loca l 
competitors in India began to thrive 
after Nestlé had spent 40 years 
improving the productivity of  
farmers. It is however important to 
acknowledge that regardless of  the 
existence of  the free-riders, the 
p ionee r  compan ie s  en joy  a 
sustained advantage. The world's 
largest insulin provider to manage 
diabetes, Novo Nordisk, funded 
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medical research and a widespread 
media campaign to combat the 
disease and the stigma attached with 
it in China, and succeeded in 
helping about 500,000 people lead 
'disability-adjusted life-years'. 
Subsequently, other companies 
began the production of  insulin. 
However, Novo Nordisk was still 
able to establish a $1.3 billion 
market for itself  with a a 59% 
market share in China while its 
larger global competitors, Eli Lilly 
and Sanofi, have a market share in 
the same Chinese market, of   a 
mere 15% and 5% respectively. 

· Investment justification: Many 
organisations fail to see the need to 
invest funds and management 
attention into addressing social 
i s sues  because  they  do  not 
understand or analyse the evolving 
ecosystem conditions via the 
business perspective that would 
illustrate the financial prospects to 
the company. Rather, they limit their 
involvement in dealing with social 
issues, to CSR and philanthropic 
activities, thereby creating a divide 
between core operations and 
strategy and social problems. 
However, what many of  such 
organisations fail to realise is that 
although the cost of  a collective 
impact project may be large, it is 
borne by several participants, and 
would usually not affect the short-

term performance of  the company, 
therefore not emerging as a 
significant factor in any major 
company's financial statements. It 
is important that companies adjust 
their investments to suit the timing 
and nature of  the intended changes. 

Leading companies now understand that in 
order to achieve their shared value 
initiatives, the social problems at the root of  
market failure must be addressed. In 
add i t ion ,  par tnersh ips  wi th  other 
companies, government agencies, or NGOs 
aid tackling one or few obstacles in the local 
ecosystem. It is therefore important to 
understand and promote collective impact. 

The greatest challenge of  companies in the 
implementation of  collective impact is the 
internal barriers. However, in order to foster 
social and economic progress, corporate 
executives need to muster the courage and 
vision to enter the social sector, openly 
engage with the civil society, understand the 
business case, and pursue a longer term 
strategy in cooperation with others. 

It is germane to note that leading social 
change takes a longer time than the 
quarterly period that managers usually 
target because issues take years to resolve. 
Even though governments and NGOs will 
not always accept corporate leadership, 
businesses are vital players in resolving 
issues that have been impervious to 
intervention. 

The greatest challenge of companies in the 
implementation of collective impact is the internal 

barriers. However, in order to foster social and 
economic progress, corporate executives need to muster 
the courage and vision to enter the social sector, openly 
engage with the civil society, understand the business 

case, and pursue a longer term strategy in cooperation 
with others. 
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COMMUNICATION? 
- SHELLEY FROST

WHAT IS THE 

IMPORTANCE OF

CORPORATE 

orporate communication refers to all spoken and 

Cwritten interactions, both internally and externally. In 
this digital age of  communication, it is easy for 
messages to be misconstrued and that can affect a 
business negatively. 

· Facil i tate Transparency Through Cor porate 
Communication: Transparency reveals what the company 
is about and helps to build the trust of  the employees. This in 
turn allows them to feel like an important part of  the 
company. Customers are also more likely to be loyal to the 
company when what the company is about is effectively 
communicated to them. 

· Build a sense of  teamwork: In order to avoid creating a rift 
among co-workers, effective communication is vital. People 
that work together are able to accomplish things more 
efficiently when they know how to communicate clearly and 
respectfully.
 

· Reduce Miscommunication: It is important for accurate 
information to be communicated within an organisation in 
o r d e r  f o r  t a s k s  t o  b e  e x e c u t e d  e f f e c t i v e l y. 
Miscommunication can also result in the company taking a 
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loss. For example, if  some sales 
t e a m  m e m b e r s  d o  n o t  g e t 
information on new pricing, they 
might give potential customers 
incorrect price quotes. 

· Protect the Company Branding: 
Corporate communication involves 
the communication between the 
company and its customers, and not 
just the company and its employees. 
This is pivotal to the success of  the 
company and it begins internally. 
Employees are able to reflect the 
qualities, goals and values of  the 
company when they are clearly 
c o m m u n i c a t e d .  N e g a t i v e 
communication or messages that 
contradict the company's mission 
can affect its reputation; al l 
communications the company has 
with the public help build the brand. 
It is important that there is a 
consistent voice for all external 
communication so as to build the 
reputation and branding, which 
ultimately helps the company's 
success. 

·   Improve Customer Service:
Providing top-notch customer 
service is an important aspect of  
external corporate communication. 
In order to ensure that the 
customers feel  l ike they are 
receiving the best service possible, 
the employees that interact with 
t h e m  m u s t  h a v e  e xc e l l e n t 
communication skills. 

IMPORTANCE OF 

CORPORATE 

COMMUNICATION
Corporate communication includes internal 
and external communication.

Internal communication refers to exchanges 
within the company. This includes the 

communication from the top management, 
bottom-up communication as well as 
communication between similar levels.

External communication includes the 
company's messaging to its audience and the 
entire world. In this digital era, it also 
includes employee advocacy which is 
employees sharing useful thought about 
leadership content on social media through 
their personal accounts.

Why Corporate Communication 
Is Vital for Business Success
B r a n d  A w a r e n e s s :  E x t e r n a l 
communication in the form of  employee 
advocacy is one of  the most effective ways 
to promote brand awareness today. This is 
because the conventional means of  
advertisement is not effective in reaching 
millennials as they are more interested in 
educating themselves and making informed 
decisions, rather than being sold to. Hence 
the shrinkage of  the advertising industry 
over the past few years. This implies that 
efficient corporate communication has a 
direct impact on the financial growth of  a 
company. 

Boosting Employee Engagement: The 
rationale behind employee engagement is 
the idea that employees who enjoy their job 
would perform better, as well as encourage 
and inspire other colleagues to do same. 
However, even though 90% of  executive 
leaders are aware of  this, only around 13% 
of  employees are actually engaged. The 
following are key ways in which corporate 
communication is used to boost employee 
engagement;

· Communicating vision and goals
· Encourage opinions and dialogues 
· Boost employee advocacy

Sparking Innovation: There are several 
ways by which innovation can be promoted 
through internal communication;
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·  In order for  Knowledge sharing:
employees to be innovative, they 
first have to be informed about 
both internal and external company 
updates. Establishing a company 
platform under which employees 
are able to share articles, updates, 
and general information about 
competitors and the economy with 
the i r  co l l e agues  i s  v i t a l  to 
promoting innovation. In the same 
vein, they can share internal updates 
about  cus tomer  cha l l eng es, 
successes, and so on.

·  It is Inter-Departmental Collaboration:
easy to collaborate to discuss and 
refine innovative strategies that can 
be profitable to the organisation 
when employees have the means to 
communicate with people across 
departments effortlessly. 

·  Improving Employee Productivity:
Productivity refers to the ability to 
get more work done in less time. 
E f f e c t i v e  c o r p o r a t e 
c o m m u n i c a t i o n  i m p r o v e s 
productivity in the following ways:

· An employee Problem Solving: 
communications platform helps to 
eliminate the issue of  employees 
trying to find information to 
execute certain tasks they are 
unfamiliar with, as it is easier to find 
help from other colleagues who are 
more knowledgeable on such 
platforms. 

·  I n t e r n a l K n o w l e d g e  C u l t u r e :
communication encourages the 
practice of  sharing knowledge and 
experiences among colleagues. This 
also fosters better collaboration. 

·  This is vital to Attracting Top Talent:
the success of  the company and can 
be  ach ieved fas ter  and less 

expensively in the following ways:

·  Referrals From Engaged Employees:
Engaged employees are much more 
likely to actively encourage the 
people they know to apply to the 
company.

·  Instead of  Brand Ambassadors:
spending a lot of  money on job ads, 
suitable candidates can be acquired 
through corporate communication 
on social media. The existence of  
an employee advocacy program 
would also allow existing employees 
talk about available positions on 
social media. 

·  This can Showcasing company culture:
also be done by employees via social 
media  p la t for ms.  When the 
company culture is portrayed by the 
employees and not HR, it is more 
believable and engaging.  

CONCLUSION
Corporate communication has evolved to 
involve all members of  staff  ranging from 
Executive Management to support staff, 
and is no longer limited to the media 
relations team. It is essential to allow the 
entire workforce contribute to the success 
of  the business. 

It is important that 

there is a consistent 

voice for all external 

communication so as to 

build the reputation 

and branding, which 

ultimately helps the 

company's success. 

“

”
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A GOOD CORPORATE 
COMMUNICATIONS STRATEGY

LISTENS FIRST,

IS EVER EVOLVING,

IDENTIFIES FLOURISHING AREAS,

RECOGNISES NEED TO IMPROVE,

AND IS THOUGHT PROVOKING.
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HOW TO 
BUILD A 
STRONG 
CORPORATE 
COMMUNICATION 
STRATEGY - GINI QUEEN

Corporate communication strategy is connected to 
overall business strategy and objectives. A strong 
corporate communication strategy is essential to 

making sure that the information available is the most 
current and succinct, and is passed on to both internal 

and external audiences. It is vital that every alteration to 
the focus of the company is identified and 

communicated accurately. The reputation and success 
of the company is largely dependent on how effective 

the external and internal communication is. 

STRATEGIC DECISION
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A GOOD CORPORATE 
COMMUNICATIONS STRATEGY LISTENS 
FIRST
The goals and methods of  a company's 
outreach plans ought to be relayed through 
the company strategy, to employees, 
stakeholders and public in order to ensure 
that this is done, there are five requisite 
steps;

1. Ident i fy ing and pr ior i t i s ing 
executives' goals: This begins by 
first having a good grasp of  what 
each executive sees in the future of  
the company. An efficient way to 
i d e n t i f y  t h e s e  g o a l s  i s  b y 
conducting individual interviews.

2. Conducting employee surveys: 
Sur veys are used to engage 
employees and to get their feedback 
on the company. They are vital in 
creating an impression on the 
public as employee's perception of  
the company is  key to how 
members of  the company view the 
brand. 

3. Research stakeholder input : 
Stakeholders are a valuable aspect 
of  any company, and it is important 
to communicate in a way that is 
most effective for them. If  the 
stakeholders/ investors are not 

satisfied with the company's 
success and future plans, the 
communications strategy must 
correct that perception. 

4. Review customer comments: The 
most effective way to find out how 
customers view a company is by 
making use of  the social media 
platforms on which they make 
comments.

5. Include suppliers in the mix: It is 
also necessary to get the perception 
of  the suppliers affiliated with the 
company. Getting the feedback of  
the suppliers would strengthen the 
vendor-supplier relationship and 
promote a unique messaging 
system. 

INCLUDE EVER-EVOLVING MESSAGING
Corporate communications include the 
process of  regularly going through a 
process of  checks and balances that would 
promote and implement the messaging 
from executives' corporate strategy 
correctly, as well as measure the perception 
of  that information by varying audiences.
A clear communication strategy is the 
structure to:

· Provide a better understanding of  
the company

Corporate communications include the process of 

regularly going through a process of checks and 

balances that would promote and implement the 

messaging from executives' corporate strategy 

correctly, as well as measure the perception of that 

information by varying audiences.
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· Enhance reputation
· Influence different audiences' 

attitudes and actions toward the 
corporation

A strong corporate communication strategy 
can be established upon identifying the areas 
where the company is flourishing, and 
where it needs work to improve. In order to 
do so, there is a need to set priorities and 
discover the focus for each audience. Due to 
the fact that each group is different, it is 
necessary to find the best way possible to 
communicate with them. 

Executives: It is essential for all members 
of  the C-Suite to agree on the messaging to 
be conveyed, how to convey it, and to whom 
to convey it, and not deviate from “the 
plan”. This is particularly vital because 
stakeholders and the media are able to easily 
identify inconsistency in information if  
there is.

Stakeholders: Upon the identification of  
any misperceptions that the stakeholders 
may have formed, the following means can 
be employed to tackle them;

· Video commentary from the 
executives posted on the company 
website and social media

· Trade publication ads
· Press releases

Customers: These set of  people do not 
view information about the company from 
mediums such as press releases like the 
stakeholders do. In order to reach them, it is 
important to communicate via channels 
such as social media, online resources and 
word-of-mouth. 

Suppliers: A strong mission, vision and 
value statement, as well as a simplified 
version of  the “elevator speech” should be 
given to the employees to strengthen their 
drive towards delivering a consistent 
positive corporate message to suppliers.

THINK IT THROUGH
The reputation, survival and success of  a 
company are largely dependent on how well 
it is able to communicate with its employees, 
stakeholders and the public. Ongoing 
effective communications strategies help to 
strengthen a positive reputation, achieve 
growth and improve the structure of  the 
business. 

Effective Corporate Communication 

Strategy
· Getting the exact tone: It is 

necessary to decide the specific 
direction for the strategy in order to 
determine the interests to be 
pursued and how they will be 
achieved. It is important to note 
when developing a communication 
strategy, that professional terms are 
acceptable in specific reports, but 
are unacceptable in developing the 
commun i c a t i on  l i n e  i n  t h e 
c o m p a n y.  T h e  t a r g e t  o f  a 
communication strategy is ordinary 
people and even if  they may be 
employees of  the company, they 
may be unaware of  certain terms, so 
to avoid any confusion,  the 
communication strategy must be 

A strong corporate 
communication strategy 
can be established upon 
identifying the areas 
where the company is 
flourishing, and where 
it needs work to 
improve.

STRATEGIC DECISION
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clear and understandable to all.
· Stating the purpose: This is vital 

to position the company in the 
direction it seeks to go

· Assessing the company's current 
situation and its place in the 
business world: Several techniques 
can be used to achieved this, such as 
PEST (Political, Economic, Social 
and  Techno log i c a l ) ,  SWOT 
( S t r e n g t h s ,  We a k n e s s e s , 
Opportunities and Threats), and 
competitor analyses. These are the 
best variants for having a good 
understanding of  the place of  the 
company in the modern business 
world. 

· S e t  o r g a n i s a t i o n a l  a n d 
communication objectives: This is 
achieved after  receiv ing the 
information following the analysis 
a n d  i s  i m p o r t a n t  f o r  t h e 
implementation of  a correct 
strategy.

· Define company actions: The 
company will be able to implement 
its goals and accomplish its mission 
after the key communication 
methods have been assessed. 

· Success evaluation: This is to 
ensure that the communication 
strategy worked effectively. If  the 
company's goals and mission 
change,  the  communicat ion 
strategy should change as well. 

Communicat ion s t ra teg y  he lps  an 
organisation pass its messages across within 
and outside the organisation, as well as 
improve the company image and position it 
from a better angle. When creating the 
strategy, the importance and need should be 
identified. The people involved in the 
commun i c a t i on  a r e  the  company 
employees, its providers, clients and the 
public. 
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CRISIS 
MANAGEMENT 
STRATEGIES

- CARL COX

risis management strategies are crucial to the 
functionality of a company because they help 
to prevent putting the company at risk. It is 
important that they are established because of 
the inevitability of a company running into both 

major and minor obstacles, at least once or twice 
in a year.

C

STRATEGY
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Carl Cox highlights 12 steps in crisis 
management strategy that have been 
proven to effectively get teams back on 
track:

1. Create a Solutions Team: It is 
important for the management to 
assign the most effective team 
members in an organisation to 
form a small team that would 
focus on dealing with a crisis that 
hits the organisation. Their 
purpose as well as making clear 
who is on the team should also be 
communicated effectively by 
management.  

2. Facts are our friends: It is vital 
to gather the facts about the root 
cause of  the problem, bearing in 
mind the emotional effect on the 
organisation. However, emotions 
should not cause a distraction to 
the root cause of  the problem. 

3. Clear the table: Management 
o u g h t  t o  t a k e  o t h e r 
responsibilities off  the hands of  
members of  the solutions team, 
particularly when the issue is big.

4. Resolve ASAP: It is important to 
gather information about an issue 
so that the leadership team of  the 
organisation would take the 
necessary steps to resolve it. 

5. Be Poised and Positive: A 
positive attitude is required to 
navigate the organisation through 
and out of  a crisis.  

6. O v e r - c o m m u n i c a t e :  I t  i s 
i m p o r t a n t  t o  r e p e a t e d l y 
communicate with employees, 
customers and suppliers, and be 
over-confident about how much 
people understand what is being 
said.

7. Ownership: Even great leader 
ought to take responsibility for 

anything that goes wrong with the 
company instead of  blaming 
others. 

8. Be Present: Real leadership is 
born when one is able to be 
available to resolve issues when 
they arise. 

9. Stay Focused: It is important for 
the rest of  the employees to stay 
f o c u s e d  o n  a ch i e v i n g  t h e 
organisation's goals while the 
Solutions Team identifies the root 
c a u s e  o f  t h e  c r i s i s  a n d 
recommends solutions. 

10. Evaluate Solutions Team: Upon 
the identification of  the obstacles, 
it is vital to examine how the 
Solutions team handled the crisis. 

11. Real Crisis: Companies need to 
be able to identify when there is a 
real crisis and a Solutions Team is 
required in order to avoid creating 
a n  e nv i r o n m e n t  i n  w h i ch 
everything seems like a crisis. 

12. Refresh Your Goals: Members of  
the Solutions team need to settle 
back into their routine and stay on 
track with achieving the company 
goals. 

It is important for the 
management to assign 
the most effective team 

members in an 
organisation to form a 
small team that would 

focus on dealing with a 
crisis that hits the 

organisation.
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THE LONG TAIL 
MODEL
HOW THE INTERNET IS 
TRANSFORMING THE ECONOMY

he idea that 20% of  products generate 80% of  
turnover; the 'Pareto Principle', may not 
always be right. In 2004, the editor in-chief  of  
Wired, Chris Anderson, claimed that nearly 

everything that is offered for sale on the internet is also 
actually sold, regardless of  how bizarre or unnecessary 
the product. It appears that business is gravitating to 
where there is variety instead of  uniformity.

Anderson used a demand curve to illustrate his claim. On 
the far left, the curve rises sharply upwards, with the best-
sellers and the blockbusters that account for 20% of  the 

T
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market. Then the curve levels out gently 
to the right and this is where we find the 
less popular books and films. This part of  
the curve is much wider, spanning many 
m o r e  p r o d u c t s ,  t h a n  t h e  p e a k . 
Instinctively, one would think the Pareto 
principle is right; the best-seller 20% are 
more profitable than the 'rest-seller' 80%, 
but the figure suggests something 
different. The long tail, as Anderson calls 
it, achieves a higher turnover than the few 
best-sellers.

The mass market wants best-sellers, but 
there is also a demand for niche products. 
Individual demand may be low, but 
collectively the niche products are worth 
more than the best-sellers.

“The internet 

is the world 

largest 

library. It's 

just that all 

the books are 

on the floor”. 

- John Allen 

Paulos
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MAKE YOUR 

 

- PATRICK M. LENCIONI

VALUES
MEAN 

SOMETHING

DECISION FEATURE 2

The list of corporate values of many 
organisations have been discovered to be 
hollow, unspecific, and sometimes even 
dishonest. A good number of company states 
that their values include things like excellence, 
respect, integrity and communication, but most 
times, these are vague, meaningless and 
untrue.
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The list of  corporate values of  
many organisations have been 
discovered to be hollow, unspecific, 
and sometimes even dishonest. A 
good number of  company states 
that their values include things like 
excellence, respect, integrity and 
communication, but most times, 
these are vague, meaningless and 
untrue. A typical example of  an 
organisation that declared these as 
its core 'values' is former energy 
company, Enron, in 2000. The turn-
out of  events at the company 
showed them to be untrue.

Empty values statements create 
dispirited employees, alienate 
customers, and alienate managerial 
credib i l i ty.  Patr ick Lencioni 
suggests that the reason many 
companies put in so much effort 
into developing these values 
statements is as a result of  the 1994 
publication of  Jim Collins and Jerry 
Por r a s ;  Bu i l t  t o  La s t  which 
highlighted a set of  principles, 
called core values that managers 
ought to adhere to in order to 
succeed. 

Coming up with genuine core 
values that would help gear an 
organisation in towards achieving 
its goals, as well as set it apart from 

Empty values statements create 
dispirited employees, alienate 

customers, and alienate managerial 
credibility
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its competition is essential, but requires a 
lot of  courage, and determination to 
follow through. However, the debasement 
of  values has made it difficult for 
employees to come to terms with the fact 
that values can sometimes inflict pain 
because they restrict an organisations 
strategic and operational freedom and also 
the behaviours of  its people.  

If  you're not willing to accept the pain 
real values incur, don't bother going 
through the trouble of  formulating a 
values statement.
The willingness and ability to muster the 
requisite courage to adopt meaningful 
corporate values is fundamental to 
learning vital lessons for the improvement 
of  any organisation. Companies that have 
meaningful values have been shown to 
comply with four basic imperatives in 
order to create and implement their values. 
These are as follows;

Understand the Different Types of 
Values
There is an underlying confusion that 
exists about many values initiatives, hence 
the need for companies to establish basic 
definitions to ensure that there is a clear 
understanding about what is sought to be 
accomplished.  Lencioni organises values 
into four categories;

A. Core values: These are the principles 
that guide the company's actions 

a n d  s e r ve  a s  i t s  c u l t u r a l 
cornerstones. They help to carve a 
niche for the company and must 
be maintained at  a l l  costs. 
According to Collins and Porras, 
these values should never be 
compromised because they are 
sacrosanct. 

B. Aspirational values: They are the 
values a company lacks, but needs 
to succeed in the future. It is 
important for aspirational values 
to be managed well enough so that 
they do not intertwine with the 
core values of  a company, thereby 
confusion to the employees as to 
what  mat te rs  more  to  the 
organisation.  

C. Permission-to-play values: reflect the 
minimum behavioural and social 
s tandards  requ i red  of  any 
employee. They do not help to set 
a  company  apar t  f rom i t s 
competitors because they are 
mostly the same, or often similar 
across companies, especially those 
in the same industry. 

D. Accidental values: are usually a 
ref lect ion of  the  common 
interests or personalities of  an 
organisation's employees. They 
arise spontaneously without being 
cultivated by leadership and take 
hold over time. Managers need to 
distinguish core values from 

If you're not willing to accept the 

pain real values incur, don't bother 

going through the trouble of 

formulating a values statement.
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accidental ones in order to avoid 
bad consequences. This type of  
values can have either a positive or 
negative effect on the company. 

Be Aggressively Authentic
In establishing a values initiative, it is 
important that the leaders within an 
organisation are able to focus on the 
authenticity of  its content, and not the 
initial attention it garners.  55% of  all 
Fortune 100 companies claim integrity as a 
core  va lue ,  49% c la im cus tomer 
satisfaction, and 40% espouse team-work. 
Despite the fact that these are great 
qualities, they do not provide a unique 
blueprint for employee behaviour and do 
not help an organisation's values statement 
to be unique. This does not imply that the 
company must come up with values that 
are 'out of  this world', but rather that 
companies ought to devise values that can 
strictly be adhered to and also help in 
making strategic decisions. As a matter of  
fact, some of  the most values-driven 
companies  adhere  to  tough,  and 
sometimes controversial values. 

Own the Process
Values initiatives have nothing to do with 
building consensus because they are about 
impos ing  a  s e t  o f  fundamenta l , 
strategically sound beliefs on a broad 
group of  people. Most executives are 
aware of  the danger of  consensus-driven 
decision-making when it comes to 
strategy, finance and the business issues, 
yet they seem oblivious to the problem 
when it comes to developing values. A 
common wrong approach employed by 
executives immediately after they make a 
decision about embarking on a values 
initiative is leaving the effort to the HR 
department, which uses the initiative as an 
avenue for an inclusive feel-good effort. 
HR makes use of  employee surveys and 
holds meetings to gather input and build 

consensus. Surveying all employees about 
what values they believe the company 
should adopt is a bad idea for two reasons; 
first, it integrates suggestions from many 
employees who probably don't belong at 
the company in the first place, and 
secondly, it creates the false impression 
that all input is equally valuable. 

The best values efforts are driven by small 
teams that include the CEO, any founders 
with the company, and a handful of  key 
employees. It is also pertinent for top 
managers to understand that a good 
values program cannot be rushed. 
Executives should discuss values over a 
number of  months and should consider 
and reconsider how the standards will play 
out. Allowing time for reflection would 
help review the value efforts and ensure 
compatibility with the firm's global 
culture. 

Weave Core Values into Everything
It is important for core values to be 
integrated into every employee-related 
process after they have been defined in 
order to ensure that they are etched into 
the minds of  all employees from the first 
interview to the last day of  work. This is to 
serve as a reminder that core values form 
the basis for every decision the company 
makes. After a company has included its 
values into its systems of  operation, it 
should promote those values at every 
opportunity; repetition, accompanied by 
action can be employed by executives to 
achieve this. 

From the foregoing, it is evident that 
living by stated corporate values is not a 
walk in the park, however, if  the requisite 
time and energy is devoted into creating 
an authentic values statement, the results 
would place any organisation in a much 
better vantage point. 
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- JANET A. JOHNSON

HOW 

SHARED 
VALUES

 IMPROVE YOUR BRAND 
MARKETING

S H A R E D  V A L U E S  A N D 

BRAND MARKETING
One of  the major reasons the same brand 
marketing strategy yields different results 
is different values. Brand marketing 
involves raising awareness about a 
company's brand, thereby improving 
brand recognition. 

Having shared values with customers is 
one of  the best brand marketing strategies 
to adopt for the following reasons;

1. It fosters brand loyalty: Shared 
values are vital factors in any 
purchase decision. About 64% of  
consumers admit that they have 
strong relationships with brands 
because  of  shared  va lues. 
Customers that are aligned with 
the business values of  a company 
tend to stick with it even when the 
price is not the most competitive. 
This is backed up by the fact that 
nearly 73% of  customers do not 
mind spending more on a brand 
they love.

2. Customers understand the 
company purpose: The purpose 

Brand marketing 

involves raising 

awareness about a 

company's brand, 

thereby improving 

brand recognition. 
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and goals of  a company are most 
easily communicated via values. 
Having shared values with 
cus tomers  w i l l  he lp  them 
understand the business purpose. 
It is therefore pertinent to 
consider the company values 
w h e n  b u i l d i n g  t h e  b r a n d 
marketing strategy. 

3. Builds transparency and trust: 
Having shared values with 
customers gives the idea of  
openness and transparency. 

HOW TO IMPLEMENT 

SHARED VALUES INTO 

YOUR BUSINESS 

STRATEGY
As a winning formula to business success, 
shared values evaluate the importance of  
shred value with employees with strategic 
planning. It is important to note that 
customer shared values should be 
considered as it will set the tone for 
finding ideal clients and devising the 
marketing plan.

The following highlights how this can be 
achieved;

1. Make them feel like part of a 
community: It is essential to 
m a k e  p e o p l e  o f  v a r i o u s 
demographics and from different 
backgrounds, feel like they are 
part of  a collective unit. The 
e s s ence  i s  t o  en su r e  th a t 
c u s t o m e r s  k n ow  t h a t  t h e 
company shares the same values 
as them. This leads to the growth 
and stability of  the company's 
brand. 

2. It is not all about saving the 
w o r l d :  T h e  p u r p o s e  o f  
implementing shared value is to 
humanise a company brand and 
so it is important that posts made 
about the brand are relatable to 
the average customer. 

3. Figure out what customers 
really want: This can be easily 
achieved by staying connected to 
customers on various social media 
platforms. 

4. It is not about the company: It is 
the duty of  the company to align 
with the customers, and not the 
other way round. It is therefore 
important for the company to 
ensure that content in line with 
the values of  the customers is 
considered while growing the 
brand community. The trick is to 
focus on bringing people closer 
together instead of  trying to bring 
them to the brand. 

There is a way shared values create a form 
of  connection between a business and its 
customers. It is that connection that keeps 
them coming back. 
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MANAGING 
IN AN AGE OF 

-RICHARD STRAUB
-TAKES-ALL 

WINNER

Management practices need to 

advance from the mindset of the 

industrial-age in order to enjoy the 

promises of the digital revolutions 

technologies. 
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Over the last several decades, there has 
been an advancement in science and 
technology, as well as a tremendous digital 
revolution that has significantly influenced 
humankind, and that is only half  of  the 
story of  progress in development. The 
advent of  the modern organisation and 
the practice of  management constitutes a 
“social technology” that has been equally 
transformative. As the 21st century 
unfolds, the forces of  technology and 
management will continue to gain equal 
momentum. Old business models are 
be ing  inva l ida ted  wi th  emerg ing 
innovations reaping the benefits of  new 
phenomena such as the “winner-takes-all” 
network effects. Due to the fact that 
automation expands beyond manual and 
service work, the advancement in 
technology would leave no aspect of  
working and private life unaffected. 

Management practices need to advance 
from the mindset of  the industrial-age in 
order to enjoy the promises of  the digital 
revolutions technologies. The accustomed 
modes of  thinking, if  not adjusted to suit 
the digital age can serve as a form of  
constraint to the human energy and 
creativity that can be unleashed. For 
instance, the management action of  
cutting jobs and investment as a response 
to currency fluctuations and the resulting 

accounting impact of  those cuts on 
earnings per share (EPS) cause a 
significant damage to the longer-term-
value-creating capacity of  an enterprise. 
However, this action is regarded as canny 
and heroic by the stock markets. Share 
buybacks are preferred to investment in 
innovation, entrepreneurship, and value 
creation. While such moves make sense 
according to the measurement logic of  
the 20th century, they are a reductive and 
backward looking way of  measuring 
success. Little or no guidance is offered in 
innovation and the creation of  value, 
human beings are regarded as a mere 
resource, and vital indicators like trust are 
missing from the equations. 

The measures at the heart of  today's 
management fundamentally misdirect 
those meant to act as stewards and this 
cannot continue if  there is to be 
advancement. It was observed decades 
ago by Peter Drucker, that large 
organisations are among the constitutive 
elements of  modern society because they 
help to uphold the values and provide the 
benefits people hold dear. Management 
of  organisations have a fundamental 
obligation to reciprocate a duty of  care to 
society because of  the great privileges 
conferred on them. 

Old business models are being invalidated with 

emerging innovations reaping the benefits of new 

phenomena such as the “winner-takes-all” network 

effects. Due to the fact that automation expands 

beyond manual and service work, the advancement 

in technology would leave no aspect of working and 

private life unaffected. 
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One aspect of  the digital revolution 
beckons on management to depart from 
industrial age management practices and 
mindsets, and utilise the power of  
information-age technology to augment 
humanity's role and importance in 
business, while the other offers the 
temptation to apply the new abundance of  
data and expertise in creating software 
routines to automate the old logic of  
organisations, effectively hard-wiring the 
most dysfunctional rules managers relied 
on in the past. 

It is evident in society today that automated 
decision-making cannot outrightly replace 
the human factor to achieve success. This is 
because of  the limitations of  the rational 
logic and algorithmic determinism in 
complex social settings, and the unique 
capabilities of  human beings cannot be 
ignored. Howard Gardner, education 
expert and psychologist has shown that the 

most important decisions are made where 
there is no replicable logic or algorithm but 
rather, they consciously depend on human 
judgement, intuition, creativity, empathy 
and values. 

Digital technology has the potential to 
unleash “a new Golden Age” as described 
by researcher, Carlotta Perez because it is 
the ultimate purpose technology that 
pervades all aspects of  life. This potential 
can only be fulfilled through visionary 
management. 

There is therefore a need for managers 
who Drucker describes as “society's major 
leadership group” to merge the prevalent 
t e c h n o c r a t i c  l o g i c  w i t h  a  d e e p 
understanding of  the human condition, in 
order to have a perfect combination of  the 
best of  art and science, imagination. And 
logic, as liberal art for the 21st century. 
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SMALL 
TEAM

- AMELIA FRIEDMAN

HOW TO ESTABLISH

 VALUES
 ON A

DECISION FEATURE 3
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Developing the corporate values of 

a company early in the company's 

history can have a lasting and 

positive effect on the company and 

its organisational culture. This is 

easier to 

accomplish 

when the team 

is small 

because when 

it grows 

larger, it may 

become more 

daunting to 

reach a 

consensus 

about what 

the company 

values should 

be. 

The following are ways by which the values of  
a startup or small business can be established;

1. Develop your corporate values 
together: A value system is developed 
over the course of  time, and is difficult 
to just  change randomly.  It  is 
important to get members of  the team 
involved in the process so as to tap into 
the values that they already have and 
uncove r  co re  va lue s  tha t  the 
organisation already adopts. This is 
more likely to help the organisation 
stand out amongst competitors, 
particularly because differentiated 
va lues  a r e  l i nked  w i th  be t t e r 
performance.  

2. Give folks the opportunity to 
r e f l e c t  a n d  c o n t r i b u t e 
t h o u g h t f u l l y :  T h i s  c a n  b e 
a c c o m p l i s h e d  b y  r e f l e c t i n g 
independently on the existing but 
unspoken corporate values and sharing 
opinions about the value systems that 
would be best suited for the company. 

3. Get all ideas out there and then 
organise them: All members of  the 
team should be encouraged to state the 

DECISION FEATURE 3
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potential values they think should 
be embedded in the organisation.

4. Collaboratively identify a 
shortlist of values: After all 
ideas have been put on the table, it 
is then necessary to collate them 
and identify what values should be 
agreed upon to become a part of  
t h e  c o r e  v a l u e s  o f  t h e 
organisation. This process should 
not be rushed as it is germane to 
uncover the areas of  disagreement 
and incompatibility. 

5. D i s c u s s  i n t e r p r e t a t i o n : 
Understanding the meaning of  
the chosen values is critical to 
implementation. Once the list of  
values has been drawn up, some 
time should be set apart to discuss 
what each value means and how 
each should be applied in everyday 
work. In order to achieve this, 
important questions like the 
following should be asked;

· What does this value 
mean to us?

· What does it look like in 
action?

· H o w  m i g h t  i t  b e 
misinterpreted?

· How will we evaluate 
adherence to it?

· How will it change our 
re l a t ionsh ips  or  our 
interactions?

During this process, it is important to 
e s t a b l i s h  p r e c i s e  w o r d i n g  a n d 
interpretations as it will affect how the 
values are read and interpreted. This 
process might have to be repeated a 
couple of  times before reaching an 
interpretation that everyone would 

comply with and understand but that is 
okay because the more thoughtful and 
intentional the process, the better; draft, 
meet, discuss, modify, redraft, and repeat 
till it is well established.
 

6. Integrate your values: In order 
to support the integration of  the 
company's values, it is critical to 
identify changes made and 
adopted practices. It is necessary 
to bring the team together again to 
draft a plan for integrating values. 
In bigger organisations, an 
effective way would be by inviting 
all executives and managers to 
build integration plans within 
their teams, or for individuals to 
submit  their  own personal 
integration plans. Values can 
further be integrated into hiring 
p rac t i c e s,  o r i en t a t ion  and 
o n b o a r d i n g ,  p e r f o r m a n c e 
b o n u s e s  a n d  p r o m o t i o n 
opportunities. The values should 
a l so  be  a l lowed  to  evo lve 
o v e r t i m e .  A  g r o u p  o f  
stakeholders can be brought 
together annually to discuss 
values, and determine whether the 
interpretations of  the values, and 
even the values themselves need 
to be revisited, and how they can 
be better integrated in the coming 
year. 

It is advisable to seize the opportunity of  a 
company being small to establish the 
corporate values and develop an 
understanding of  them, making them a 
fundamental part of  the daily work 
e x p e r i e n c e .  T h o u g h t f u l ,  w e l l -
implemented values can serve as the 
foundat ion for  a  pos i t ive,  h igh-
performance culture. 
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A WINNING FORMULA TO 
BUSINESS SUCCESS

SHARED 
VALUES:

- JANET A. JOHNSON

Shared values play a vital role in business 

decisions but before delving into how they 

can be achieved, it is important to 

understand what core values are. The 

core values of a company serve as the 

foundation upon which members make 

decisions, interact and plan strategies. 

They are the principles that drive every 

decision made by teams, employees and 

the company as a whole.

”

“
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SHARE VALUES AND 

BUSINESS SUCCESS
In order to execute a company's plan 
successfully, it is essential for a team to 
share the core values of  the business. This 
is to ensure that they grasp and identify 
with the values, and are able to execute the 
strategic plan accordingly. This also 
prevents misunderstanding and conflict of  
values, which often leads to teams losing 
interest at work. While it is important to set 
a strategic direction for a company, a plan 
that includes employee education is equally 
important to gain maximum success. 

COMMUNICATING 

SHARED VALUES
The reinforcement and communication of  
the company's shared values should be an 
objective in every strategic plan. As with 
any objective, the actions need to be 
SMART; specific, measurable, achievable, 
relevant, and time-oriented. This should 
be stated in a communication plan, with a 
clear implementation strategy. Businesses 
need shared values because it helps with 
the bottom line. 

HOW TO HELP YOUR 

TEAM EMBRACE SHARED 

VALUES
1. Develop concise and clear 

values: Values that align with the 
mission, vision and goals of  the 
company should be developed, 
then, employees should be in line 
with then.

2. Communicate with employees: 
It is important for employees to 
share the company values. Some 
managers even consider share 

values in their recruitment process 
to ensure that  prospect ive 
employees fit into the values of  
the company. Communication is 
the easiest way to get everyone 
aware of  the company values.

3. Invest in employees: Investing 
in the development of  employees 
is an excellent way to demonstrate 
that they are valued. The company 
values ought to be evident in 
everyone's actions.

4. Be proactive, not reactive:  
Taking proactive actions is a 
healthy business strategy than 
being reactive. In addition, 
proactive steps are more budget 
friendly because they help to avoid 
spending huge amounts on 
corrective measures. This will 
ensure the creation of  a well-
balanced culture, which forms the 
basis for rapid growth. 

The above listed steps are not all 
encompassing of  ways by which shared 
value can be created between an 
organisation and its employees, but they 
are a good place to begin. It is important 
for a company to create an environment in 
which employees share the company 
values as this helps to speed up the growth 
process of  the company by improving 
productivity levels. 
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WHY IT IS CRUCIAL TO BUSINESS PLANNING

STRATEGIC 
ALIGNMENT: 

- JANET A.JOHNSON

The strategic planning process helps to establish 

specific boundaries and targets that provide a 

yardstick for the measurement of the progress and 

profitability of a company. Strategic alignment 

refers to the direct alignment of the project goals 

and objectives with the larger business goals and 

objectives of the organisation. Ideally, company 

projects should be the outcome of the strategic 

planning process.
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WHAT IS STRATEGIC ALIGNMENT?
The word “strategy” is often used, and 
sometimes overused in the business world 
today. However, although approximately 
65% of  businesses know their intended 
strategy, only about 10% successfully 
execute them. This is associated with the 
fact that many businesses do not consider 
strategic alignment in their business 
planning process. Strategic alignment 
involves connect ing the business 
environment of  a company to its strategy, 
structure and resources. It is a state in 
which the strategy of  an organisation align 
internally and externally, with its users, 
marketplace, and customers. 

BENEFITS OF USING STRATEGIC 
ALIGNMENT IN THE BUSINESS 
PLANNING PROCESS

1. Saves time: Time is a very 
important and delicate resource in 
the business world. In order to 
avoid wasting time on activities 
that might be good ideas yet not 
the right fit for a particular 
moment, managers need to ensure 
that the business strategies align 
with the company's goals and 
objectives. 

2. Motivates team members: 
When the team understands the 
'big picture' it becomes a natural 
motivation factor. Strategic 
alignment helps keep teams 
motivated by making the strategy 
clear to them and showing how it 
ties to the big picture. Businesses 
that actively use shared value as a 
winning formula to business 
success master this very well. 
Alignment between strategy and 
goal encourages shared values and 
helps e l iminate conf l ict ing 
priorities. 

3. S u p p o r t s  m a r k e t 
manoeuvrability: Long known 
a s  a  m i l i t a r y  t e r m , 
manoeuvrability is now being 
applied to business due to the 
d y n a m i c  n a t u r e  o f  t h e 
marke tp l ace  in  the  g loba l 
economy. It  is  essentia l  to 
constantly find ways to stay ahead 
of  competitors. However, it is 
important for businesses not to 
loose their identity while trying to 
keep up with business trends. 
Strategy alignment helps to ensure 

Strategic alignment involves connecting 

the business environment of a company to 

its strategy, structure and resources. It is a 

state in which the strategy of an 

organisation align internally and 

externally, with its users, marketplace, and 

customers. 
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that businesses stay focused and 
maintain the balance between 
following trends and keeping true 
identity. 

HOW STRATEGIC 

ALIGNMENT CAN BE 

USED IN THE BUSINESS 

PLANNING PROCESS
Stra teg ic  a l ignment  needs  to  be 
incorporated into every stage of  the 
planning process;

· Creation: At this stage, it is vital 
to consider how the goals and 
objectives will help the business 
succeed, while taking cognisance 
of  the changing marketplace, and 
then drilling them down to 
strategically align with the action 
plans. In a bid to retain business 
identities, many companies refuse 
any form of  change, regardless of  
current trends or customer 
preferences, while others bend to 
the will of  every customer, 
thereby loosing their identity. A 
mindse t  towards  s t r a teg i c 
a l i gnmen t  he lp s  app l y  an 
approach toward maintaining a 
healthy balance between both 
extremes, thus helping sustain the 
business. 

· C o m m u n i c a t i o n :  T h e 
communication stage of  the 
process helps to create a focus on 
how shared values will be achieved 
and involves getting buy-in from 
every party involved. This is 
perhaps the most important area 
of  any business strategy. The goal 
is to ensure that daily actions and 
decisions align with the strategic 
direction of  the organisation's 
goals. A strategy that aligns with 
the business goals communicates 
stability to teams, employees, 
management and customers.

· Execution: Desired outcomes are 
produced at this stage. While 
executing the various objectives, it 
is important to continually assess 
and ensure that the company's 
structure and goals are considered. 
It is important not to loose the 
business identity in a bid to adapt 
to changes in the market. 

It is pertinent to note that a lack of  
strategic alignment is one of  the primary 
reasons many businesses fail to achieve 
their objectives. It should therefore be 
included to ensure organisational success. 
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here is a fundamental problem with the way most companies 
make money because they use pricing to extract as much money 
as they can from every transaction. For example, the way airlines 
siphon off  value immediately after a customer purchases a ticket. 
Additional cost is incurred for almost every other thing e.g. extra 
leg room, checking in extra luggage, etc. This approach has 

thrived in the past, but today's customers are not active price takers; rather, they 
take time out to scrutinise a firm's prices and go ahead to publicise on social 
media what they believe is unfair. Consumers are not only rejecting questionable 
prices of  companies, but also their basic approach to making money. 

PRICING TO CREATE 

SHARED 
VALUE 
T

- MARCO BERTINI AND JOHN T. GOURVILLE 
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The root cause of  this pricing problem is that companies 
have traditionally treated value in the marketplace as fixed 
and have reasoned that they must compete with their 
customers to appropriate as much as the customers will 
part with. Companies have also made the assumption that 
they are the rightful owners of  value, therefore, they have 
the right to charge whatever the market will bear. This has 
caused pricing to be treated as a problem of  optimisation, 
with it being done mechanically in the pursuit of  profit and 
routinely exploiting any consumer disadvantage like lack 
of  information understanding, limited attention, or 
limited choice. 

It is important to note, however, that value does not begin 
with or belong solely to the firm because without a willing 
customer, there is no value. This is why it is necessary for 
value to be shared by a firm and its customers. Value can 
also be enlarged through collaboration with customers, 
such as when a firm provides a discount that promotes the 
brand and builds loyalty, and not just one that boost sales 
and encourages referrals. Michael Porter and Mark Kramer 
correctly state that “Shared value is not about 'sharing' the 
value already created by firms; a redistribution approach. 
Instead, it is about expanding the total pool of  economic 
and social value.”

It is important for firms to perfect pricing as it is the most 
common way by which firms communicate with 
customers. Prices send clear messages about what the firm 
believes in, what it thinks of  its customers, and how it 
wants to interact with them. These messages can either 
drive customers away, therefore destroying value, or 
engage customers; creating value. Few signals are more 
powerful than price when it comes to motivating 
customers in ways that maybe good or bad for the firm, 
customers, or both. While branding campaigns are often 
disregarded because they are perceived as clever attempts 
at persuasion, pricing is a call to action that puts customers 
in control. 

PRICING IN PRACTICE
Pricing needs to become a more socially conscious, 
collaborative exercise as it traditionally is antagonistic by 
definition. Businesses need to begin to humanise the way 
they generate revenue in order to create additional value, 
and look beyond the just increasing numbers. This would 
require inquiring into their insights about the value they 
seek and how firms can deliver; essentially regarding them 
as partners in value creation. 

It is important 

for firms to 

perfect pricing 

as it is the 

most common 

way by which 

firms 

communicate 

with 

customers. 

Prices send 

clear messages 

about what 

the firm 

believes in, 

what it thinks 

of its 

customers, 

and how it 

wants to 

interact with 

them.

”

“
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· Focus on relationships, not 

on transactions: It is germane 
for firms to ensure that their pricing 
p r ac t i c e s  i nd i c a t e  va l ue  fo r 
customers and not just their wallet. 
Once customers identify that the 
amount of  money they are willing to 
spend is more valuable than they 
t h e m s e l v e s ,  t h e y  r e s p o n d 
accordingly. A typical example of  the 
shared value approach was illustrated 
by Hilti, a company that specialises in 
the production of  high-end power 
tools. In an industry known to sell 
tools to construction companies, 
Hilti decided to provide a service 
instead, by introducing a Fleet 
Management Program, customised 
to fit their business model, which 
could be paid for monthly to cover 
the use, service and repair of  all tools. 
This was prompted by the realisation 
that construction companies cared 
more about the productivity they 
could achieve from using the tools 
than  f rom owning  them.  By 
removing the burden of  ownership, 
customers' financial planning was 

simplified and their administrative 
work and downtime reduced. 
Through this program, Hilti realised 
that by serving its customers' needs 
rather than selling physical products, 
it could create additional value for 
customers and capture more of  the 
market for itself. 

· To create shared Be Proactive: 
va l u e ,  m a n a g e r s  mu s t  p r i c e 
proactively, guided by the knowledge 
of  the kind of  consumers they want 
to serve and how they would react to 
various pricing schemes, instead of  
reactively setting or adjusting prices 
in response to competitors' actions 
or customers' complaints. Take 
Amazon for example, when it 
recognised  tha t  many of  i t s 
customers disliked shipping costs 
and long waits for delivery, it 
introduced Amazon Prime, which, 
for a $79 annual fee, provides two-
day shipping on all orders, thereby 
eliminating the pain of  payment 
associated with each order. At a 
tactical level, this pricing scheme 
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rewards high-volume customers. 
However, it has strategically helped 
the  company  chang e  buy ing 
behaviour by encouraging customers 
to do more of  their shopping with the 
company. Obser vers attr ibute 
Amazon's 300% increase in share 
price and 30% increase in sales during 
the recession years of  2008-2010 to 
Amazon Prime. 

· Put a premium on flexibility: 
Pricing tends to be rigid as most firms 
strive to find the single 'right' price 
that will maximise profit to meet a 
particular goal that may be transitory, 
but individual customers may value 
the same product differently, and 
what constitutes value for a given 
customer may change over time. A 
single inflexible price often limits a 
company's ability to share value 
equitably with customers or to shift 
prices in response to changes in their 
needs. Swedish bearing and seal 
manufacturing company, The SFK 
Group, has made pricing flexibility 
central to its interaction with 
customers. The company is driven by 
the belief  that if  customers make 
more money, so will it. As a result, 
SFK is intentional about moving 
away from pricing products to pricing 
the incremental value created in each 
partnership. For instance, the 
company may take over a customer's 
maintenance operations and agree to 
split the monetary savings that accrue 

from the advanced knowledge it 
provides for the task. Hence, share 
value is created as each customer is 
unique and has its own price. 

·  The Promote transparency:
transparency of  a firm about the way 
it makes money promotes customer 
engagement and helps to build their 
trust and goodwill. A firm that is not 
open about how it makes money, on 
the other hand, signals that it has 
something to hide, as they putting the 
customers on the defensive. It is 
important for managers to note that 
engaged customers cost less to 
retain, often migrate to higher-end 
products, invest in additional 
services, provide more useful 
feedback and product innovation 
ideas, and are more forgiving of  
mistakes. A look at Shenzhen 
Telecom, a subsidiary of  China 
T e l e c o m ,  i l l u s t r a t e s  h o w 
transparency helped the company 
improve both its relations with 
customers and its bottom line. When 
the mangers of  the company noticed 
that customer satisfaction was 
slipping, they analysed the complex 
bil ls that had long prompted 
inquiries and complaints. The firm 
redesigned and simplified the bills to 
p rov ide  de t a i l ed  and  u se fu l 
information in a way that was 
intuitive and comprehensible. These 
chang e s  cu t  t he  number  o f  
complaints by half  in a matter of  

The transparency of a firm about 

the way it makes money promotes 

customer engagement and helps to 

build their trust and goodwill. 
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months and translated to substantial 
cost savings and fewer delayed 
payments and customer satisfaction 
and loyalty improved. In many 
service industries, the invoice is a 
firm's only communication with 
customers. A clear, simple bill sends 
the message that the firm cares about 
honestly engaging with its customers. 

· M a n a g e  t h e  m a r k e t ' s 

standard for fairness:
 Customers' perception of  pricing 

fairness is essential to ensure that they 
buy more and are willing to pay a 
premium. Critically, perceptions of  
fairness relate not only to final prices 
but also to the process by which they 
are set. For instance, IKEA has been 
exceptional in its ability to manage 
customer expectations. On its 
website and in its marketing literature, 
the company explicitly states what a 
consumer can expect and unfailingly 
delivers on that promise. IKEA scans 
the globe for smart ways to make 
good-looking furniture, finds willing 
suppliers to provide the most suitable 
materials at low prices, and then buys 
in bulk to get deals that allow the 
company to offer 30% to 50% below 
compet i to r s ' ,  and  in  r e tu r n , 
customers must be willing to engage 
with the challenging purchase, 
transport, and assembly process. This 

results in a shopping experience in 
w h i ch  t h e  c o m p a n y  a n d  i t s 
customers jointly create and share 
value, and jointly keep prices low. 

AN EVOLVING STRATEGY 
Many of  the discussed principles of  shared 
value pricing are lacking in most firms but in 
order to improve market share and profits, 
companies must begin to treat customers like 
partners in value creation. A look at J.C 
Penney, a furniture company, shows the way 
by which CEO, Ron Johnson was able to 
implement shared value by remaking the 
customer experience, and ensuring that 
pricing is general to strategy. The retail 
company introduced 'fair and square' pricing, 
which is meant to be in sync with customers' 
lives rather than to coerce shoppers into 
unplanned and often unnecessary purchases. 
There is of  course a possibility of  failure 
regardless, but it is vital to note that shared-
value pricing is a budding strategy, therefore 
some experiments are bound to fail. However, 
given the shift in consumers' power and 
expectations, customers will continue to have 
dwindling patience for antagonistic pricing 
and considering the benefits to be gained by 
increasing the pool of  value in the 
marketplace and sharing it with customers, 
any firm that is not evaluating its pricing 
through a shared-value perspective needs to 
consider if  it can actually afford to do so. 
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Book 
Summaries

Ben Cohen and Mal Warwick
Berrett-Koehler, 2006 

Recommendation
Using examples from their personal experiences and from a 
wide variety of  U.S. companies, Ben Cohen and Mal 
Warwick show how companies have incorporated socially 
progressive and environmental values into their daily 
business practices. The authors insist that companies can 
help their communities and make money at the same time, 
adding a new dimension to traditional business models, 
which focus only on profits. Although the authors 
enthusiasm can sometimes be off, for example, they insist 
that customers who don't share your values will respect you 
so much for them that they'll stay loyal anyway, the "values-
driven business" is an idea whose time has come. getAbstract 
recommends this book to business owners, large and small, 
who want the benefits of  their work to extend beyond just 
themselves and their stakeholders.

“How to Change the World, Make Money, and Have Fun”

Values-Driven Business
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Book 
Summaries
Jon M. Huntsman
Wharton School Publishing, 2005

Recommendation
No matter what business you're in, these principles apply to your 
work and your life. None of  them is new; honour, fairness, 
honesty and respect are as old as time, but this is a refresher course 
that reinforces what you already know about morality and ethics. 
Author and successful business leader, Jon M. Huntsman cites 
himself  as living proof  that you don't need to compromise your 
core values to become a success, or even a billionaire. If  you're a 
leader or aspire to be a leader in any field, this quick read is well 
worth your time. getAbstract recommends it to help you focus on 
values that the modern world often tramples. The message is 
sweet, simple and clear: stick to your beliefs staunchly, even if  it 
costs you in the short term, because character, integrity and long-
term results are what really count.

Winners Never Cheat
“Everyday Values We Learned As Children (But May Have Forgotten)”

Erica Keswin
McGraw-Hill, 2018 

Recommendation
A values-based corporate culture that attends to the human needs 
of  its employees gives your firm an advantage in today's world 
where good people are hard to keep. Consultant and Spaghetti 
Project founder, Erica Keswin's 10 “surefire” ideas for designing a 
workplace that works are pure common sense. Your employees 
want a comfortable environment, flexible schedules, work-life 
balance and inspiring leaders. Millennials and Generation Z 
employees, in particular, Keswin says, expect corporate 
responsibility, sustainable practices and professional development. 
Even big firms can incorporate these strategies, as many have done 
for decades. Keswin demonstrates how companies that invest in 
strong values can validate their employees and gain great retention 
and a stronger bottom line.

Bring Your Human to Work
“10 Surefire Ways to Design a Workplace That's Good for People, 

Great for Business, and Just Might Change the World”
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Best excuses if  you get caught sleeping in your 
cubicle: “It's okay...I'm still billing the client." 
"They told me at the blood bank this might 
happen." "This is just a 15 minute power-nap 
like they raved about in the last time 
management course you sent me to." "I was 
working smarter, not harder." "Whew! Guess 
I left the top off  the liquid paper." "I wasn't 
sleeping! I was meditating on the mission 
statement and envisioning a new paradigm!" 
"This is one of  the seven habits of  highly 
effective people!" "I'm actually doing a 'Stress 
Level Elimination Exercise Plan' I learned at 
the last mandatory seminar you made me 
attend." "I was doing a highly specific Yoga 
exercise to relieve work-related stress." "The 
coffee machine is broke." "Someone must've 
put decaf  in the wrong pot." "Boy, that cold 
medicine I took last night just won't wear off!" 
"I wasn't sleeping. I was trying to pick up my 
contact lenses without using my hands."

Executive Jokes

Sherlock Holmes and Dr. Watson went on a 
camping trip. After a good meal, they went to 
sleep. Some hours later, Holmes awoke and 
nudged his faithful friend. “Watson, look up 
and tell me what you see.” Watson replied, “I 
see millions and millions of  stars.” What does 
that tell you?” Watson pondered for a minute. 
“Astronomically, it tells me that there are 
millions of  galaxies and potentially billions of  
planets. Astrologically, I observe that Saturn is 
in Leo. Horologically, I deduce that the time is 
approx imate ly  a  quar ter  pas t  three. 
Theologically, I can see that God is all powerful 
and that we are small and insignificant. 
Meteorologically, I suspect that we will have a 
beautiful day tomorrow. Why, what does it tell 
you?” Holmes was silent for a minute, then 
spoke. “Watson, you idiot. You can see the 
stars because someone has stolen our tent.”
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