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INTERNAL FACTORS AND TYPES OF QUESTIONS EXAMINED

By the end of this chapter, you should be able to:
• explain the term internal factors
• identify the types of New Zealand organisation that would be appropriate to study for AS91379 

(Business Studies 3.1)
• understand the types of questions that will be examined.

Internal factors refer to the business themes – functions, people, management – required to complete the flow of 
goods or services to a customer or end user. In general, the operations of an organisation are divided into four 
functions which are staffed by skilled workers (people) and overseen by leadership and management (management).

Four basic business functions

Manufacturing and production
Sales and marketing

Finance and accounting

Product 
or 

service

Human resources

In AS91379 (Business Studies 3.1), the context needs to be a business that operates in a global environment 
– i.e. it should be exporting/selling to customers in other countries (this could be online), importing from 
overseas suppliers (whole products or raw materials), or have branches operating in other countries (i.e it is 
a multinational).

The business being used should be New Zealand registered. The best way to be sure that the business you are 
using as a context is appropriate is to search the Companies Register found on the New Zealand Companies Office 
website https://www.companiesoffice.govt.nz/companies/learn-about/searching.

This workbook will only use New Zealand-registered businesses for the case studies.
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What businesses are New Zealand registered 
and operate in a global context?
Determine if the following companies would be appropriate to use for AS91379 (Business Studies 3.1) by:
• using the New Zealand Companies Office Companies Register to determine if the company is registered in 

New Zealand
• using an internet search to determine if the company is operating in a global context.

The first two have been done for you.

Find three more that you (or your class) may be interested in studying, making sure they would be appropriate to 
use for AS91379 (Business Studies 3.1).

Company Notes Appropriate (Yes or No)

Facebook New Zealand Registered, but not global No

McDonald’s Not registered No

Air New Zealand

Topshop

Mitre 10 (New Zealand)

Fletcher Building

Mission Estate Winery

KFC

Cadbury

Qantas

BurgerFuel

Precision Seafood Harvesting 

Tip Top

Wellington Phoenix FC

Whittaker’s Yes, but ...

Zespri Yes, but ...

YikeBike

Countdown

Zuru

Answers
p. 73
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Mega Food
Mega Food streamlines processes, increases production and supports future growth with SAP

Mega Food is a market-leading importer and locally sourced food wholesaler and retailer of chilled and frozen 
foods with a reputation for gourmet-quality products offering a broad range of chilled and frozen food – such 
as chilled/frozen whole/portioned chickens, frozen seafood and duck, fresh salmon and chilled beef, pork and 
lamb – to supermarkets, butcher shops, restaurants, takeaways, food bars and speciality outlets.

Three years ago, Mega Food had outgrown its financial system and business model. ‘We were processing all of 
our orders, packing slips and invoices by hand,’ says Alan Lun, Director of East Tamaki-based Mega Food. ‘We 
had so much paper flowing through our office that we were struggling to find the space to stack it, much less 
process the information. We had maxed out our capabilities to keep up with demand, much less expand.’

With more than 400 individual perishable food products, 130 000 invoices per annum and hundreds of 
orders streaming into the call centre by fax, phone, email and text daily, wholesaler and retailer Mega Food is 
a company with a clear requirement for automated business processes.

‘Mega Food is a dynamic company,’ says Tim Charman, Business Development Manager for REALTECH, 
a company specialising in implementing the enterprise resource-planning software ‘SAP Business One’. ‘They 
were a perfect fit for SAP Business One. We worked with Mega Food to centralise their order-taking, link that to 
invoicing, improve their reporting capabilities and set the stage for more comprehensive order processing and 
pricing options. They liked our approach and awarded us the contract.’

Alan Lun, Director, Mega Food: ‘The combination of SAP Business One and REALTECH had an immediate positive 
impact on our company. We are able to process orders faster, more accurately and in a format that feeds into all 
of our other business processes including packing, invoicing and reporting.’

‘The option for screens in either Chinese or English makes life much easier for us and helps us avoid any 
challenges that might occur when information becomes “lost in translation.” This has become a major 
advantage of our SAP Business One solution.’

Over the last three years, Mega Food has continued to post impressive growth. ‘Having SAP Business One as our 
ordering, inventory, invoicing and reporting solution has given us a platform for expansion,’ says Lun. ‘We have 
been able to add more products, more customers and process more orders without having to increase our 
overheads. SAP Business One has given us a real competitive advantage.’

As an added bonus, Lun and his team can view SAP Business One in both English and Chinese. ‘We are 
bilingual at Mega Food,’ explains Lun, ‘some more so than others. When we are in a hurry or preparing reports, 
sometimes it is easier for us to work in our native language. With the option for screens in Chinese or English, 
we can move back and forth seamlessly. It makes life much easier for us and helps us avoid any challenges that 
might occur when information becomes “lost in translation”.’

Answers
p. 74
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Risks of being innovative
• The cost of research and development investment is considerable and can be constrained by budgets that 

are limited.
• Long time-scales are usually needed to commercialise innovative ideas.
• Uncertain outcomes, along with high failure rates, are a risk.
• There is a chance that conditions may change during the R&D process – such as competitors launching a 

similar or better innovation.

Successfully launching innovation is dependent on gaining a critical mass in the market. This was termed the 
chasm gap of innovation adoption by Geoffrey Moore in his book Crossing the Chasm (1991, revised 1999 
and 2014). The most difficult step is keeping up the momentum that enticed visionaries (early adopters) to ensure 
that the innovation is taken up by pragmatists (early majority). The chasm gap of innovation adoption can be 
applied to disruptive (or discontinuous) innovations. Innovations that do not require a significant change in 
behaviour by customers can usually overcome the chasm much more easily.

Technology adoption lifecycle

‘The chasm’ Area under the curve
represents number
of customers

LaggardsLate
majority

Early
majority

Early
adoptersInnovators

Diffusion of innovation
Diffusion of innovation is a theory developed by Everett Rogers – a professor of Communication Studies – 
who sought to explain how, why, and at what rate new ideas and technology spread. Rogers proposed four 
main elements influence the spread of a new idea – the innovation itself, communication channels, time 
it takes to spread, and the type of social system that the innovation is introduced into. Rogers suggests that 
different that market segments can be identified depending on when they take up the innovation – therefore 
different marketing strategies will be required to appeal to these different segments (such as pricing, promotional 
avenues, product features and distribution channels).

Diffusion of innovation
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To sustain a competitive advantage, businesses should have a culture (i.e. ‘the way that things are done’) and 
business environment (i.e. structures and processes that support how things should be done) which encourages 
creative thinking. Culture refers to shared beliefs, values and attitudes of the people in an organisation. 
Innovation will flourish when it is central to a business’s values, assumptions, and actions. Edgar Schein 
developed a model to show the relationship between these three core ideas.

Schein’s organisational culture model
Artefacts
Artefacts are what can be seen in an organisation that reflect 
the beliefs and values considered important – things such as layout 
of an office, staff uniform, logos and vision statements, meeting 
protocols, etc.

Artefacts associated with an innovative culture might include shared 
workspaces, communal eating areas, access to IT (and free wi-fi), etc.

Espoused values
Espoused values refer to those virtues an organisation has adopted because it considers them important and 
a reflection of the basic underlying assumptions about how the organisation should operate. When espoused 
values are not reflected in the artefacts and behaviours of staff, conflict arises between management and 
workers. Values that innovative businesses may espouse could include ‘customer-focused’ solutions, fail quickly 
(see page 28), team first, etc., and such values often manifest themselves in the stories, traditions and customs 
the organisation has – such as celebrating successes.

Basic underlying assumptions
Every organisation has ideas and understandings that are taken for granted as being ‘the ways things are done 
around here’. When a new staff member arrives, it may take time for that person to figure out why certain behaviours 
or rituals occur that make the culture of that particular organisation different from others. Innovative organisations 
have basic assumptions about innovation being a process, rather than a eureka moment. They share beliefs that not 
all conflict needs to be resolved because sometimes it can yield more innovative thinking; creativity thrives under 
constraints and pressure; the best work is done using constantly evolving teams; ideas need to be shared openly; 
there should be an allowance for limited risk taking, celebrating failures as learning opportunities; it is important 
to cultivate a little positive criticism; leaders should be open to being challenged to test the value of the ideas.

Innovative companies also require leaders who will work to create those kinds of environments and will guide 
and promote innovative behaviour.

Artefacts are often mistaken for basic assumptions. A subsidised staff café in a culture with basic assumptions 
about the value of collaboration and sharing can enhance the creative output of the entire organisation by 
providing meals over which to share ideas. On the other hand, if a company’s leadership espouses the value of 
‘out of the box thinking’ but continually turns down proposals ‘because they are too risky’ or ‘don’t come with the 
right business plan’, then innovation quickly becomes stifled. A new logo, corporate style or customer-orientation 
training will not suffice. It is important that results are measured and that good performance is rewarded.

Artefacts

Espoused
values

Assumptions

CREATING AN INNOVATIVE CULTURE
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10. Foster autonomy
 We all want control over our own environments. Granting autonomy involves extending trust. A team may 

make decisions others would have made differently. The key is to provide a clear message of what results 
are being looked for or what problem the team is trying to solve. From there, trust must be extended to let 
a team do its best work.

11. Fail forward
 Failing forward means taking risks and increasing the rate of experimentation. Some bets will pay off; some 

will fail. The key is to fail quickly. The speed of business has increased dramatically and every minute counts. 
The best businesses try many ideas and let the losing ideas go quickly and with no remorse.

12. Think small
 Rather than waiting for, and investing in, the big idea (radical innovation), continuous improvement or 

incremental innovation (the Kaizen principle – discussed in the chapter on quality management) will generate 
quick wins which improve confidence and willingness to persevere.

13. Maximise diversity
  Diversity in all its shapes, colours, and flavours helps build creative cultures. Diversity of people and thought 

comes in the shape of diversity of work experiences, religions, nationalities, hobbies, political beliefs, races, 
sexual preference, age, musical tastes, and even favourite sports teams.

  When diverse ideas come together they can form something entirely new. One person’s experience working as 
an intern at the NZX (New Zealand stock exchange) may fuse with another person’s experience growing up in 
a small town in the Hokianga to generate a fresh idea that neither would have considered independently. This 
melting-pot approach can drive some of the most creative cultures, thinking – and ultimately – business results.



How internal factors interact within a business that operates in a global context  31

© ESA Publications (NZ) Ltd, ISBN 978-0-908340-44-6 – Copying or scanning from ESA workbooks is limited to 3% under the NZ Copyright Act.

What organisational culture most encourages innovation?
Charles Handy identifies four types of organisational culture – power culture, role culture, task culture 
and person culture. Each type of culture has strong implications for the types of organisational structure that 
eventuate.

Handy’s organisational culture types

Power culture Role culture

Power radiates from one or only 
a few individuals

Found in entrepreneurial 
organisations

Few rules / little bureaucracy

Decision making is swift

Each person or group has a clearly delegated 
authority

Each role is highly defined 
and structured

Typically tall, detailed 
organisational structure

Decision making is slow

Task culture Person culture

(Concerns being in small groups)

Power comes from teams

Found in entrepreneurial 
organisations

Few rules / little bureaucracy

Decision making is swift

People believe themselves 
superior to the organisation

Common in firms of 
professionals

Success depends on retaining 
key personnel

Power culture
In this type of culture, there is usually a ‘head honcho’ who makes rapid decisions and controls the organisational 
direction. This is most appropriate in smaller organisations, and requires a strong sense of deference to the 
leader. An autocratic leadership style is usually evident in these cultures.

Role culture
Structure is defined and operations are predictable. Usually this creates a functional structure, where individuals 
know their job, report to their superiors (who have a similar skill set), and value efficiency and accuracy above all. 
A paternalistic leadership style is usually evident in these cultures.

Task culture
Teams are formed to solve particular problems. Power is derived from membership in teams that have the 
expertise to execute a task. Due to the importance of given tasks, and the number of small teams in play, a matrix 
structure is common. A democratic leadership style is usually evident in these cultures.

Person culture
In this type of culture, horizontal structures are most applicable. Each individual is seen as valuable and more 
important than the organisation itself. This culture can be difficult to sustain, as the organisation may suffer due 
to competing people and priorities. Often a laissez-faire leadership is evident in these cultures.

POWER
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By the end of this chapter, you should be able to:
• discuss the significance of quality management to a business
• evaluate the costs and benefits of quality control, quality assurance, total quality management, Kaizen and 

quality circles.

Quality is relevant for all businesses to survive in competitive markets. Improving quality may be costly in the 
short term, but the long-term benefits in terms of customer loyalty and repeat business will outweigh this cost.

What is meant by ‘quality’?
A good or service that meets customers’ expectations and is therefore ‘fit for purpose’.

Quality is the relationship between what the customers are willing to buy and their expectation of the ‘quality 
standard’ reached. Factors to be considered are:
• the product’s reliability
• whether it is fit for purpose, and its performance for meeting that purpose
• its design, features and appearance
• its safety and ease of use
• its durability
• the company’s level of customer service (i.e. delivery, sales service).

A high-quality product:
• meets the expectations of the customers
• fulfils the customers’ needs at a price they are willing to pay.

Quality helps determine a firm’s success in a number of ways.
• Customer loyalty – they return, make repeat purchases and recommend the product or service to others.
• Strong brand reputation for quality, which may reduce the need for high marketing costs.
• Other related products and brands can be easier to sell based on the company’s reputation for quality.
• Premium prices can be charged as consumers are willing to pay more for high-end quality.
• Retailers want to stock the product.
• A product perceived to be better value for money may command a premium price and will become more 

price inelastic.
• Fewer returns lead to reduced costs, including the costs of repairs and replacements.
• Quality attracts and retains good staff.
• Product life cycles are longer, reducing the need for continuous innovation.

Costs associated with quality
Costs associated with quality include:
• staff training
• process monitoring and customer feedback
• investment in quality systems to measure quality.

QUALITY MANAGEMENT
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Quality assurance
Quality assurance means setting agreed quality standards at all stages in the production of a product or service 
in order to try to ensure that customer satisfaction is achieved.
• Puts emphasis on prevention of poor quality rather than inspecting for poor quality.
• Stresses the need for workers to get things right the first time.
• Establishes quality standards and targets for each stage of the production process.

Quality assurance is about designing the way a product of service is produced or delivered to minimise the 
chances that output will be substandard, and should aim to result in zero defect production with less need to 
inspect production output (quality control).

Advantages of quality assurance over quality control systems based on final inspection
• Assurance makes everyone responsible for quality.
• Self-checking and making efforts to improve quality increase motivation.
• The quality assurance system can be used to ‘trace-back’ problems to the stage of production where the 

problem may have occurred.
• Quality assurance reduces the need for expensive final inspection and correction or networking of final 

products (i.e. making sure that all parts that make up a final product are there, of good quality, and without 
defects).

• Components, materials and services brought into the business are checked at the point of arrival/delivery – 
not at the end of the production process, by which stage time and other resources may have been wasted.

• Lean production – i.e. when there is the minimum of wastage while maintaining high quality – will save 
money and therefore increase profit per unit.

Total quality management (TQM)

TQM
model

Customer
focus

Process
improvement

Planning
process

Total
participation

Process
management

Total quality management (TQM) is a business philosophy – a way of doing business.
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Organisational culture revisited
Charles Handy’s theories (see page 31) are commonly accepted models used when discussing 
innovative cultures. The type of organisational culture that exists is an important factor in deciding what 
change-management strategy is the best to use.

Not all departments in a business are expected to have the same culture (e.g. how an IT department works might differ 
from the way an HR department functions); but, overall, the culture of the organisation (what is valued, how people 
are treated and what the pütake – ‘reason for being’ – is) should be consistent and accepted by all those who work 
there. This often ‘starts at the top’, and is influenced by the leadership style and philosophy of the owners and the CEO.

Power culture
Concentrating power in only one or among just a few people is called a ‘power culture’. Little consultation or 
communication of strategic changes is made to affected staff in such a culture, and this can lead to resentment 
and resistance. Often, the leadership style in this type of culture is autocratic. This (and role culture) are 
sometimes called a top-down approach.

Role culture
Each member has a clearly defined job title and role. Limited consultation occurs, which means they may be 
conflicting understanding of what a change will look like. Often, the leadership style in this culture is paternalistic.

Task culture
This is based on co-operation and teamwork. Active participation in the decision-making process is encouraged, 
which can mean the change process is drawn out and confused, as many opinions may need to be factored 
in. Often, the leadership style in this culture is democratic. This (and person culture) are sometimes called an 
inclusive or bottom-up approach.

Person culture
Individuals are given freedom to express themselves fully and make their own decisions. How change is managed is 
therefore often left to the individual to navigate. This will lead to several different versions of the change process being 
implemented, with little cohesion across the whole business. Often, the leadership style in this culture is laissez-faire.

Entrepreneurial culture
This type of culture encourages risk taking to come up with new ideas and new ventures. Change is constant and 
failure is accepted. Rules and regulations may not be the first priority in this type of culture. Leadership styles will 
vary according to the size, skill and experience of the workers.

Changing cultures can prove difficult and will involve some resistance to change (discussed in the next section). It 
may take several years to fully implement changes, and often the most difficult cultural change occurs when there 
is a merger or takeover between two companies.
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ANSWERS

What businesses are New Zealand registered and operate 
in a global context? (page 2)

Company Notes
Appropriate 
(Yes or No)

Facebook New Zealand Registered, but not global No

McDonald’s Not registered No

Air New Zealand Operates globally Yes

Topshop Imports from UK Yes

Mitre 10 
(New Zealand)

Imports from Australia Yes

Fletcher Building Operates in Australia/US, etc. Yes

Mission Estate Winery Exports Yes

KFC
Not New Zealand-registered 
company

No

Cadbury
Not New Zealand-registered 
company

No

Qantas Multinational registered Yes

BurgerFuel Branches overseas Yes

Precision Seafood 
Harvesting 

Exports Yes

Tip Top Brand of Fonterra No

Wellington Phoenix FC Import and export players Yes

Whittaker’s Actually J H Whittaker & Sons Ltd Yes but …

Zespri Several versions Yes but …

YikeBike Exports Yes

Countdown Registered as Woolworths No

Zuru No longer New Zealand-registered No

Precision Seafood Harvesting innovation (page 7)
1. Precision Seafood Harvesting (PSH) needs a partnership to provide finance 

for the research and development costs of producing the Modular 
Harvesting System (MHS), as well as finding companies that can test the 
product prototypes out at sea.

 This need to partner to access finance is because the R&D process has 
many stages and will take a long period of time and much funding to 
compete. In addition, companies like Sanford Fisheries are best placed to 
trial the MHS in open waters.

 As a result, Plant & Food Research (a government agency) will have a 
vested interest in the success of the MHS as it will benefit New Zealand’s 
exports by $100 million a year as well as create a sustainable industry. 
Fishing companies like Sanford will be able to make recommendations to 
PSH on improvements, as they will be keen for it to work as it will benefit 
their business considerably.

2. Precision Seafood Harvesting has innovated by developing a new fishing 
system called a Modular Harvesting System (MHS) designed to make the 
fishing industry more environmentally sustainable. This is because only 

those fish which are large enough to be harvested are caught while the rest 
return unharmed to the sea to increase in size. Fish that are caught are also 
not as stressed – therefore better quality. In the long term, this will allow a 
fishing company using the MHS to be economically sustainable as more fish 
will be available to catch that are of good quality and the right size.

 One benefit for PSH in developing the MHS is that it will have a 
competitive advantage, as it has designed a product unique to the 
industry that solves a problem facing all fishing companies. Having a 
competitive advantage will allow for greater profits through increased 
sales, as well as provide a marketing point of difference which will attract 
other environmentally minded businesses, employees and investors to 
partner with them.

 One cost is the significant amount of R&D required to bring the MHS to 
market. This has meant PSH has had to partner with other stakeholders 
like the Ministry of Primary Industries, which will help fund the project. 
However, the Ministry will also be expecting a return for its investment, 
meaning PSH’s share of the future profit will be reduced.

 However, the benefits of PSH being innovative and bringing the MHS to 
market outweigh the short-term costs. Fishing companies will see the 
benefits to them in the short term (such as better quality of catch and 
less waste) and the long-term benefits of a sustainable natural resource. 
While the cost of the MSH will be high for the fishing industry, the world’s 
demand for more food will mean PSH can make its investment cost back 
quickly and continue to be profitable into the foreseeable future.

YikeBike innovation (page 9)
1. Innovation is the process of the development of an existing idea or 

product – such as the YikeBike from the idea of a penny-farthing.

 Invention is the creation of a process or product not previously seen in 
the market, so will take longer than developing an existing idea.

2. Internally, YikeBike will benefit from attracting employees who share the 
company’s innovative culture and want to work in a place where this is 
encouraged. This will lead to even greater breakthroughs, as ideas are 
shared and new ways of doing things discovered. Being innovative leads 
to new product development or modifications that will further encourage 
segments of the market to purchase a YikeBike. Increasing the range 
of products or encouraging new growth opportunities will lead to an 
increase in sales and therefore profitability as the cost of R&D is paid off.

3. a.  Product-innovative businesses are those that find a new way of doing 
things that the market may not have thought of yet. The task then is 
to find a customer for the idea.

 b.  Solving the problem of urban congestion by using a foldaway electric 
bike is such an innovative idea that customers are having a hard time 
getting their heads around it, and it will take considerable marketing to 
convince them the idea is worthwhile. However, the advantage is that 
it does solve a problem facing society and is a sustainable solution.

 c.  YikeBike is a product that should have universal appeal in all major 
cities across the world, therefore the potential is enormous. Being 
first to market with such an idea, while difficult in terms of marketing, 
also allows for brand loyalty and recognition as the brand becomes 
well known for its innovative ideas.



© ESA Publications (NZ) Ltd, ISBN 978-0-908340-44-6 – Copying or scanning from ESA workbooks is limited to 3% under the NZ Copyright Act.

Answers  75

Case Study: Gallagher (page 24)
1. Shared assumptions follow.

 •  Customers are the focus of all decisions and actions. Would expect to 
see feedback mechanisms like voice of the customer, surveys, sales/
retail channel avenues and interviews to identify both the unspoken, 
observed needs as well as the specific known ‘pain points’ customers 
are seeking to fix. Would see ‘test groups’ of customers trialing 
prototypes of new solutions and providing feedback.

 •  Strive for excellence through continuous improvement. Would expect 
to see market-leading low failure rates, low returns, low warranty 
costs with various check, balance and test processes at different 
points in the production cycle – including finished product. Would 
expect to see ‘lean’ manufacturing systems that correct to minimise 
future errors.

 •  Make hard decisions. Management is not afraid to cut products or 
change processes to maximise quality.

 •  Staff empowerment. All staff at Gallagher have a voice when it comes 
to quality and innovation. Everyone is heard.

2. Values follow.

 •  Socially responsible – people first. Stakeholders – such as staff and 
customers – are important, and the relationship with them must 
come before profit.

 •  Integrity – being honest and principled. When decisions are made 
the reasons for them are transparent and relationships are not 
compromised as a result.

 •  Trust – believe the other party will do what is right; allows others to 
complete their functions without fear of interference.

 •  Respect – everyone has a role to play, and should be treated as being 
important.

Strategies relating to Schein’s organisational cultural model
 (page 29)

Strategy
Underlying 
assumption

Espoused 
values

Example of how 
the strategy might 

be carried out

Start at the top
Leaders should 
role-model

Support and 
encouragement

R&D budget is 
strong and area is 
well resourced

Establish a 
clear sense of 
direction

Organisations 
need to know 
what is important

Unity
Communicate 
through meetings, 
posters, signs

Open 
communication

Everyone has a 
right to be heard

Trust – and it is 
OK to disagree

Informal gatherings 
where ideas can be 
tossed around

Reduce 
bureaucracy

Rules reduce 
creativity and 
faster is better

Forgiveness 
is better than 
permission

Allow for teams to 
‘own’ their own 
work

Instil a sense of 
ownership

When you feel 
something is 
yours, you try 
harder

Pride and work 
ethic

Allow teams to 
come up with their 
own solutions to 
issues

Make sure 
recognition and 
rewards are 
consistent

Progresss should 
be rewarded 
regardless of size

Fairness and 
equity

Regular 
correspondence on 
innovation updates

Develop a 
tolerance for 
risk and failure

Bold is better 
than safe

Trust and 
forgiveness

Have a ‘flush the 
dunny and move 
on’ party

Fuel passion

Employees are 
there because 
they believe in 
the company

Passion and 
desire to do 
well

Allow for 
self-project days 
(see Simon Sinek’s 
TED talks)

Celebrate ideas 
and encourage 
courage

All employees 
are capable of 
innovation

Inclusivity, 
courage and 
fun

Have ‘show-and-tell 
meetings’ with 
different teams

Foster 
autonomy

Employees were 
hired because 
they had ability

Independence, 
trust and 
self-direction

Allow teams to set 
their environments 
up as they want

Fail forward

Time is money, 
and people learn 
more from failure 
than from success

Resilience and 
determination

Review sessions

Think small

Incremental 
innovation is 
as important 
to success as is 
radical innovation

Confidence and 
success

Develop continuous 
improvement teams

Maximise 
diversity

Ideas come from 
many different 
places

Balance, 
diversity and 
openness

Matrix (project) 
structure and 
recruitment 
diversity policy

RingTechi develops an innovative culture (page 30)
Firstly, RingTechi should communicate a clear sense of direction to establish 
exactly what it is trying to achieve. This will allow workers to focus on what 
RingTechi would like to produce, what RingTechi values and how workers 
might want to achieve RingTechi’s vision. As the workers are looking for 
leadership from the CEO, this would be a strong first step. The disadvantage 
of this strategy might be a top-down approach that results in a vision that 
not all staff agree with or understand, leaving them worried.

Secondly, RingTechi might want to celebrate ideas and encourage courage. 
This could be by rewarding small ideas that might make a change, even if 
they are not immediately successful. By celebrating innovation, even on a 
small scale, RingTechi is offering its staff trust and confidence in its abilities 
and making it OK to fail (at a small level) to provide staff with the courage to 
try something bigger.

Innovation needs new ideas and ways of seeing a problem – and its possible 
solution. Therefore, the second solution would be a better one to implement. 
Through trying and succeeding (or failing), staff will develop the skills, 
collaborative culture and resilience needed to try for larger innovation ideas. 
Also, they may discover hidden talents that could lead RingTechi into areas it 
had not previously thought of that could make it a market leader.

Innovative culture (page 32)
1. For a business to fully immerse itself into an innovative culture, there 

should be communication and collaboration between staff as ideas are 
shared, improved and commercialised. A person culture tends to see 
people working in isolation, confident they are ‘better’ than those around 
them, and therefore they may be unlikely to share as much as they 
otherwise could do to improve the organisation as a whole.

2. If Strat Y uses an inclusive strategy, such as holding meetings with 
designers, the designers will feel valued by the managers as they are 
involved in the planning and organising of the change. Designers will 
feel empowered to come up with innovative solutions without fearing 
negative feedback from the managers.

 However, if Strat Y uses an inclusive strategy, it is possible that the 
designers will lose some focus on the tasks required of them in the 
production process. This is because they will be involved in meetings 
with managers and working on planning and implementing the 
innovation strategies. Production and therefore sales may drop as 
customers feel uncared for or receive poor-quality products.

 Overall though, Strat Y should use an inclusive approach to develop an 
innovative culture as this approach will harness the skills of the designers 
who have the capacity and knowledge to better the competition. It will 
not be necessary to spend money on external consultants, and the 
inclusive nature of the approach will ensure everyone is united in the 


