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“Therefore we will not listen to the source itself in
order to learn what it is or what it means, but
rather to the turns of speech, the allegories, figures,
metaphors, as you will, into which the source has
deviated, in order to lose it or rediscover it — which

always amounts to the same.”

Jacques Derrida
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MANAGEMENT

Management in contemporary organizations with the focus on
flexibility and dynamism includes the responsibility not only for the
results, but for ideas as well. The context beats the form, and manager’s
attention falls onto the symbolic organizational processes, including
building values system, caring about employees’ well-being, generating
positive emotions, coaching for better performance, active engagement

and boosting creative thinking.




SYMBOLIC IMPRINTING AND TRIGGERS IN ORGANIZATION CONTEXT
by Dina Aslamazishvili, 2018

It is not enough to pick up isolated data of our experience; we
must really re-collectthem, we must organize and synthesize
them, and assemble them into a focus of thought. It is this kind
of recollection which gives us the characteristic human shape of
memory, and distinguishes it from all the other phenomena in

animal or organic life [1]
E. Cassirer
Nowadays organizations represent complex systems with many interrelated elements, and
within the system it is included human (employee or manager). Human being is a complex
system itself and deploys its elements as well in the synergy of organizational life. This human
as a system element is ‘homo symbolicus’ with eternal need to cognize and understand the
surrounding reality. In human perspective the need for world cognition becomes the problem
of world construction with the help of symbolic forms. Mostly known symbolic forms in
human cultural expression are science, religion, language, philosophy, history, myth. Human
being needs symbolic transformation, so transforming empirical and emotional data into
symbols, this is the way of person — environment interaction. Susan Langer in her observation
of symbolic underlines that symbols present not the objects but are transferring specific
concept on those objects [2]. So, symbols and symbolic in organization transfer the concept

and context on the common objects, operations and actions.

Human being surrounds his/her activity by many rituals, when people get together they
‘organize’ these rituals in such a way that they constitute tradition, and in some sense with the
mental field intervention as well culture (something defining behavior opposite to nature).
These surroundings have symbolic nature, and brightly are deployed in organizational life,

where group of people with specific structure define specific purpose. The ‘people’ component



creates additional complexity for the system managers need to plan, organize, lead and control
in.

Where there is a person, there always will be symbolic tension in meanings, even words
constitute this symbolic tension, like the energy of meaning or content transfer. Ernst Cassirer
defines that symbols cannot be reduced to mere signals. Signals and symbols belong to two
different universes of discourse: a signal is a part of the physical world of being; a symbol is a

part of the human world of meaning, as signals are ‘operators’; symbols are ‘designators’ [3].

Imprinting is mostly studied in animals, less in human psychology. In its genesis it means
‘stamped in’ impression, tactile, visual or sound memory. It is like the selective fixed
information in memory. All people have periods when their memory is sensitive to imprinting,
so some environmental events can be stamped in, and influence decision, behavior and even
values choice in the future. Symbolic context of organizational life (interactions,
communication, relationships, decisions, job satisfaction etc.) creates the situation for human
sensibility, as it is the situation of suspense (border situation). Mircea Eliade specified that
rituals open the suspense situation of a humankind; it is a situation where human realizes the
place in the world. Symbols’ function in Eliade’s interpretation, is to open the whole reality,
other means are not able to do [4]. Karen Svasian states that there is no symbol itself in any of
its forms; its being is in metamorphose, is forms transform [5]. So, symbolic situation is a
situation of transformation, and symbolic imprinting gets its place in these situations in
organization. Social imprinting is presented in the number of imprints among people, like basic
principles, values, stereotypes, which in their turn define the attitudes towards leadership,
discipline, ethical issues etc. Symbolic imprinting means stamping in memory some
transferring values and meaning interpretations, which define the actions and behaviors. For
example, in organization symbolic imprints can be values important for the group of people
and successes they experience together. The symbolic imprints are deployed in meanings and
understanding employees hold about organizational goals, priorities, can be transferred into

job satisfaction, attitudes and decisions.



Symbols in imprinting process can be understood as meaning triggers. Triggers are the factors
of the external environment which start specific behavioral mechanisms. In some sense
symbolic imprints are displayed in the reactions on triggers in organization. So, in the specific
situation people release these imprints in its understanding and interpretation, which in its
way lead to the specific behavior. Marshall Goldsmith [6] in his view on triggers in life and
workplace underline the importance of self-awareness in making decisions and choosing the
style of behavior. Struggling with triggers is especially difficult what they have symbolic

context and are based on the symbolic imprints, not changeable over time.

Managers in organization usually deal with the results of triggers and symbolic imprints within
the context of employees’ behavior and learning. Additionally, organizational culture creates
the symbolic context for the potential suspense situations, where new imprints can originate.
As Mats Alvesson in his book organizational culture differentiates organizational results,
following Pfeffer’s symbolic management, as objective (measurable) and symbolic (attitudes,
emotions, values, perception). Symbolic results from managerial actions and decisions create
the opportunity for creating mutual understanding of the organizational goals and social
reality events [7]. Symbolic imprinting and triggers play a very important role in this
organizational context. Organizational culture is analyzed by Alvesson like the complex model
of meanings, ideas and symbols [Ibid.]. Symbol creates a meaning context, transferring context
of reality, and symbolic imprints make employees understand specific goals and events on the
irrational level. Triggers can make symbolic imprints work out, and symbolic management can
deploy the mechanisms of awareness in such a way that they will help employees get better

results and stop the to demonstrate blindly some programs in their behavior.
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SYMBOL WITHIN CULTURAL ENGINEERING PROCESS IN

ORGANIZATIONS
by Dina Aslamazishvili, 2018

Pay heed, my brothers, to every hour where
your spirit wants to speak in symbols: there lies

the origin of your virtue [1]
F. Nietzsche
“Culture” in casual Latin language meant land cultivation; later human education and learning.
Later Marcus Tullius Cicero and Plutarkh expanded culture into a complex context by adding
“animi” (from “animus” — spirit). So “cultura animi’ — cultivation of the spirit, got meanings

like self-cultivation, self-creation, and care for the spiritual growth of others [2].

Nowadays the processes of spiritual production (including those in organizations) create
framework for developing mind, based on the historically accumulated social experience,
specifically symbolizing experience. Culture saves and transmits this experience from
generation to generation. There are mastered the symbolizing practice, generated new
programs of activity, behavior and communication. Creating the world of symbols is the
priority of a human in the culture-creating activities. Social philosophy underlines the key

difference of homo sapiens, - it is mind, - i.e. ability for heuristic symbolic modelling of the



world through abstract, logical and verbal thinking. Much information circulating in culture
is made tangible by symbolic forms: signs, images, metaphors. Symbol is a ‘border’
phenomenon, symbolic sphere connects and divides the form and the content, creating
meaning, and integrating the world of explicit and implicit, nature and culture, one culture
state with another. Symbol presents the unique connection, it is a connection itself, -
connection of meanings. One meaning is not a must connected with another one, however the
chain of associations in signs, metaphors and images builds the chain of meanings connected

and leading to the one transcendent prime-sense of symbol.

Culture consists of meanings connections, related to spiritual, symbolic processes. They are
not tangible in their meaning but can be found in tangible forms in organizational culture (like
artifacts, stories, behavioral patterns, leadership styles, etc.). Organizational culture satisfies
the human need in spiritual, it gives the special space to express the meanings of real. It is a

space of reflection and the indivisible need of a person to symbolize the world around.

Spiritual has many explications, - Greek philosophers, religion and nowadays humanity
sciences. For example, by M.S. Kagan spiritual includes not only the spiritual product, but as
well its generating process. The philosopher defines four aspects in spiritual explication: in the
process of learning about reality, in its transformation, its values realization, and
communication of people in their common activities. It can be presented as the spiritual sphere
of society. The same four aspects can be found in organizations, representing the spiritual
sphere of organization, where all spiritual processes take place (like spiritual needs genesis,

spiritual activity launching, spiritual consumption).

Spiritual and symbolic processes are treated by many experts as in connection. For E. Cassirer
in his philosophy of symbolic forms, the main general notion becomes not ‘cognition’, but
‘spirit’, associated with the ‘spiritual culture’. Cassirer underlines that ‘culture’ understanding

is indivisible with the main forms and directions of spiritual creativity [3]. Spiritual is arranged



in symbol, “symbolic form” (Cassirer). Symbolic forms (language, myth, religion, art, scientific

knowledge) philosopher defines as the spiritual culture dimensions.

In organizations these spiritual culture dimensions are presented in the social glue of
organizational culture. Organizational culture functions as a symbolic system, as it seizes
intangible nature of inner-organizational connections and as well the meaning of organization
in relation to the external environment. Spiritual processes setting and change constitute the
cultural engineering processes, where symbol with its prime-sense keeps the central position,
and with its transformational potential provides the background for cultural engineering.
Organizational culture is the product of the human symbolic activity, and organizational
culture engineering is the fluctuating process of the system of metaphors, images and signs.

The system is rocked and meanings are transferred and transformed.

Cultural engineering as a vague term, more a concept in transitions, is understood like cultural
management with the help of practical strategies design, more applied to cultural institutions.
In our interpretation cultural engineering is the process of understanding and developing
spiritual foundations in organizations with the help of symbolic forms (like metaphors, signs
and images) design and management. So, cultural engineering related to the work with
meanings in organizations. Managers compose and decompose the meanings in their
departments, teams and at the organizational level. They do that consciously or unconsciously,
which is the specificity of culture as organizational phenomenon. Symbol with its prime-sense
creates the intangible and transcendent center for organizational culture existence. Symbol
with its transitional forms (signs, images and metaphors) creates the transformational ability
(change in organizational culture). There forms create the dimensions of symbolic in
organizational culture as the following: communicative (sign), semantic (metaphor), and

psychological (image).



In the communicative area symbol is realized by the sign (sign system). Symbolizing results
function as sign systems with the language codes and multiple interpretations. This is what we
call the language element of organizational culture, like culture ‘talks’, expressing itself (in
culture it can be literature, architecture, music, dance etc.; in organizational culture it is jargon,
architecture and design of the offices and workplaces, employees creativity, missions, states

goals, etc.).

Semantic area realizes symbol by metaphors. Symbolizing results in this area function as
metaphoric meanings and senses, used in interpretations. Semantic area deals with meanings
and their transition mechanics. In organizational culture we can meet stories, different
interpretations of the existing rules and goals, and some mechanics (like gamification) to help

employees deal with metaphorical meanings.

In the psychological area of the symbolic sphere of culture symbol is realized through image
as its symbolic form. In the psychological area symbolizing results function as images, which
create the subjective picture of the world, including the subject, other people, environment,
and time perceptions. In organizational culture this area is presented by the perception and
the behaviors people tend to demonstrate based on their perceptions, attitudes, and
assumptions. Psychological area is the introverted one, closed in its inner world, dealing with
inner spiritual attitudes, moral principles and values. In organizational culture it is related to

ethical codes, values and inner image of organization.

Cultural engineering process is a spiritual development of organization, including change in
organizational culture and in symbolic fields (symbols functioning with the prime-sense
keeping). Symbol through its symbolic forms creates the tension in meanings, and by this
makes cultural engineering process related to the spiritual and cultural transitions. Effective
management of organizational culture means effective understanding and design of symbolic

forms to keep the symbolic transitional energy active.

10



References:

1. Hummre, @. Counnenns [Texcr] / ®. Humme / nep. ¢ mem. I0.M. Anronosckoro u ap. —
Kanmuuunrpag, : OTYUIIII «durtap. Cxas», 2002.

2. Teaching and Learning Culture: Negotiating the Context. Edited by Mads Jakob Kirkebaek,
Xiang-Yun Du, Annie Aarup Jensen, Sense Publishers, 2013, p.13

3. Kaccupep, 3. Punocodus cumsonmaeckux popm [Texcr]. B 3 1. T.1. fAssix / 3. Kaccupep /

nep. ¢ HeM. — M.; CII6. : YuuBepcurerckas xkuura, 2001, p. 17.

RESEARCH METHODOLOGY FOR STAFF MOTIVATION & VALUES-

BASED FRAMEWORK WITHIN EDUCATIONAL INSTITUTIONS
by R. Michael Cowgill, 2018

Although much literature and research exist on what motivates employees, there is little
information specific to institutions of higher learning, especially universities. Further, even
less information exists that ties motivation to the key performance indicators of the
universities [1]. The goal of this dissertation is to better understand what motivates employees
and how their values coincide with those of the university in order to develop a menu of
performance incentives for individual employees that also enhance the value(s) of the
institution (university). Management (employers) will then have a set (or menu) of
performance incentives to match with each employee or set of employees that will then also

enhance the values and performance of the institution.
Survey Participants

Ideally, a multi-university sample would be used, including various sizes of universities and
types (public and private). However, this is practically very difficult to do. As such, I have

opted to use only employees of the Georgian American University (GAU) where I am

11



President. As such, I will try to encourage as wide a response throughout GAU’s staff and
lecturers as possible. By keeping the survey respondents anonymous, I hope to minimize any

bias in the responses, i.e., “let’s keep the boss happy with positive responses”.
Respondents will be identified and aggregated only through the following criteria:

e Age (<20, 20-30, 31-40, 41-50, 51-60, >60), specifically to determine if there are any
age-related or generational differences;

e Gender (male, female), which should also determine any existing issues of gender
inequality; and

e Job category (management, administrative staff, support staff, lecturer).

These groupings should provide the necessary specificity when analyzing the results and
developing a usable and practical menu of incentive measures for a wide variety of employees.
From my experience, there are sufficient similarities in sizes and types of universities so that

the results are reasonably transferable and can be used with a high degree of compatibility.

The key criterion for grouping the survey respondents will be by job category as one would
expect those categories to be more similar in both values and motivating factors. Further, this
would be the logical place to apply the set of incentives when negotiating with individual

employees.
Survey Development

Employees will be given the survey as one document, containing 2 parts, 1) Motivation Section

and 2) Values Section.

1) Motivation Section

The survey methodology is based on Nuttin’s survey design [2] where employees complete
simple open sentences about what they like/love/want or on the flip side, what they don’t

like/love/want in order to better understand what motivates them.
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The genius and complexity of Nuttin’s approach is in the analysis of the answers to the survey

and will be described in more detail as part of the analysis of the results.

It was important for me that the survey captured many of the concepts I have observed in over
40 years of working in almost every type of organization and more specifically in almost 15

years of running a private university.

Employees of educational institutions, especially universities, exhibit a relatively complex
variety of motivating factors. A private university such as GAU is run like a business with a
strict profit motive, but still has the research and public interest characteristics. So, what are

the motivating factors for staff in educational institutions (universities)?

Financial — similar to every other organizational staff member. There are numerous studies
which define this characteristic, including “how much is enough” and methods, timing and

forms of payment. Equal pay for equal work based on gender is also relevant here.

Benefits — both formal and informal - including vacation, holidays, sick leave,
maternity/paternity leave, insurance, pension/retirement, sabbaticals, training, access to
courses, discounts for family members, etc. Is a menu approach to benefits better for
motivating staff? Similar to the financial characteristic, there is a plethora of research on this

subject.

Status & title, including “trappings” — including public notoriety, facilities, office space,

equipment, etc.

Organizational & managerial characteristics — being involved in a complex organizational

structure.

Leadership role — being and “being considered” as a leader within the organization, with the

students, and outside the institution

Societal aspects

13



e Imparting knowledge and developing minds and character of students — a combination
of assuming one has something which is of value to the students and a truly altruistic
concept of wanting to see students grow in knowledge and maturity.

e Improving society in general and a sense of “giving back” — where there is a realization
that education is a key aspect in the growth and success of society. Also, many involved
in education feel a responsibility to give something back to the same society that gave
them whatever measure of success they feel.

e Being associated with a younger generation — there is definitely a motivating factor of
being associated with a dynamic younger generation.

e Learning from students — with some similarities to being associated with a younger
generation, it can be very motivating to actually learn from the students, especially
when there are international and adult students’ programs.

e Social interaction — this motivation for social interaction can be manifested with other

staff and/or with students.

Generally, the motivating factors listed above are considered positive. I have chosen to avoid
any factors that could be construed as negative, although they do exist, as they would not
clearly be related to enhancing performance of the institutions. However, some negative

characteristics are addressed in the values section.

2) Values Section based on a modified Schwartz Values Survey (SVS) [3]

GAU Corporate Values - To better understand GAU’s corporate values, a brief history of GAU

is necessary. The original concept of GAU was to create a Doctor of Juris Prudence (JD)
program in law to fill the gap in Georgia’s legal education. In the early 2000’s, Georgia still had
an 11-year school program. The academic requirement to become a lawyer was a 4-year
bachelor program (LLB degree where the legal subjects were combined with all other general
education subjects) and further, there was no bar exam necessary to become a practicing

attorney. As such, most of the graduates (some only 20 years old) were lacking both the
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maturity, full legal education and testing to be effective practicing lawyers. This was the
scenario that precipitated the original creation of the new university, which was to be named,

Caucasus American University.

When this concept and original business plan for the university was introduced to me, I
understood that for financial viability, the university also needed to include a business school.
Although Georgia had 2 other private universities focusing on business, I believed that there
were also improvements that could be made to the general business education also. As the
business plan was reworked, I agreed to serve as the President of the new university. During
that time the Rose Revolution happened in Georgia in 2003, so to emphasize the renewed focus
on Georgia, we changed the name of the university to Georgian American University (GAU).
After an unsuccessful search for an individual investor to provide startup capital for GAU, I
also agreed to be the major investor, secured a private loan and then collected other

shareholders that provided a broad range of necessary skills.

My primary reason for involvement in the development of GAU was to give back something
to a society that was in transition from Soviet to post-Soviet to reformer and performer, and
one in which I had grown to love and call home. As such, and to be a part of the success story
for Georgia, GAU had to provide the highest quality, demand-driven, practical programs that
were useful to the private, public and NGO sectors. Programs had to be based on successful
best Western practices. Students and lecturers had to have academic freedom and excellent
communications skills. GAU needed to have ethical practices as its core value, to lead by
example and make socially responsible decisions. The university had to be run like a business
using Western management principles, with an emphasis on meeting the needs of the
organizations that would hire the students and graduates. With a loan to pay off and other
shareholders expecting a return on their investment, profitability was also a necessary motive.
And further, to ensure its continuing academic excellence and essential to post-graduate

degrees, research had to be a key part of the academic programs.
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The values survey is based on the following GAU corporate values described within the

statements and intends to understand how those values coincide or differ from those of the

individual employees. These are critical in developing individual performance incentives that

are in sync with the values of both the university and the employee. These include:

Performance; effective fiscal management; profitability

Western standards, programs and management principles

Value to society; corporate social responsibility (doing the right thing)

Academic quality; demand driven courses and programs; combination of practical and
theoretical knowledge; emphasis on job readiness/communications skills — clients are
those organizations that hire students/graduates

Academic freedom; personal student attention

Ethical behavior, including Code of Ethics and Conduct

Research which contributes to advancing scientific knowledge and enhances the brand

of GAU.
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THE ESSENCE OF STRESS AT WORK AND ITS IMPACTS ON HUMAN

BEHAVIOR
by Tinatin Zeragia and Dina Aslamazishvili, 2018

We must have a pie. Stress cannot exist in the presence of a pie.

David Mamet, Boston Marriage

There are several interesting scientific views about the subject of stress and its effects on
human health. We will discuss some history and birth of term stress. Identifying old and new
theories will help us to understand what differences are between nowadays and previous

world, what is done by those rapid changes that world had faced and continuously faces.

The term stress, that means hardship or crisis can be traced back as early as the 14th century
(Lumsden, 1981). It first seems to have achieved technical importance, however, in the 17®
century in the work of the prominent physicist-biologist, Robert Hooke (Hinkle, 1973). Hooke
was concerned with how man-made structures, such as bridges, must be designed to carry
heavy loads and resist buffeting by winds, earthquakes, and other natural forces that could
destroy them. Load referred to a weight on a structure, stress was the area over which the load
impinged, and strain was the deformation of the structure created by the interplay of both load
and stress. During World War II there was considerable interest in emotional breakdown in
response to the "stresses" of combat (Grinker, R. R., Spiegel, J. P., 1945). After World War Il it
became evident that many conditions of ordinary life--for example, marriage, growing up,
facing school exams, and being ill---could produce effects comparable to those of combat. This
led to a growing interest in stress as a cause of human distress and dysfunction. According to
different scientific literature concerning stress it has been concluded that there are three
different approaches to stress (Lazarus, 1966), (Appley, M. H. and Trumbull, R.(Eds.), 1967),
(Cox, 1978), (C., 1988), (Cox T, Mackay CJ., 1981), (Cox T., 1993).

26



First approach defines occupational stress as a malicious characteristic of the work
environment — the environmental cause of ill health. It has been termed as ‘engineering

approach’.

The second approach defines stress in terms of the common physiological effects derived from
different malicious stimuli — particular physiological response to a damaging environment. It

has been termed as ‘physiological approach’.

The third approach conceptualizes work stress in terms of the dynamic interaction between
the person and their work environment — measured in terms of the cognitive processes and
emotional reactions which link those interactions. It has been termed as the ‘psychological

approach’.

The engineering and physiological approaches represent the earlier theories of stress, while

psychological stress is more contemporary stress theory.

Business that cares for their employees is more successful that others that do not. If employees
feel positive for their company, they make their best to contribute as much effort as they can.
When employee believes that his or her efforts are appreciated feels motivated and becomes
one of the key components of organizational success. While, stressed and unhappy workers
are less productive, they lack creativity and motivation; they do not make company better. It
seems to be an easy task, task that can be expressed in one paragraph, but in reality this
outcome is the contribution of lots of research, analysis and right use of information.
Businesses sometimes use their internal resources to make specific researches and conclusions;
sometimes they use recent recommendations and findings of scientists. In first case companies
control and conduct the whole process. They set issues, problems or questions that need to be
solved, they assign specific staff to work on it, and they make theoretical/practical experiments,
conduct surveys/interviews or use any other tool that they decide is relevant. And they get
data. Data this is the information that needs to be organized to give it the form which becomes

useful and informative. Finally, the results are received. Every step in this process is critical;
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any bias can make the whole process deviate to the different direction and receive the wrong
results. Another method is easier, businesses use the prepared results that are concluded by
scientists or other institutions; this is easier for small and medium companies, in order to save
time and resources; but in this alternative company has no control or power towards the

direction or methods of the research.

We all know how contemporary globalization and highly developed technology made life
more rapid and respectively society more demanding. When scientist makes research about
stress on modern life, in order to be perfect, research is connected to several disciplines,

specifically:
Psychology — exploring well-being, personality and stress.

Sociology - what is the response of society to stressed individuals? Massively stressed society

can create epidemic distribution of stress that diminishes level of everyday life of people.

Management — researching nowadays situations in organizations, how do they manage their

employees’” health and welfare by reducing stress?

When company conducts the research, one should carefully examine kinds of organizational
stimulus causing employee stress as well as testing reduction methods. Additional factor during
the research is that all the studies and experiments should take into consideration condition of

rapid external changes.

Researching only working environment can be insufficient, while important human stressors
can be found as well outside the company. Questions like what is stress? How it affects human
health and welfare? What are main stressors in human life? What do our employees care more
about? What makes them stressed not only at work but in general? Finding out to what extent
people can handle stress; explore how diverse people handle with stress in life and in
organizations; explore if organizational, work-related stress affects employees private lives and
if yes, to what extent; research what is the maximum pace of changes people can handle in

their working conditions without being stressed; does high degree of stressed employees result
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conflicting and unhealthy working environment? How stressed people can harm their health
and welfare? Smoking, drug addiction, alcoholism; Research if stress is transmittable between
groups of different kinds of people; Find out what are the main consequences of stress for that
specific company. When company answers these questions and makes conclusions, they have
a strong lever in their hands. They can arrange the environment that way which makes the
well-being of their employees a priority. Well-being is strongly connected to work-related
stress, and also with associated terms such as stress management, stress reduction, stresses
avoidance, etc. There are several kinds of well-being at work, including: Emotional well-being,
psychological well-being, health promotion. There are different stress reduction methods to
use at work, including: joy and laughter, fresh air and physical exercise, fun and games, careful

use of alcohol and drugs, reflexology.

We can assume that thoroughly researched problem can bring lots of positive outcomes. In
this specific case, study will benefit general social conditions as well as improves individual’s
health, their lives and lives of their surroundings. Recommendations developed by research
will improve our everyday life. Practical recommendations will be oriented towards creating
highly positive and spiritual working conditions for people, minimizing stress and help

employers establish right methodologies and ways to reach this goal.

We know that, modern companies intensely fight to attract and retain the best talents. Degree
of stress in the company often affects the decision of an employee to stay in the organization.
Results of stress can be very damaging for human’s personal development possibilities. From
one side if company keeps stressed employees at the workplace, their productivity suffers and
fades away the traits that distinguished person from others as a talented one. From another
perspective, employee can avoid these results and leave the company. The last possibility

increases turnover as well as, leaves the company without talented workforce.

For the purpose of experiment, we made a little research about factors of stress. Survey

provided by us tried to identify what are the stress factors from the point of view of managers
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that affect their employees and from the point of view of employees, what are the factors that
affect them and see if they match. Surveyed people consisted of 5 managers and 32 employees.
Results show that, for employees, the biggest stress factor in relation of their job is routine
work (31%) and the least affecting factor is lots of work (38%), while managers think that the
biggest stressor for their employees is uncertain responsibilities (60%) and uncertain tasks
(40%), they indicated routine work as moderately affecting factor and the as the least affecting
factor they consider to be lots of work like in case of employee results. Other factors are
indicated like this: “What makes employees feel annoyed at the workplace from the point of
view of their colleagues?” 75% of employees indicated the highest score to personal insult and
as second most affecting factor indicated that they become annoyed when others ask them to
do their job (56%). 100% of managers indicated the highest score to personal insult and 40%
indicated that employees become annoyed when others ask them to do their job. So here we
see the match. Interesting question was about what are the factors that would make employees
feel annoyed at the workplace from the point of view of their manager. 66% indicated that
rudeness would stress them the most and second most affecting factors would be manager’s
indifferent attitude toward work-related issues, while 60% of managers indicated that their
employees can be equally stressed by their rudeness and incompetence, indicating the highest
annoyance for each answer and as a second most affecting factor 40% of managers checked
indifference and no decision making skills. So here we can see that managers seem to be more
self-critical, but still we have some match. We measured overall stress state of employees as
well, and asked them about their feelings toward their workplace. Interesting results are that
53% of them feel generally well at their workplace and only 3% feels very tensed; while for
another question about if they feel “tensed” at their workplace - 56% indicated that they
sometimes feel tensed. Along with it, only 3% considers that there are tensed relationships at
their workplace. So here we can see that, generally their feelings are positive but there are
specific situations when tension is high and this factor affects more than half of employees. As

long as only 12 people indicated that they never feel tension at work and relationships seem
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to be positive, we can assume that tension is derived from employee’s personal job
requirements. We can strengthen this assumption from results of another two questions, one
about deadlines and plans that are achievable or not, where 42% answered that more or less
and 13% percent answered that they are not achievable. And second question about if their
break time is enough to relax, here 44% answered that it’s more or less enough and 25%
indicated that they often have no breaks at all. Employee disposition toward their colleagues
seems to be quite positive, as long as they state that colleagues encourage and help them in
their work (84%). 94% of employees feel totally safe at their workplace, so here we have good
result. Providing answers to all the questions will give companies possibility to develop
instructions and recommendations reflecting all the key findings of the research. It gives them

advantage to successfully attract and retain the best talented employees.

Every kind of society, political force and institution is composed of humans. We should
strongly understand that their good health leads to creation of healthy environment,
encouragement of innovations, establishment of peace and general happiness. Happy people
tend to be more productive and willing to do their best for their employers and generally
society. Most of us have final aim of finding happiness in this world, so we should do

everything to firmly walk towards this aim.
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GAMIFICATION PRACTICES IN HUMAN RESOURCE MANAGEMENT FOR

BUILDING A HIGH-PERFORMANCE WORKPLACE
by Ekaterine Gogia and Dina Aslamazishvili, 2018

What is our life?

It is a game!

“The Queen of Spades”
Alexander Pushkin

Gamification is the craft of deriving all the fun and addicting elements found in games and
applying them to real-world or productive activities. It is a design process that optimizes for

the human in the system, as opposed to pure efficiency of the system.

Most systems are “function-focused” designed to get the job done quickly. This is like a factory
that assumes that the workers within WILL do their jobs. However, Human-Focused Design
remembers that people in the system have feelings, insecurities, and reasons why they want
or do not want to do things, and therefore optimizes for their feelings, motivations, and

engagement.

Games have the amazing ability to keep people engaged for a long time, build relationships

and trust between people, and develop their creative potentials.

The gaming industry was the first to master human-focused design. Games have no other
purpose than to please the human inside. There are “objectives” in the games, such as killing

the dragon or saving the princess, but those are all excuses to simply keep the player happily
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entertained inside. Since games have spent decades learning how to master motivation and
engagement, we are now learning from games, and that is why we call it Gamification (Chou,
2013).

Many people think Gamification is a branch of gaming. Gamification does not involve games.
It is simply absorbing the fun elements in a game into real-world applications. Gamification is
using Game Mechanics and Techniques to engage and motivate people through their Core

Drives.

During the latter part of the 20th Century, people were beginning to consider games as a way
to increase productivity in the workplace. In 2002 Nick Pelling, a British old-school computer
games programmer, decided to transfer his knowledge about games to another distant
contexts- While designing user interface for commercial electronic devices (ATMs, vending
machines, mobile phones) he invented the word, Gamification, by which he meant applying
game-like accelerated user interface design to make electronic transactions both enjoyable and

fast (Pelling, 2011).

In 2005 Rajat Paharia founded Bunchball, a platform designed to boost engagement on
websites by adding a layer of game mechanics. It would be another 3 years before they adopt

the term ‘Gamification’ (Growthengineering, 2016).

In 2008 in a blog article covering his time at the 2008 Social Gaming Summit, Bret Terrill is

documented as using the term ‘gamification’ for the first time:

“In conversations, one of the biggest topics ... is the gamification of the web. The basic idea is
taking game mechanics and applying to other web properties to increase

engagement.”(Growthengineering, 2016).

The modern Gamification definition according to Gartner states that it is the use of game
mechanics and experience design to digitally engage and motivate people to achieve their goals

(Burke, 2014).

The key elements of the definition are (Burke, 2014):
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Game mechanics describes the use of elements such as points, badges and leader boards that

are common to many games.

Experience design describes the journey players take with elements such as game play, play

space and story line.

Gamification is a method to digitally engage, rather than personally engage, meaning that
players interact with computers, smartphones, wearable monitors or other digital devices,

rather than engaging with a person.

The goal of Gamification is to motivate people to change behaviors or develop skills, or to

drive innovation.

Gamification focuses on enabling players to achieve their goals. When organizational goals
are aligned with player goals, the organization achieves its goals as a consequence of players

achieving their goals

Gartner, Inc. announced in 2011 that by 2014, more than 70 percent of Global 2000
organizations will have at least one "gamified" application. Analysts said that while the
current success of Gamification is largely driven by novelty and hype, Gamification is

positioned to become a highly significant trend over the next five years (Pettey, 2011).

And still why is Gamification so trendy nowadays? According to the results of the survey of
530 workers which was commissioned by Badgeville in July of 2015, Gamification Improves
Work and Experience for 91% of Employees, Increases Productivity Across U.S. Companies
(Badgeville, 2015). That’s why HR departments of major companies launched Gamification
trials to address the engagement issue when Gallup research released in 2015 showed alarming
trends in employee engagement. The research finds that only 31% of employees are engaged

with their work, and that millennials are the least engaged group (28.9%) (Adkins, 2015).
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In order to utilize the benefits of gamification, organizations need to have a better
understanding about different approaches, types and tools to actually create and apply

gamification.

There are two types of gamification: the first type is Structural gamification and the second

one is Content gamification.

Structural gamification is the application of game-elements to propel a participant through
content with no alteration or changes to the content itself. The content does not become game-
like, only the structure around the content. The primary focus behind this type of gamification
is to motivate the participant to go through the content and to engage them in the process of

gamification through rewards.

Content gamification is the application of game elements and game thinking to alter content
to make it more game-like. For example, adding story elements to a compliance course or
starting a course with a challenge instead of a list of objectives are both methods of content
gamification. Adding these elements makes the content more game-like but doesn’t turn the
content into a game. It simply provides context or activities which are used within games and

adds them to the content being taught (Kapp, 2013).

A major issue when trying to empirically measure singular gamification effects is that they
often exhibit high complexity and interdependencies. For example not every individual likes
games, and those who do, do not like the same game mechanisms. Furthermore, when moving
from sole individual instruments (like private score/point mechanisms) to more group
integrated mechanisms (like leaderboards or feedback instruments) many emotional and
psychological issues interact causing high complexity and prohibit a clear cause-and-effect-
relationship study. As a consequence gamification instruments can be sorted ascending in

terms of expected interdependency and social complexity.
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Points are a running numerical value given for any single action or combination of actions.
They are given if desired behaviors are practiced in order to provide frequent and clear
feedback to users.

Challenges are tasks or goals which if successfully completed by users result in a badge reward.
A badge consists of a small picture (graphic; e.g. a trophy) and a title (e.g. “MasterDiplomat”).
If badges are not visible to other users, they are comparable to levels.

A leader board shows the top performers ordered by rank to all users (e.g. based on points).
Privileges are classified as non-monetary rewards which are earned in combination with other
instruments (e.g. by reaching a certain score, level or badge).

Monetary bonus payments are the “old-fashioned” reward structure of today’s business world.
Arguably they don’t belong to gamification instruments since they undermine intrinsic
motivations and might lower performance.

Social Incentives should be understood as social events which are conducted as reward for
achievements. Even though they do cost monetary and time resources they are interesting,
since they offer a lot of design flexibility and aim at creating social capital and bonds via social
exchange.

Self-determination here should be understood as an alternative to individual reward by giving
a person a surplus of autonomy and independence.

Brim and Asplund found in a U.S. employee survey 2009 that employees receiving
predominantly negative feedback from their manager are over 20 times more likely to be
engaged than those receiving little or no feedback (Wiegand & Stieglitz, 2014). Continuous
feedback (not only from management but from a 360°viewpoint) seems to have a huge impact
on employee engagement.

Play-culture focuses on integrating an interesting gameplay and story at the core of the
gamification system. Badgeville states that “epic meaning” in a gamification system is necessary
to let the users feel they are working on something big and meaningful (Wiegand & Stieglitz,

2014).
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Nowadays gamification is used in different areas of a business: according to entrepreneur,
speaker, and gamification pioneer Yu-kai Chou, the answer is not straightforward but the size
of the firm will generally dictate what matters (Chou, 2013). In his experience, start-ups tend
to seek help with product gamification (i.e. creating a winning product that provides an
addictive experience);mid-sized companies prefer to focus on marketing gamification (i.e.
attracting new customers within a desired segment and keeping them engaged); while Fortune
500 firms and other large organizations gain mostly from workplace gamification (i.e. training/
motivating employees or cultivating solidarity among them in a non-standard, effortless
way)(Pop, 2014).Companies use gamification techniques to inspire the natural instinct for
competitions in their employees and to boost their performance. Employees are motivated to

take part in games in the workplace to improve their performance and get benefits in return.

So to decide which type of gamification can be used in particular cases different component of

execution should be considered:

Development Cost
Development Time
Internal Resource Engagement

Scalability and Reusability

By harnessing the entertaining aspects of games, gamification technology offers organizations
a solution to their engagement problems. In many of its initial applications, gamification has
had impressive results, leading global organizations such as IBM, Deloitte, and NBC to use

gamification in either their marketing campaigns or workplace (Technologyadvice, 2018).

Gamification software is any tool or platform used for applying game mechanics to non-game
contexts in order to boost engagement and successful end-results. Common use cases include
customer loyalty, e-learning, employee engagement, and performance management
(Technologyadvice, 2018). Gamification software offers insightful metrics and stats and

reporting features to learn if given techniques are effective for the organization.
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Often when companies and individuals look for software to engage their employees or
customers, they end up at gamification. But as the market has grown, it has also crept into

other specialized and overlapping categories:

Performance Management: This HR software helps managers and teams better understand an
employee’s job responsibilities, track job-related goals and metrics, and measure improvement.

Gamified elements might be involved to track employee progress and increase engagement.

Learning Management Systems: This software gives companies a platform to build, track, and
improve employee and customer training modules through an online web portal. Gamified

learning is often built into these systems to increase engagement and drive user outcomes.

Employee Engagement: These platforms use gamified elements to promote productivity and
revenue growth across an organization. While often used to motivate sales teams to increase
profits, employee engagement software can be used to reduce turnover, give meaningful

feedback, increase training efficiency, and improve overall morale.

According to a recent study by Research and Markets, the global gamification market will
grow to $11.1 billion by 2020.Now there is a huge market and a wide variety of solutions and
vendors to implement gamification for any industry or any case. The Vendors offer full
package of services, but still some companies tend to develop and implement their own

solutions in house.

A number of surveys suggest that the organization of work changed dramatically in the 1980s
and 1990s. Increased global competition and the rapid developments in information
technology induced managers to rethink the way work usually has been organized, leading to
an increasing adoption of so-called “innovative”, “high performance”, “new”, or “flexible”
workplace organizations. The main feature of these High Performance Workplace
Organizations is a change from a Tayloristic work organization, characterized by task
specialization, a pyramidal hierarchical structure, and a centralization of responsibilities, to a

Holistic organization featuring flat hierarchical structures, job rotation, self-responsible teams,
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multi-tasking, a greater involvement of lower-level employees in decision-making, and the

replacement of vertical by horizontal communication channels (Bauer, 2004).

Gartner defines a high performance workplace as a physical or virtual environment designed
to make workers as effective as possible in supporting business goals and providing value. A
high-performance workplace results from continually balancing investment in people,
process, physical environment and technology, to measurably enhance the ability of workers

to learn, discover, innovate, team and lead, and to achieve efficiency and financial benefit.

In a high-performance workplace, teams produce quality products and services using
innovative techniques. They tend to collaborate more effectively than other groups of people.
In these high-performance environments, people trust one another, feel empowered to make

changes and experience high levels of job satisfaction (Duggan, 2018).

Describing the characteristics of a high-performance workplace involves listing the actions

taken by leaders to establish an effective team, and the results thereby achieved.

Setting clear goals: effective leaders communicate a clear vision and establish realistic goals.
By aligning all work to these objectives, successful leaders ensure their employees work

towards achieving the same results.

Maintaining open communication: in a high-performance workplace, leaders communicate
regularly with subordinates to provide direction on what tasks need completion. By resolving

problems quickly, leaders minimize disruptions and allow team members to focus on job tasks.

Valuing diversity: when faced with complex problems, an effective leader recognizes the value
that each team member brings. He encourages each to contribute ideas, methods and opinions,

even if they differ from his own.

39



Fostering Collaboration: on high-performance teams, team members rely on each other for
their individual skills and experience. When everyone gets rewarded consistently, these teams
tend to work well together (Duggan, 2018).

During the last decades job satisfaction has occupied not only the social sciences, but also
gained importance for companies. In an ever growing competition for the best employees,
companies need to provide a good working environment. Moreover, job satisfaction increases

productivity and initiates progress.

Job satisfaction as it is described by Locke ((Dunnette, 1976), is the result of a person’s
evaluation of job and job experience. In general it includes employees’ feelings towards their
work. Naturally, employees that feel positive about their job are more willing and able to give

it their full attention.

Hoppock also defined job satisfaction as any combination of psychological, physiological and
environmental circumstances that cause a person to truthfully say that he is satisfied with his
job. Moreover, there is not universally accepted definition of job satisfaction because it is a
complex and multifaceted concept that provides different definitions and perceptions to

different individuals (Jalagat, 2016).

Job satisfaction is undeniably considered as one of the major considerations in assessing the
efficiency and effectiveness of any business organizations. As a matter of fact, businesses
nowadays under modern management perspective duly takes into consideration the
employees’ personal needs, wants and desires to be a very good indicators for achieving job
satisfaction. Ideally, logic commands that when an employee is satisfied with his job, that will
make him happy and when he is happy he will likely become a successful employee.
Furthermore, the essentiality of job satisfaction had been noticed thus far because of the
negative consequences brought about by job dissatisfaction cause by growing cases of

absenteeism, non-loyalty, increasing cases of accidents and others (Jalagat, 2016).
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Various authors have identified the different factors that influenced job satisfaction. This
includes but not limited to: salaries and benefits, organizational climate, autonomy,
achievement, recognition, job security, workplace flexibility, degree of professionalism,
communication, working conditions, interpersonal relationships, job importance and others

(Jalagat, 2016).

Another key parameter for measure Operational Effectiveness in High-Performance
Workplaces is job performance. Job performance has been defined as the overall expected
value from employees’ behaviors carried out over the course of a set period of time. This

definition, although fairly technical, includes specific ideas that are worth breaking down:

* Performance is a property of behavior, or, plainly stated, what people do at work

* An employee’s behavior adds expected value to the organization — that is, an employee’s
behaviors may be distinguished as helping or hindering an organization, but the outcomes of

employee behaviors are rarely measured so their value is merely expected

Performance can further be broken down into two distinct types:

* Task Performance - These are the actions that contribute to transforming raw materials to
goods and services, the things that are typically included in job descriptions.

* Contextual Performance - These are the behaviors that contribute to overall effectiveness
through supporting the social and psychological climate of the workplace (Bullock, 2013).
Importance of job satisfaction and performance within High-Performance Workplace is
strengthened by the research which is based on data from the EWCS 2000, covering the 15 EU
Member States (before May 2004), conducted by the European Foundation for the
Improvement of Living and Working Conditions.

An analysis of data from the European Working Conditions Survey 2000 shows that high
performance work practices impact positively on work satisfaction. Autonomy in the

workplace, participation in decision-making and increased communication with co-workers
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are key factors for workers’ well-being. However, team work, job rotation and supporting
human resource practices have only a limited effect (Weiler, 2005).

In theoretical and empirical studies (Appelbaum, 2000) conducted in the US and Canada, key
advantages of High Performance Work places for firms are seen in achieving more flexibility,
product quality, performance and cost competitiveness. The benefits for employees are seen in

higher wages and increased job satisfaction.

Being a powerful driver for goal-oriented behavioral change on the one hand, and a driver of
human interaction on the other, gamification as incentive system has the potential to

revolutionize the way people work, collaborate and develop.

Gamification shall help to align organizational and employee objectives which according to
the principal - agent theory do differ depending on the relevant objectives. While
organizations strive for revenue and resource maximization, employees try to maximize their

utility.

The abstract concept of utility can be translated into the previously identified work related
needs and wants. It can be argued that gamification is extrinsic by definition, since its
instruments (e.g. points and levels) are external influences which do not stem from the

individual in an intrinsic sense.

Hamari found that gamification as instrument can help turning solely utilitarian systems
(productivity-oriented) into more hedonically (pleasure oriented) ones (Wiegand & Stieglitz,
2014). Information technology can be used for both productivity and pleasure at the same time
representing a form of dual-purposed motivation system combing the utilitarian and

hedonistic dimension.

Organizations should understand gamification as a strategy to design behavior, foster
innovation and develop human resources, however today’s gamification systems often lack a
sufficient game design. The core assumption is that for gamification to work employees’ needs

and goals need to be put over the goals of the organization.
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KNOWLEDGE MANAGEMENT DETERMINING SYMBOLIC CONTEXT IN

ORGANIZATIONS
by Dina Aslamazishvili, 2017

We shall not cease from exploration and the end
of all our exploring will be to arrive where we
started and know the place for the first time.

T.S. Eliot, “The Four Quartets” [3]

Not so much time passed from the book “Order out of Chaos” published by Ilya Prigogine and
Isabelle Stengers [5], whose ideas influenced not only physics and general view on the
Universe, but many other spheres of human activity. The systems approach in management is
based on the idea of open systems, characterized by change, disorder and process. The systems
elements are ‘fluctuating’, and at a time (‘bifurcation point’) this process leads to chaos or new
stage of order within the system. Chaos is the universal source of development in different
systems, and organization is not exclusion. Manager is far from being omnipotent, as if
developing some mechanisms to oppose chaos will be in a role of a traffic controller in a narrow
passage. Organizational symbolism research explores the issue of symbolic processes in
organizations more superficially, investigating mostly organizational culture artifacts, and

missing the deep layers of symbolic.

Symbol is an intuitive spiritual inception displayed by means of signs, images, and metaphors

that give shape to symbolic sphere. The symbolic sphere consists of the three areas —
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psychological (image), semantic (metaphor), and communicative (sign). In all these areas
images, metaphors and signs exist as simulacra of the original symbol’s meaning. Like in the
popular TV-show on Discovery Science with Morgan Freeman “Through the Wormhole”, one
scientist looking for the very first alive organism on the Earth makes analogy with the bicycle.
If one looks at the bicycle today, it is still bicycle but with many technological changes,
however the premature structure of the bicycle is the same. The original bicycle in its original
sense will be the same as today’s models. The same happens with symbol. Symbol is like the
original bicycle, and its displays as signs, metaphors and images are already multilayered
variants existing nowadays. In other words, symbolic simulacra, - multiplied replicas with the
lost original meaning. Simulacrum, by Baudrillard, is not just degenerated copy, it includes the
positive strength. The thinker offers the following order of simulacra, - first is ‘Fake’ — the
classical epoch of Renaissance, based on the natural law of value, second is ‘Production’ —
industrial epoch of commodity law of value, and today is in place ‘Simulation’ — the epoch of

code, based on the structural law of value [1].

Code epoch nowadays dictates the importance to specific symbolic processes, as symbolic is
displayed by codes, includes codes and disseminates codes. It is a new system of relations in
organizations which gets attention and plays significant role in achieving goals. This system is
fully deepens into the symbolic sphere. This system is created and based on symbolic relations.
Semantic, communicative and psychological areas unfold the code law of organization today.
Baudrillard underlines that symbolic is not a meaning, not a state, not a category neither
structure, it’s an act of exchange and social relation setting the end of reality, resolving in itself
reality, and opposition of reality and imaginary [Ibid.]. Code epoch is based on dualities, binary
system — like question-answer, 1-0. It reflects the nature of symbol itself, as consisting of zero
structure and ‘prime-sense’ (original primary sense). Symbol like if ekes the loss of meaning
and duality of simulacra, constructing the symbolic sphere’s areas. Bifurcation itself means as

well dividing into two, it is divarication for organization, which state will it take. Will it decay
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into not connected pieces and vanish, or will it take a new structure, - stronger and more

complicated.

Symbolic context is subjected to fluctuations, and is their major source in organizations.
Berdyaev states that symbol is a liaison, - sign and along with it connection or link. Symbolic
means connecting by dividing [2, p. 62]. Symbol and symbolic assume the existence of two
worlds, as symbol claims that the meaning of one world exists in another world, and there
comes some sign from the other world to bring us to the meaning. Symbol is uniting two in
one, and like the primary source, the original meaning is transited to us in simulacra taking
the form of signs, metaphors and images. Symbolic context is supersensible connotation of
organization. Organization consists of three indivisible elements, - structure, goal and people.
Each of them is symbolic in nature. Structure is not physical, ‘real’ phenomenon, it is not
material object, it presents the arrangement of jobs, positions, functions, and the connections
among them. Arrangement and connections belong to the symbolic context, as they create the
supersensible framework, which can be analyzed within some existing models. Goal can be
quite material as in its final state, however when it exists as the conducting element of
organization, it belongs to the symbolic context as well. What is goal, - it is the projection of
the final result one wants to achieve, it is not achieved yet, so it like if doesn’t exist. Moreover,
the goal then is surrounded by many planning activities and ways of communication. All of
them are supersensible, packed in the originally stated goal. Finally, people, quite physical
element, - real employees, real ‘hands’ for working activities. Nevertheless, people are not only
‘hands’, they are minds and hearts with unique personalities and maximum possible
supersensible elements. They do not only constitute the symbolic context in organization, they
do influence it. People are like a number of supersensible systems within the symbolic context.
Decisions in organization are made by people, and these decisions can be conscious and
unconscious, they can fit fluctuations and help the system to go through the bifurcation point,
and they can be destructive for the system. Organizational decisions are invisible electrons in

the organizational atoms. These symbolic atoms are circulating, and by accident meet each
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other, are absorbed by other atoms, exchanged with other electrons. It creates the non-stable
state of the system. Accident considers many factors, and only their unique and ‘needed’
combination can cause bifurcation point. Symbolic context in organizations provides the

combination of factors initiating the change.

Symbolic sphere is characterized by the tense created within the symbol’s duality. Symbol is
gravitating towards zero, completion, absolute beginning. Tense means fluctuations, as
symbolic context in organization is an act of exchange, social relation, code simulacra.
Managing symbolic processes is like regulating temperature for the thermodynamic systems to
get to the bifurcation point and get to the more complex level. Chaos engenders structures
only by the specific ‘accidently’ fitting conditions, and today the manager’s main target is to
predict and control these conditions to understand what chaos will lead organization to at the
bifurcation point, and moreover, to utilize it for achieving specific organizational goals. Such
conditions in organization, so called ‘regulating parameters’ can be motivation system,
competition level, technology and others. Chaos mixed with these parameters presents the
dominating order, which can be characterized by some parameters of order like, for example,
who spend time together in breaks, or how the mutual gain is divided. In managing
organization it is not possible to apply multiplicity of orders, or only one order, it will lead to
chaos. In organization as in any system can exist coherence (one direction) or synergy (acting
together, in multiple directions but jointly). Coherence is not enough for effectiveness (in spite
of that it leads to quite efficient organizational results). Synergy can help organization’s
members to become real team, and get much better results in achieving organizational goals.
Manager can create the conditions for synergy in organization by understanding and managing
symbolic processes. Symbolic context in organization is the result of human symbolic activity
in it, supersensible framework, which is difficult to be managed in the traditional meaning of

this activity.

Managers meet new challenges in simulacra frame of organizational life. Too much order is

ineffective, lack of understanding symbolic processes leads to lower flexibility in dynamic
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environment. Besides deep vision and rethinking of the organizational symbolic context, there
are some approaches from the managerial toolbox which can help to if not influence, at least
be involved in the symbolic processes, which lead to synergy, ‘directing’ chaos and generally

get non-linear system (organization) towards the new more complex and effective state.

Knowledge management operates with the inhabitants of Popperian world 2 [4], its target is
mostly tacit knowledge, - highly personal and hard to formalize. It is difficult to communicate
or share with others. Guts, insights, intuitions are included in this category of knowledge. The
individual’s actions, experiences, ideas, ideals, emotions and values fall into the category of
supersensible symbolic context. Some methods of knowledge management help to deal with
tacit knowledge and keep transition of world 2 into world 3. The three worlds are interacting
like the following: world 1 drives and enables world 2 to exist, while world 2 tries to control
and regulate world 1; world 2 produces world 3, while world 3 helps in the recall and the
training/education/development/learning of world 2; world 3 describes and predicts world 1,
while world 1 is the inferred logic of world 3. Knowledge surrounds us (world 1), becomes a
part of us (world 2), and is then stored in historical contents and contexts by us (world 3
artifacts). Robert Sutton, a professor of organizational behavior at Stanford's University School
of Engineering, stays that knowledge management systems work best when the people who
generate the knowledge, are the same people who store it, explain it to others, and coach them
as they try to implement it. These systems must be managed by the people who are

implementing what is known, not those who understand information technology.

One of the knowledge management ways determining the symbolic context of organization is
gamification. Gamification is more the term than any other, as different people in different
times used some game approaches and mechanics out of the game world, specifically for
business processes, and one day it was called ‘gamification’, and there appeared a course on
Coursera by Professor Kevin Werbach [6]. Game always appeals to the level of supersensible,
it is like leaving the real world, and becoming someone else or doing something else.

Gamification can be used in light and hard modes. Hard mode utilizes the game world for the
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business goal, and light gamification enriches the everyday business processes with some game
elements. In light gamification can be used such game mechanics as points, badges, ratings,

missions and prizes.

Gamification follows the transformation of organizational knowledge into the symbolic
superficial system. Symbols dynamically organize the organizational space in the form of game.
One works within this system of connected meanings, and each meaning sends its signal as a
neuron, building the unique symbolic system of organizational knowledge. Gamification
provides the possibility of meaning transfer, founding the symbolic connections by dividing.
Its mechanics (as bonuses, prizes, competition and others) are based on the basic human
instinct — instinct to symbolize, to transfer images and meanings into actions. Gamification as
a way of managing knowledge in organization fully meets the criteria of simulacra world

people find themselves today.
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LEARNING AS THE MODERN CHALLENGE OF ORGANIZATIONS
by Tinatin Zeragia, 2017

Tell me and I forget,
teach me and I may remember,
involve me and I learn.

Benjamin Franklin

Development of management as independent field of study and research has long history,
beginning from the late 19 century. During the 20 century many theories have been worked
out by leading scientists to distinguish the factors which affect effective workplace

environment and productivity.

More than a century, scientists work on developing and finding better understandings, better
ways of managing. While they think and contemplate, environmental issues change around
them and what was considered to be true for specific moment can become totally wrong after
several years. These circumstances leave no room for scientists to be sure that this or that issue
is completely researched and analyzed; there is no moment to relax and think that solutions
have been made. There are no exact answers that can be resistant to time. This field cannot be
considered as scientifically exact, every decision can be right in a specific moment and every

decision can be wrong in another specific moment.

The field of management is full of dilemmas that need to be researched and analyzed. Our
paper will discuss only one of them, namely, learning. Learning is the tool to change human
behavior. When we learn something it affects our way of thinking and way of doing things
that is so much important for successful transformation of ourselves and our behavior.
Managers always face the situation when they need to change behavior of their employees,
change their way of doing job, change the way they think and perceive their jobs and
organizations, change their attitudes towards internal or external environment. These tasks

are impossible to achieve without both teaching and learning as the whole process.
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Learning makes us different, it makes us think more. We learn when we study at school, when
we attend University or other courses; we learn when we work and gather experience; we
learn when we observe others, see their success or failure; we learn on our mistakes and

failures.

Learning makes thing achievable, more tangible and accessible for us. We invest in our
learning as well as learning of our children and we strongly believe we will have important

return. Mostly this happens.

We learn and we teach. Knowledge needs to be transferred and shared to have its effect. We
invest not only financial resources in this process but as well effort. We use effort to teach our
children, friends, employees, peers, managers or students, everyone who we need to change
their way of thinking or doing things. To make them better, make better ourselves and our

general environment.

We learn to learn. We need to know how to be able to learn. We are all different, that means
we need different approaches and methods to achieve desired results. We need to learn how
to teach others, what their opportunities are and what the best approach is to make others

learn and change their selves.

Learning is widely studied by psychology. This is connected to the key psychological factors.
Learning shapes our thought and language, our motivations and emotions, our personalities
and attitudes. Great contributors in researching this issue are scientists like ]J.B. Watson, I.

Pavlov and B. F. Skinner with their important ideas and experiments.

Contemporary business and management uses the principles of learning to improve their
results and effectiveness as well as motivation and commitment of its employees. From one
point of view people are learning, from another organizations are learning as an independent
entity able to learn and develop. Learning in organizations is based on some key factors that
decide what changes will be caused by this experience. The key elements or the major factors

that affect learning are motivation, practice, environment, and mental group. Motivation - the

51



encouragement, the support one gets to complete a task, to achieve a goal is known as
motivation. It is a very important aspect of learning as it acts gives us a positive energy to

complete a task. Example - the coach motivated the players to win the match.

Practice — we all know that “practice makes us perfect”. In order to be a perfectionist or at least
complete the task, it is very important to practice what we have learnt. Example — we can be

a programmer only when we execute the codes we have written.

Environment - we learn from our surroundings, we learn from the people around us. They are
of two types of environment — internal and external. Example - a child when at home learns
from the family which is an internal environment, but when sent to school it is an external

environment.

Mental group - It describes our thinking by the group of people we chose to hang out with. In
simple words, we make a group of those people with whom we connect. It can be for a social
cause where people with the same mentality work in the same direction. Example - a group

of readers, travelers, etc. (Tutorials Point Simply Easy Learning, 2017).

Organizations can use diverse tools to increase learning degree inside their employees.
Nowadays there are lots of methods like individual or group trainings, lectures, degree program
financing, on-job trainings, coaching, mentoring and so forth. Saving company expenses on
learning and development of human resources is not considered to be the right decision any
more. Environment on labor market has proven the importance of skilled and educated
employees. This is as well seen in results, that companies achieve using well-trained people,
who in addition have increased motivation by the fact that organization cares on their future

growth and development (Professor Arun Kumar, arunk.com).

As popularized by Senge (1990), a learning organization is “an organization that has woven a
continuous and enhanced capacity to learn, adapt and change into its culture. Its values,

policies, practices, systems and structures support and accelerate learning for all employees”

(Nevis et al., 1995).
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Another interesting term connected to learning and organizations is organizational learning.
This is the process whereby an organization becomes a learning organization. It requires that
an organization be prepared to learn from both failures and successes; rather than being a
blaming organization, it becomes one that celebrates and learns. Organizational learning is
often used synonymously with learning organization. While the distinction may not be
significant, organizational learning is the process an organization uses to become a learning

organization (Gary N. Mclean, 2006).

The most important thing to focus after this discussion is that, we live in a changing world,
we live in the era of organizations, we need to adapt and we need to make others adaptable.
Managers need to think this way to make their organizations competitive and effective and
employees need to think this way to make themselves competitive and attractive on labor
market, achieve their career and personal goals. Learning is one of the ways to achieve these

goals. We need to learn and organizations need to learn as well.
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SPECIFICITY OF STAFF MOTIVATION & VALUES-BASED FRAMEWORK

WITHIN EDUCATIONAL INSTITUTIONS
by R. Michael Cowgill, 2017

Some values-based framework issues are relevant to other organizations and some are

completely unique within the educational sphere. This dichotomy also applies to what

motivates staff in such educational institutions. Having been involved in hundreds of

organizations, I can easily say that the staff (including lecturers) in the educational sector have

a more diverse and varied set of behavioral norms that challenge the development of a set of

motivational techniques that cover the range necessary to be usable.

Educational Institutional Frameworks

Educational Institutions have both unique and common characteristics related to their values-

based frameworks, depending on their legal status as follows:

Private — operate as businesses, fully subject to market conditions regarding
supply/demand; tuition pricing; quality of educational product; competition. My
contention is that the definition of clients is an easy one — those organizations that hire
the students and graduates. Financials can be more complicated where there is a
reliance on endowments and research grants for economic viability. Usually, private
institutions make program decisions based on demand from the hiring organizations.

Public — in addition to market conditions, they are extensions of government and
reliant on government subsidies/funding; political factions. Depending on the
governmental oversight and limited budget conditions, some public institutions may
be held to a higher standard regarding financial viability. Public institutions also have
a different role to play in providing programs that may or may not be in great demand

— that is providing “education for education sake”.
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Not-for-Profit — similar to other NGO’s where, although not saddled with the links to
government, there are issues when donor funding is required and often blurs the lines
when defining who are the real clients — students, donors, or hiring organizations.
Program decisions are often more complicated and again, subject to influence from

donors when necessary.

All the categories of educational institutions above struggle with decisions as to optimum size

and as mentioned — what programs to include in their curricula.

What motivates staff in educational institutions?

Financial — similar to every other organizational staff member. There are numerous
studies which define this characteristic, including “how much is enough” and methods,
timing and forms of payment. Equal pay for equal work is also relevant here.

Benefits — both formal and informal - including vacation, holidays, sick leave,
maternity/paternity leave, insurance, pension/retirement, sabbaticals, training, access
to courses, discounts for family members, etc. Is a menu approach to benefits better for
motivating staff? Similar to the financial characteristic, there is a plethora of research
on this subject.

Status & title, including “trappings” — including public exposure, facilities, office space,
equipment, etc.

Organizational & managerial — being involved in a complex organizational structure.
Leadership role — being and “being considered” as a leader within the organization,
with the students, and outside the institution

Imparting knowledge and developing minds and character of students — a combination
of assuming one has something which is of value to the students and a truly altruistic

concept of wanting to see students grow in knowledge and maturity.
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e Improving society in general and a sense of “giving back” — where there is a realization
that education is a key aspect in the growth and success of society. Also, many involved
in education feel a responsibility to give something back to the same society that gave
them whatever measure of success they feel.

e Being associated with a younger generation — there is definitely a motivating factor of
being associated with a dynamic younger generation.

e Learning from students — with some similarities to being associated with a younger
generation, it can be very motivating to actually learn from the students, especially
when there are international and adult students’ programs.

e Social interaction — this motivation for social interaction can be manifested with other

staff and/or with students.

Generally, the motivating factors listed above are considered positive. I have chosen to avoid
any factors that could be construed as negative, although they do exist, as they would not

clearly be related to enhancing performance of the institutions.

History of Autonomy and Tenure

There are some issues that also challenge the link between motivation and performance in

educational institutions.

One is that education in general (including the institutions and lecturers — regardless of legal
status) has historically been considered to have a semblance of autonomy. That concept of
being autonomous is decreasing and educational institutions are held more accountable to all
stakeholders. As an example, Deans are not only responsible for ensuring high-quality
curricula with qualified lecturers — the Deans must also liaise with hiring organizations to
better understand their program needs and also work with the university marketing

departments to increase student enrollment in their specific faculties (schools).
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The other issue is that of tenure with certain university professors where there is a guarantee
of continued employment after a defined number of years of service. It is easy to see where

this concept could have a negative impact on motivational techniques.

Defining the Need for Additional Research

The next step in this dissertation development is to conduct research as follows:

e Review existing research on financial and benefits to determine their applicability to
the educational sphere.

e Conduct additional research within a relevant educational institution to determine the
relevancy of other motivational techniques on behavior that will enhance their

performance within their institutional frameworks.

CHUMBOJIMYECKMY MEHEIP)KMEHT B MHOOPMAIIMMOHHO-

KOMMYHUKATHUBHOM ITIOJIE OPTAHU3AIIMOHHOM KV JIbTYPEI
by Dina Aslamazishvili, 2014

CumBon "BumuTcsa" (Mnu "BcrioMuHaeTcs") Kak Takasd crpaHHas Bems,
KOTOpas OLHUM CBOMM KOHIIOM "BBICTyIIAeT' B MUpe Bellleil, a APYruM
— "yromaet" B I€HCTBUTEIBHOCTH CO3HAHUA

M.K.Mawmapgaursriu u A.M.ITaturopckmii !

Ha opHOM M3 JIEeKIIMOHHO-CEMHHAPCKUX 3aHATUH MBI OOCYXZAIU CO CTyAeHTaMU
BO3MOXXHOCTH 4YeJIOBEYeCKOTO MBIIIJIEHUA M €ero MCIOJIb30BAaHUA B MEHe)KMeHTe
opranusanuu. MbI IBITAINCh OCO3HATH, IOYeMy HEKOTOPHIM KOMIIAHUAM yJaeTCsa BEDKUBATh U
IIPOIBETaTh IIPH IIOYTH PaBHBIX PBIHOYHBIX YCJIOBUAX C JAPYIMMHM, MJIM Ja)ke IIPU MeHee

BBITOJTHOM OTHOIIeHUH K perHOYHBIM cuiaM. K. Kamepon u P. KyunH B cBoux nccirejoBaHUAX

! Mamappamsunm, M. K.; Tlaturopckuii, A. M. CuMBon u coznanue. Metapu3nuecknue pacCyk/IeHUs O CO3HAHWH,
cuMBoHKe | si3bike. — M.: [lIkomna «SI3bIkH pyccKkoi KyIbTypbl», 1997. — C.26
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IOKa3bIBAalOT, YTO YCIeX H3BECTHBIX (PUPM C MHUPOBBIM HMEHEM OIIpefiesiicsa CKopee
IIeHHOCTAMHU KOMIIAHWH, CHJIAMU JIMYHOCTHOTO CBOMCTBA, «4eM 3aBOeBaHHEM IIO3UIUI B
KOHKYPEHTHO# 0Oopnbe; ckopee 3a00TOM O IOHMMAaHUW CHUTyallud, d4YeM IpobieMaMu
pecypcHoro mpeumyuectBa» 2 . ['ypy wmenemxmenra II. /[Ipykep ® mnomuepkuBal
HeMaTepHUaIbHOCTh YCIENIHOCTH OpraHu3alMii, HAacTauBaJl HA BAKHOCTU BHYTPEHHETO

CBOMCTBA, IIMCAJ O CiIeAyoleil HHPOPMAIMOHHON PEBOJIIOLNH, - PEBOTIOIUY KOHIETIIIUH.

My3seif u yHuUBepCcHTeT KaK oOOpa3oBaTelbHbIe IIPOCTPAHCTBA OOJIAJAIOT BCEMU
CBOMCTBaMM OpraHM3alluHM, KpoMe Toro, /Jlpykep moguepKuBaJl HEBEPHOCTb ITOHUMAHUA
MeHe/PKMEeHTa KaK MeHe/J>KMeHTa OusHeca, ITpefjiaras OIepUpOBaTh TOHATHEM MeHeIKMEeHT
OpraHM3aL}¥, YTO B 3HAYNUTETHHON CTEIIeHU PaCIIMpsAeT KOHLENT U IOAXOABL. Y CIieX 000t
OpraHu3alluy oOIpefeydeTc BHYTPEHHUMM [BIDKYIIMMHM CHJIAMU, OIHON M3 KOTOPBIX
ABJAETCA OPTaHM3aLlMOHHAA KYJIbTYpa, KOTOpasf B CBOIO OYepelb CO3[aeT, paclIhpseT U

HN3MeHAeT I/IH(bOPMa].H/IOHHO-KOMMYHI/IKaTI/IBHOC II0J1€ OpraHHU3alIN.

CoBpeMeHHas IMBUIH3AIUA ONEpUPyeT MHPOPMAIMOHHBIM IIPOCTPAHCTBOM, TPEThS
BosHa O. Toddnepa, moxamy#i, mocturia cpoeii KyabMuHanuu. C yCTOABIIMMUCS
MeXaHH3MaMHU IPUXOJUT ¥ OCO3HAHMe HOBOTO MeCTa YeJI0BeYeCKOTO MBIIIJIeHH, MBIIIeHH
CHMBOJINYECKOTO, C OJHOH CTOPOHBI IIepeXMBIIETO TpaHCHOPMALMIO OT B3HAHUA K
MHGOPMAIIMOHHOMY OOINEeCTBY, C Jpyroi, - depe3 HH(OPMAIMOHHOe IIOJNe BO3BpaT K

CHMBOJINYE€CKOMY MBIIJIEHWIO B HOBOM BHE.

B Tperbeil BoIHe OOLIECTBO ABIDKETCA OT CTAaHZAPTU3ALMHU K Pa3HOOOPA3wUIo, JTIOLU
OOMEHMBAIOTCS CO3ZaBaeMbIMU MMU 00pa3aMu, IOPOXKAAsa IPOTUBOPEUUS «KIHII-KYJIbTYPhI»*
(3. Toddnep). Kak nucan 3sHameHUTHIH QyTyposIoT Ha 3ape HHGPOPMAIOHHOI BOJIHEI, 60JIblIIe

HEBO3MOXXHO IIOJYYHUTHh TOTOBYIO MOJEJb MHpPa, €€ HaAO0 BOCCO34aBaTh HMHANBHAYAJIBHO,

2 Kamepon, K.; Kyunn, P. /IuarHocTuka 1 M3MEHEHHH OpraHM3aluoHHOM KynbTypsl. — CI16.: ITutep, 2001, — C.29-
30
3 Ipyxkep, I1. @. Menemxment. Boizosbl XXI Beka. — M.: «Maun, MBanos u @epbep», 2012

4 Toffler, A. The Third Wave. - «<Bantam Books», 1980
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mpenoMysii  MHGOPMAI[MOHHBIE IIOTOKM 4epe3 MPU3My COGCTBEHHOTO BOCIIPHSTHS.
HapssaHHBIM MOZEISIM HOBAas IUBUJIM3ALVSI He BEpPUT, HMes [OCTYIl K OrPOMHOM
nHpopmanyu. MeHepKepsl yTepsid «BCEMOTYIIYIO» BIACTh B OPTaHU3ALMAX, TaK Kak Ooiee
HeT «eJMHOTO Jyulrero crocoba» (auri. one best way — @.Y. Teiinop®), ects pasHOOOpasue
CII0CO0O0B, BO3MOXKHOCTh HHTEPIIPETAIUN U YCIeX B CIydYae HaXOXIEHHSI U IPUMeHEeHUT
HY)XHOTO 3JIEMEHTa «Ia3jia» (Maruyeckoe B MeHEeIKMEHTe COOTBETCTBHME — aHIJI. fif).
CoBpemeHHass OpraHu3aunus IOZApasyMeBaeT CHMBOJIHYECKMI MeHEeDKMEHT, a 3HA4uT,
CIIOCOGHOCTh MEHE)KePOB OII€PUPOBATh CUMBOJIUYECKHUMH CMBICIAMU, KOTOPbIE IIPeKPacHO
bYHKIIMOHUPYIOT B MH(POPMAIIMOHHO-KOMMYHHUKAaTUBHOM IIpocTpaHcTBe. CaMBIM CHJIBHBIM
MeXaHM3MOM YIIPaBIe€HUs CTAHOBUTCS B TAKHX YCJIOBUSIX yYMeHMe yOeXXJaTh COTPYLHUKOB, a
VHOTZIAa ¥ Ha4YaJIbCTBO, MHBECTOPOB, MAaWIINKOB, CIIOHCOPOB, ITOCTaBU[UKOB U KJIMEHTOB B
BEPHOCTH BbIOHMPaeMBIX HHCTPYMEHTOB. BO3MOXXHOCTS YOeXIaTh yCUINBAETCS IIPU OCO3HAHUU
BOXHOCTY OPTaHU3AILMOHHON KyJbTYpPHl KaK MeXaHHW3Ma TaKOTO BO3JEHCTBUS, a TaKXKe
CHUTbHENIero TBOPYECKOTO HAIPsDKEHU, CO371aBaeMOr0 nHGOPMALMOHHO-

KOMMYHHKATHUBHBIM II0JIEM OPI‘HHHBHI];HOHHOﬁ KYJIBbTYPBHI.

CornacHo yTBepxaeHuaM Toddiepa, Mbl uMeeM zeso ¢ uHochepoii, AApo KOTOPOH
MHTEeJUIEKT, B OPTaHU3aI MK MbI Pa3BE€PTHIBAEM STO AP0 B yIIpaBIeHIe 3HAHUEM U TBOPYECTBOM
(aurn. knowledge and creativity management), y COTPYLHUKOB H3y4aeM CBOMCTBa
IIO3HABATEJIbHOIO, IIPAKTUYECKOTO M OSMOIIMOHAJIBHOTO MHTe/IeKTa (aHIJ. —cognitive
intelligence—1Q, practical intelligence, and emotional intelligence—EQ). Iloxairy#i, TTaBHEIM
IPOPHIBOM HH(POPMALMOHHON BOJHBI MOXHO CYMTaTh HEOOXOAMMOCTBb CO3/aBaTh
CHMBOJIMYECKHE OTHOLIEHHUA. 3aMOPOXEHHOe COCTOSHHUE CUMBOJIMYECKOTO MBINIIEHUA
WHJYCTPUATIBHON ITUBUIM3ALMH CMEHUJIACh IIePeXOJOM K BaKHOMY DJIEMEHTY BCEJIEHHO,
IeaionieMy Hac YesoBeYecTBOM, - CUMBOJY, X IIE€PBOCMBICTY B HeM (II€PBOCMBICT — CMBICIT
JeJI0BeYeCKOTO CYIeCTBOBAHHA M XXaXJa Io3HaHuA). [lepBocMbICT ABIAETCA CyIIeCTBEHHBIM

IIpU3HAKOM KaXZA0T'O0 CHMMBOJId, M1 CaM CHMBOJI ABJIIE€TCA CHMBOJIOM IIOCTOJIBKY, IIOCKOJIBKY

3> Taylor, F.W. Principles of scientific management. — New York.: «Harper», 1911
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IIepPBOCMBICI YKOPeHeH B HeM KaK CHMBOJIOKOJ, TO eCThb CBOMCTBeHHAs UeJ0BeYeCTBY efuHasd
CHCTeMa XpaHEHUA COLMATBHO-3HAYMMOM MH(OPMAIIUK IIOCPEICTBOM CHMBOJIO(GOPM (3HAKOB,
o6pa3oB, Meradop). ITO TPYSHOZOCTYIIHBIH CMBICJA, KOTOPBI KaKZoe HOBOe IIOKOJIeHHe
CTPEMUTCS IOCTHYb, U JaXe CaMO 3TO CTpeMJIeHHe 3aJ0KeHO B IepBOCMBICIe cuMBoia. [l

9eJI0BE€YIECTBA IIEPBOCMBICII €CTh €AMHCTBO €T'0 IIPOIJIOTO, HACTOAIIETO U 6y,uy1uero.

3HaueHUe U POJIb IIEPBOCMBIC/IA IPHOOpeTaeT HOBBIN OTTEHOK B MH(GOPMAIMOHHO-
KOMMYHUKAaTUBHOM IIOJIé OPTaHU3AI[MOHHON KYJIBTYpPhI, KOTOPYIO MOXHO OIIpefesiTh IIO-
pazaomy. Hampumep, 3. Illeitn® nogyepkuBaeT ee MHOTOSPYCHOCTb, IIOMeNIas B OCHOBAaHUE
neHHOCTh, Kamepon u KyunH pasnudyaior ee n3mepenusa. OpraHusaniioHHas KyJIbTypa — 9TO
IYXOBHBIH KOJI, HETJIACHO pa3fieIIeMblii MeHePKepaMHi U COTPYZHHKAaMK opraHusanuu. Eciu
OIlpeZieIATh KYJIBTYPY KaK HAbOp HacjleAyeMbIX HaJ-OMOJIOTMYeCKUX IIPOTPAaMM MBINIIEHU,
IIOBeZIeHN U KOMMYHUKAIIUW, TO OPTraHU3AIMOHHAA KyJIbTypa — 3TO HEKHI COIMATBHBIN KOJ,
BHYTPUA OpTaHU3aLUM, IIPeJIIHCHIBAIONINI  OIpeZie/ieHHble IIeHHOCTHbIe OpPUEHTHPBHI,
peryIMpyIoluil IoBeleHre, a TaKXKe CO3JAIOIIUN KOMMYHHUKAaTUBHOe 1ote. «Kureau» sToro
mupa-3 (K. Ilonmmep’) — cuUMBOJIBI, KOTOpbIe ABJAIOTCA IJIABHBIM KJIIOUYOM K BOCCO3JAHUIO
OpTaHU3AIlMOHHOTO Muda, a TakXke IJIABHBIM CIIOCOOOM IlepefladMl BaKHOM KYJIBTYypPHOI

HHPOpMAIVH.

OpraHuzanyoHHas KyJIbTypa — MHP CUMBOJIOB, 60JIee TOYHO MUP OTHOIIEHUH «4eIOBeK-
cUMBOJI» (B MH(OPMALMOHHON IMBUIM3AIUM COBPEMEHHBIN OpraHU3allMK IIOCTPOEHBI Ha
CHMBOJIMYECKUX OTHOUIEHMAIX, KaK OTMEYaJoCh paHee), MMEIOIIMI CjefyIourye CTOPOHBL:
OHTOJIOTHYECKYIO, THOCEOJIOTUYECKYIO, COLMOJIOTUYECKYIO, aHTPOIIOJIOTUYECKYIO,
aKCHOJIOTHYeCKYIO. CumBomyeckue OTHOIIEHUA ITPOHU3BIBAIOT KOKIYI0 U3
BBIIIETIEPEYNCIEHHBIX CTOPOH, OXBAaThIBafA, TAKUM OOpPa3oM, IIPOCTPAHCTBO OBITHA, ITO3HAHU,

MHHH-COIINYMd, Y€JIOBEKaA, HEHHOCTEﬁ B OpraHH3allvH. CuMBOJI B KadecTBe KYyJIBTYpPHOT'O

6 Schein, E.H. Organizational culture and leadership. — San Francisco: «Jossey-Bass. A Wiley Imprint», 2004

" Monmep, K. P. OtkpuiToe 00imectBo u ero Bparu. — M.: ®enukc, Mexaynapoausii oun «KynsTypras
WHUALMATUBa», 1992
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deHOMeHa He CITIOCOOEH OTBeYaTh Ha BOIIPOCHI, OH MX OOPHCOBBIBAET, 33JaeT BEKTOPHI ABIDKEHU,
pacIIupseT CIIeKTP BO3MOXHBIX OTBeTOB. CHMBOJI B OPTraHM3AaIIMOHHOI KYJIBType HAaIlOJHAeT
CHMBOJIMYECKOe TI0JIe CMBICIIaMH, IPUCYIIUMH TOJIBKO 3TOM OpraHU3aLVH, Jeasd ee KyJIbTypy
yHukanbpHoi. Ciemys M. Diname®, mpexkze ueM HayaTh >KUTh B MHpe, €TO HAJ0 CO37arTh,
IOIOJTHUTh BKHBIMU OOBACHEHHAMM, CO3JaTh MH(POPMALMOHHO-KOMMYHUKATUBHYIO CpeZy,
«IIPUHATH» CUMBoOIMYeckoe mose. Ha 1o crioco6en nums YesoBeK, HAOTHAIOUIMI CMBICIAMU
MUP CBOETO CYIeCTBOBAHUA. YeI0BeK — BEeJIMKUH BOMIEOHUK, CIIOCOOHBIH IIPeBPAaTHTh BElU B
HEYTO OCOOEeHHOe JIHINb CHMBOJWYECKUM OOBACHEHHEM, 37eCh HeOOXOAUMO KIIOUeBOoe

MacTepCTBO MH(POPMAIIMOHHON IIMBUIN3AINY — YOXXAeHNe, KOMMYHUKAIUA.

OprarusanyoHHas KyIbTypa co3zaeT NH(QOPMAIIMOHHYIO IIPOIIMBKY, KOTOPas IO CBOeH
IIPUpOJie SBJIAETCS CHMBOJIWYECKOM, TaK KaK TPAaHCIMpPyeT OOpassl, 3HAaKM U MeTadOpHL
HeB03M0XHO ITPOCTO COOOIIUTE COTPYAHUKAM, KaK «MBI JleJIaeM 3/1eCh Jejla» WU 3aCTaBUTh UX
coOroaTh OIpeJie/leHHbIe HeTJacHble Mogenu mnoBemeHus. HeoOGXomuM HEKOTOPBIH KOZ,
3aJI0’KeHHBIH B MH(OPMAIIOHHOH IpomuBKe opranusanuu. Koguposanue u gexogupoBaHye B
MHPOPMAIIMOHHO-KOMMYHUKAaTUBHOM IIOJIe OpPraHM3allMOHHOM KYJBTYPhl IIPOUCXOAUT
CHUMBOJIMYeCKH, 3HAUUT Yepe3 COXpaHeHMe IIePBOCMBIC/IA U aKTUBHOCTb HYJIEBOH CTPYKTYPBL.
HyneBas cTpykTypa CHMMBOJA IOZOOHA IIOHATHIO «OTCYTCTBYIOUIEHl CTPYKTyph» Y.JKO?,
yCKOMB3alomas M JBIKYIIAas WHTepIIpeTaluio-IeKOANpOBaHue, /Jaiomas BO3MOXKHOCTB
CIIEKTPAJIBHOTO Pa3HOOOpa3Hs CMBICJIOB, KOKIBIH M3 KOTOPBIX «IIPUBS3aH» K II€PBOCMBICITY

CHMBOJI4, €TI0 HeCYIIero.

B opraHuM3anuOHHOI KyJIBType CHMBOJBI HAaXOZATCA B OCHOBAHUU, JI00as
«BBDKMBAIONIAA» OPTaHU3AIMA HAUYMHAETCA C U/leH, a 3HAYUT CMbICJIA, OTCYTCTBHUA CTPYKTYPBHI.
Tonxpko Tako¥ BapMaHT OCHOBAaHUA OPTaHM3ALMHU MOXKET PacCUMTHIBATH Ha ycrmex. HymeBas

CTPYKTypd CUMBOJId MHUITUNPYET MHTEPIIpETALINH 1 IIPpEJIOMJIEHNE B IIPAKTHKAX YIIDABJIE€HNA

8 Eliade, M. Obrazy i symbole. Szkice o symbolizmie magiczno-religijnym. — Warszawa: Wydawnictwo KR,
1998
°3ko, Y. OTcyTCTBYIOWAA CTPYKTYpa. BBeaeHne 8 cemmonoruio. — Cr6.: «Cumnosuym», 2004
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— IJIAHMPOBAaHUM, OpTaHM3ALMM, JIUIEepCcTBe U KOHTposne. Bca aTa cucrema GyHKIuUi
CHMBOJIMYHA, 0a3upyeTcs Ha Ollpe/ieIeHHBIX IIeHHOCTHBIX OPUEHTHPAX, KOTOPbIE ONIpe/ie 0T
MHOTHe CHMBOJHYeCKHe OIlepalluy, HauuHasd ¢ (QOpPMYJIMPOBKM CTpaTeTHMH M 3aKaHUYMBad

TUIIOM KOHTPOJIA (HanpuMmep, OI0pOKpaTUIeCKU, ppIHOYHBIIN MU KJIAaHOBBII).

Yro mMeHemKeps! fenaioT B opranusanysx! OHU IUIAHUPYeT elie He CYLIeCTBYIOLINe
COOBITHSA, HA3HAYAIOT OIpeZieleHHble TOYKHM — IeId U COOOIAIOT CTpaTerndecKoe
HaIpaBJeHWe KaK BCell OpraHM3al[i{, TAK U B paMKaX KOHKYPEHTHOTO IIPeMMYILecTBa.
MeHezmXepsl OpraHU3yIOT paboOTy, CO3/laBas CHMBOJIMYECKYIO CTPYKTYPY, «He BHIHYIO» B
peasbHOCTH, @ TaK)XXe CO3JAI0T CUCTEMY VIIPaBIE€HHUSI IIEPCOHAIOM, OIEpPHUPYs NPUPOLOU
paboTsI U ee comepkaHueM. MeHemKepsl TUAUPYIOT, JOCTUTAIOT Pe3yIbTATOB IIOCPELICTBOM U
C TIOMOIIBIO APYTHUX JIIOZEH, - TO €CTh OCYIIeCTBIAIOT CUMBOINYeCKoe BiusHue. M yerBepras
byHKIUA, - MeHeIKepbl KOHTPOJIUPYIOT IIPX IIOMOIK M3MepeHHsI HaKTUIECKOTO COCTOSHUS
Ien (CHMBOIWYECKOe OCO3HAaHMe IIPoliecca), CPaBHEHUSA C CO3ZAHHBIM 3apaHee CTaHIAPTOM
(eme xorza CTpyKTypa ObLIa OTCYTCTBYIOIIEl) M HCIIpaBlIeHUsA OUIMOOK WIM CTaHzapTa. Bce
STU JIeACTBUS B CBOEM CYTH CHMBOJIUYHBI, OHM HECYT OTTEHOK CO3/IaHUs IIayTHHBI CMBICIIOB,
HAIOJHAS OPraHU3aLMIO IIOHMMAaHWEM CBOMX lieneil, IyTedl WX AOCTIDKEHHUSI U CII0COOOB

BOBJICYCHU A pa6OTHI/IKOB B OTOT IIpo1eccC.

Ompezenas ocoboe MecTO OpraHU3alMOHHOI KyabTypsl llleitH 3aMedaeT BaKHOCTH ee
MHPOPMAIMOHHO-KOMMYHHUKAaTUBHOTO IIOJNA, TaK HAIpUMep, 4YTOOBI BepHO IeKOJMPOBATh
CUTHAJIBI, HeOOXOMMa TOYHAs IIPUBA3KA K MX CMBICJIOBBIM OCHOBAaHMAM — CHMBOJAM. lakK,
HaIIpuMep, HAaYaJIbHUK MOXeT OXKHMATh MHUIMATUBEI 0e3 YeTKOTO paclipefie/IeHUs 3a5a4 WIH
HA0OOPOT MOXKET MHUIMATHBY IIpeceKaTh, TpeOys YeTKOTO HMCIIOJHeHUS IIPUKa30B. [IoHATH
BEPHOCTb ITOBeIeHUA HOBUYKY JaCTO OBIBAET CJIOXHO M3-3a «He-IIPUBA3KU» B Havasle paboThI K
CHMBOJIaM OpPraHM3aIlMOHHOM KyiabTypbl. CaMmble H3BeCTHble MHCTPYMEHTBI TPaHCIALUU
OpPraHU3allMOHHON KYJBTYpPBl KaK HCTOPUM, A3BIK, PUTyauabl, apTedakTsl OCHOBAaHBI Ha
CHMBOJIaX, BepHee Ha UX ITPOABIeHUAX B THOOPMAIIMOHHO-KOMMYHHUKAaTHBHOM IIOJIe, - 3HAKaX,

MmeTadopax, obpasax. B ocHOBaHMe OpraHU3aIMOHHOM KyIbTypsl TOT Xe llleiin 3axmagsiBaeT
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CHCTeMYy YeJIOBeYeCKMX OTHOUIEHMH, YTO IIPOJOJDKAET YTBEPXKIEeHHEe IOCTHHIYCTPUAIBHOIO
nHpopmanyonHoro oobmecrsa. OTHOLIEHWA OSTH B OpPraHU3aLMH II0 CYTH CBOeH
cuMBoIMdYecKkre. MeHemKepsl COBEPUIAIOT CHUMBOJIMYECKHE NeHCTBHUA, KaK OBLIO OIMCAHO
BEIIIe, OHHU BBINTOJHAIOT CUMBOJIMYECKHE POJIHU, KaK HaIlpUMep, MEeXJIMYHOCTHBIE WIN POJIU
IPUHATHA pelleHui win WHPOpManuoHHble. MeHemkepsl paboTalOT C CUMBOJIAMU, BepHee
OTIEpUPYIOT UX «TPAHCAATaMU» B MHGOPMAIMOHHO-KOMMYHHUKAaTHUBHOM IIOJIe, - 3HAKaMH,

MeTaopamu 1 o6pazaMu.

Ourocodpus HaymHAaeTCA C OTCYTCTBUSA, TaK X CHMBOJIUYECKUN MeHEeIKMEHT
HAaYMHAETCA C OTCYTCTBUA CTPYKTYpPHI, C BOIPOCOB, TPaHCHOPMHUPYIOUIUXCA B CHMBOJBL
CuMBOIIBI, C OJHOM CTOPOHBI, COBEPUIIEHHO YeTKO WH(POPMHUPYIOT O CBOeM 3HA4YeHHH, -
IIEPBOCMBICT, U C APYTOH, JAIOT pasHOOOpasue IOAXOL0B, NHTEPIIPeTAlVii, HAIIPaBIeHUN 3a

CUeT HYJIEBBIX CTPYKTYP.

Oprarusanys cerofHA — 5TO He TOJBKO Pe3yIbTaTUBHOCTh M (DUHAHCEHI, 3TO, Ipexe
BCEro, OTHOUIEHMA. OJTO OdepefiHAasd CHMBOJIMYECKas CHCTeMa OTHOIIEHWH, CO3ZAaHHAd M
mojJepKuBaeMas deloBedecKod KyapTypoli. CHMBOJI, CO3ZAIOMMI CUMBOJIMYECKHEe IIOJA —
Mmeradopa, 3HaK, 00pa3, — IIpoenupyeT MX Ha JIOOYIO OpraHusanuio. B 1memoM, mpoekuuu
OTpaKalOTCA B OPraHU3AIMOHHOM KYJIBType, OIpeJendiollei MHOTHe aCIeKThl >KM3HH U
byHKIIMOHNpPOBaHUA opraHusanuy. OpraHusaloHHAA KyJIbTypa B CBOIO OYepesb Io/iBepKeHa
TpaHCGOpMAnUAM BO MHOTOM 32 CYeT WH(POPMAIMOHHO-KOMMYHHUKATUBHOTO  IIOJIA.
KynerypHble TpaHcopManuy IPOUCXOAAT C PA3IWYHOM aMILIMTYZOH, CIIOBHO pacKauuBas
MaATHUK. Boiee Toro, miob6as KyJIbTypa OKOCTeHeBaeT Ha OCHOBe TPaJMIMii, U JMIIb ee

CHMBOJIMYeCKas IIOABIDKHOCTh CIIOCOOHA IIpefiCKa3aTh AaMILUIHTYZLy KOJIeOaHWH U TOYKY

6udypxamun.

BJII/IEI,D;G B CBOHX Pa6OTaX IIOAYEPKHBaJI OTOPBAHHOCTH COBPEMEHHOIO Y€JIOBEKd OT
CHMBOJIOB, OT MX HM3HAY4JIbPHOI'O II€PBOCMBICIA, KaK KJIa,ILOBOfI dpXandeCKHX MHCTUHKTOB U

OGIM30CTH K IIpupone, OAHAKO I/IH(bOPMaH,I/IOHHa}I BOJIHa BHOBBH BO3BpAIId€T IE€JIOBEIECTBO B
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MHUD CHMBOJIOB. Temepp dYepe3 IIpU3My HOBOH LMBHJIM3AIUKA OHU OOpETAlOT HOBYIO

MOJBIDKHOCTh B CBOUX HYJIEBBIX CTPYKTYpaX, Belb €CJIM IIEPBOCMBIC OCTAeTCSA KOJIBIOEIIBIO

quOBeqHOCTH, TO HYJI€BdsI CTPYKTypd CHMBOJIOB [Ad€T HYXHOE€ [JII HHTEPIIpETAllNN H

Pa3BUTHA OTCYTCTBHE.

YenmoBek, kak mucan O. Kaccupep !, cymecTtBo cHUMBOIHMYECKOe, OH HAXOJUTCA B

IIOCTOAHHOM IIOMICKE CMBICJIOB, 3a/1d€T BOIIPOCHI, UIIET O6"b£[CHeHI/I}I, 1 TOJIBKO YAOBJIETBOPAA OTY

l'IOTpe6HOCTI) B CHUMBOJIMYECKOM, OpraHM3al g MOXXET PaCCIUTBIBATh Hd 3¢)(1)€KTI/IBHOCTI).
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ROLE OF FUN AS AN ELEMENT OF TEAM CULTURE IN ENHANCING

INTRINSIC MOTIVATION
by Tinatin Zeragia and Dina Aslamazishvili, 2014

‘What we are looking for, first and foremost, is a sense of humor . . . We hire attitudes.’

Herb Kelleher (CEO, Southwest Airlines)

The history of teams and team building goes back to the twentieth century, at least 80 years
ago. It began when Elton Mayo (Professor of Industrial Management, Harvard Business
School), the founder of the human relations movement, conducted research confirming the
relationship between human factors, such as self-respect, recognition, self-direction, and
productivity. By professor Elton Mayo were conducted Hawthorne experiments from 1927 to
1932. The intention of the experiment was to study the relationship between productivity and
work conditions. Professor Mayo started these experiments by examining the physical and
environmental influences of the workplace (e.g. brightness of lights, humidity) and then
moved on to the psychological aspects (e.g. breaks, group pressure, working hours, managerial
leadership). Mayo's study significantly impacted the way of management. It is regarded that it

was his merit to emerge the concept of team building.

In the next two decades, other important researches and analyses had been conducted. Some
of them proved team’s effectiveness towards employer’s self-motivation; some proved that
company should be more accurate with creating better working conditions for employees.
Some researchers found out that productivity increases when workers were organized into
teams. During the 20th century, more and more research and real world experiences has been
held by many high profile companies such as General Motors, Saab, Volvo, Honeywell, Xerox,
and Pratt & Whitney, that demonstrated the effectiveness of teams and refined their structure
and use. In the 90s, firms and other institutions put teams to work in a reality as the new way

to solve problems, generate ideas, and accomplish important goals.
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Many organizations are using teams is order to effectively involve employees in processes and
solve problems. Many organizations change their design to better fit teams. Team has the
function to improve existing situation in organization and solve problems. Team can be a
challenge and a benefit. The dilemma is how to manage it as effectively as possible to gain all
the positive sides. Lyman D. Ketchum and Eric Trist underline: ‘Employees will best respond
(be productive) when they have a high feeling of self-worth and of identification with the

success of the organization’ (Ketchum and Trist, 1992, p.18).

While discussing teams success there are many factors to be regarded, like how team supports
the given organizations strategy, field, rules and other business systems. Before deciding which
type of team should be implemented in the organization, managers should carefully research
each type of teams and see how they coexist with company’s cultural values. The term "culture"
is very complicated and it is defined differently by different authors. Culture is one of those
terms that are difficult to express distinctly, but everyone knows it when they sense it.
Commonly, organizational culture is the collective behavior of people that are part of one
organization. When company begins existence, it creates system that is important to work in a
given industry. People begin to work according to the policies and rules company that creates.
While some people work together, even one or two persons, they create style of behavior that
is not written in procedural statements. When organization begins expansion, all the new
employees, begin to share this behavior. Later managers of the company identify this behavior
as ‘organizational culture’ and begin supporting to maintain its uniqueness. Depending on
environmental complexities companies often need to change its structure or design. One of the
types of change is accepting team-based work conditions. In this case managers need to
carefully analyze all the details in order to maintain organizational culture. Previous businesses
were unaware of culture’s importance and believed that it was too difficult to manage, but

today they recognize that it can be used as the tool of competitive advantage.

Teams play a great role in organizational cultures as they actually change them. Team

orientation is almost the initial step towards reengineering of the company’s structure, and
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moreover it demands new organizational values, and new system of shared beliefs. Less
hierarchy, more horizontal linkages, more communication, and more empowerment — all these
elements are integrated into organizational culture, and without effective managing its
changing teams obviously would fail. Furthermore, organizational culture should be in a fit

with the types of teams presented.

To understand fully the concept of team there is a need of elaborating the concept of team
culture: do teams create their own culture, despite of the organizations type of culture where
they work? Any team has its attitudes, beliefs, and norms. Team culture is concerned with how
the team operates including its selection procedures and power structure, how rewards are
given, practice procedures, game protocols, acceptable behavior and dress code. Team culture
often depends on the traditions, or lack of them, of a team. (Answers, 2012) Moreover, team
culture constitutes values shared by the members of the team, and creates a foundation for
team’s differentiation with other teams. It is becoming crucially important that teams function
productively with a minimum of supervision. Team culture ensures that its members
demonstrate their best talents and function synergistically as a unit to achieve common goals.
When team culture reigns, teams are dependable and consistent. People commit their ideas
openly and demonstrate creativity and motivation. While the team struggles its way through
development stages, members are forming internal relationships. Eventually these
relationships become so much important that success or failure of team depends on this. We
can characterize team’s culture as the sub culture of the organization that reflects basic
organizational culture’s values and morale but still remains distinct and unique. People who
are incorporated in teams create their typical and unique relationships that fit organizational
cultures but are different from other employees and team members relationships. If these
relationships are created and work in a positive way, success of the team’s performance is more

predictable to be real and great.

Another big issue in modern management is analyzing the critical points of successful

performance of an organization. What is the reason that some people work as hard as they can
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and others an others do not? What can managers do to influence employee motivation and
performance? Money is not the only response; moreover money is an indivisible element of
job, but not effective motivator. These are the fundamental questions in understanding
employee’s behavior. Managers who are good at psychology can hold a valuable tool of
understanding the causes of behavior in organizations, predicting effects of any managerial
action and directing behavior so that organizational and individual goals can be achieved.
Management is not only the science that can be taught in the university and if you hold a
diploma you can’t be sure you are a good manager, it is more complex, there are so many human
factors that person learns, understands himself, experience of living among human beings is
the greatest lesson for a good manager. That’s the tool manager should hold, knowledge of

human factors.

Psychology differentiates motivation as the process that initiates, guides and maintains goal-
oriented behaviors. Motivation is what causes us to act, whether it is getting a glass of water to
reduce thirst or reading a book to gain knowledge. It involves the biological, emotional, social
and cognitive forces that activate behavior. In everyday usage, the term motivation is

frequently used to describe why a person does something (About.com. Human Resources,

2012).

In business, motivation is seen as internal and external factors that stimulate desire
and energy in people to be continually interested in and committed to a job, role, or subject,
and to exert persistent effort in attaining a goal. Motivation results from the interactions among
conscious and unconscious factorssuch as the intensity of desire or need,
incentive or reward value of the goal, and expectations of the individual and of his or

her significant others (businessdictionary.com, 2012).

Today motivational issues are more complex and demanding. Employees need to be more self-
managed. Extrinsic rewards can’t offer that deep passion to work that is needed. Intrinsic

rewards comes directly from the work employee does. In the new business environment
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intrinsic motivation is crucial. Surely, it doesn’t mean that extrinsic rewards are unimportant.

These two kinds of rewards can successfully support each other.

We can conclude that exactly motivation is that force that moves person to action. From
managerial viewpoint, it defines the degree of persons’ enthusiasm to work, to increase his
willingness and desire to use his potentials to achieve organizational goals. The role of
motivation is to develop and intensify desire in every employee of organization to work
effectively in his position. In management intrinsic and extrinsic motivation are differentiated,
as motivation can be a process and a result. Extrinsic motivation is usually a result of some
extrinsic actions (as bonuses, incentives, benefits etc.), intrinsic motivation is a process, which
is much more complex in terms of fixing and control from managers, however which creates

affective commitment and ‘we’ attitude in organizations.

Intrinsic motivation does not mean, however, that a person will not seek rewards. It just means
that such external rewards are not enough to keep a person motivated. Now we face the
managerial challenge, what can manager do to increase employees’ intrinsic motivation? This
task is most difficult in organizations with daily routine of work, where people do one and the
same work every day. Naturally it becomes boring, even increase of salary or good insurance
package won’t make it interesting. Creativity, support of new ideas, freedom of fresh mind is
needed. Employee must be sure that can change something, can create or innovate existing
processes. This may refer to even smallest part of a whole procedure, but when employee feels

that his even smallest idea is regarded, bigger intrinsic motivation can occur.

Intrinsic motivation definitely is a managerial tool, as it helps to fulfill tasks through and with
other people more effectively. Fun activities can complete the positive emotions created or

enhanced by intrinsic motivation, at the same time boosting motivation.

This article explores how we can connect terms fun and work or fun and management with
each other. Many people think that work is place where people must always be serious, and

after working hours anything can happen. What if someone works in a very stressful

69



environment? And besides stress his work isn’t quite interesting? After that tense working day

person may not have desire to even go out with friends.

In large organizations almost always we can meet people who play the role of icebreakers,
people who can relax a tense or formal atmosphere. Organizational culture plays a great role in
this case to welcome and support that kind of people. In working teams there often can occur
a stressful situations, especially on a starting developing stages. Conflicts and disagreements are
natural part of it. While icebreaker is the part of a team, the big problems can be solved with

humor and agreement, without irritation and fight that can eventually break down the team.

Professor David Collinson suggests that the exchange of humor at work has been found to be
an effective antidote to job boredom and a useful device for the socialization of new workers
(Collinson, 1988). Other experts see that joking and humor have been shown to reduce the
potential for conflict (Carnevale & Isen, 1986) and increase employee creativity (Isen,

Daubman, & Nowicki, 1987).

However, some well-known organizations differentiated themselves by consciously creating a
climate of fun. For example, Southwest Airlines, led by CEO Herb Kelleher, who calls himself
the "High Priest of Ha-Ha," strongly endorses the importance of fun. Southwest Airlines looks
for a sense of humor in their new recruits, paints company airplanes in wild designs such as
Shamu the whale, hides flight attendants in luggage racks to surprise customers, sends new
hires on a scavenger hunt to uncover corporate history and culture, and produces rap music
videos to communicate organizational results. Southwest Airlines wants its employees to take

their jobs seriously but not themselves (Sunoo, 1995).

We can divide fun into some categories: type of fun for everyday working environment, type
of fun for the specific dates (celebrations) and type of fun that is randomly decided and offered

by management.

Everyday fun activities may include humor, fellowship, problem-solving, -creativity,

imagination. It is impossible to all the time work and even exists in a stressful and tense
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atmosphere. When every morning employee knows that his working day should be like a
punishment for him it is almost impossible that he will last long at this job. As nowadays,
human resources became the greatest asset and no organization wants to lose good employees,
they will have to eliminate boring and dull work atmosphere. Line managers, team leaders are
people who can be directly responsible for it. They can be trained theoretically and practically.
Good everyday fun activity example is creating a humor bulletin board, where cartoons and

jokes will be placed weekly.

Activities for the specific dates are not difficult to manage, because you always have time to
think the thematic type of fun. This can have the form of surprise, or employees can be
proposed in advance, that would give them possibility to be involved in planning, managing
and decision-making processes. Every year we celebrate one and the same events, so managers
every year can choose different forms of activities and elements of fun for different dates. In
this case top management and creative department should be involved, that gives the event

more global importance.

Randomly decided activities also require involvement of management and creative teams.
Management may announce beginning of some kind of a game (intellectual, physical) at work;
they can announce it among individuals or among teams or departments. The last case would
be very beneficial for specific departments or teams in order to increase internal
interdependence, loyalty and serves as teambuilding activity internally and externally.
Announcing funny dress-up days is a good idea to have fun, when everyone is encouraged to
wear silly shoes, jackets and etc. Organizing an ugly tie or ugly shoes day would be also very

funny and amusing.

Some researches done in Georgian banks show that people intrinsically support fun and
amusement at work. All they need is that these theories become practically possible. But the
problem is that management is not seriously involved in analyzing and implementing fun as

the element of enhancing intrinsic motivation. They don’t regard its role and all the possible
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benefits they can get. The results of research prove that employees internally are fond of having

fun at work, but they don’t think this is practically and officially possible.

Usually this type of organizational culture serves its employees as a higher engagement from
them of making work, increasing productivity and speed. Reduces work-related stress and
increases internal positive attitude. Helps developing more creative thinking, open mindedness

and eventually serves as preparation element for future leaders who think openly and freely.

Many theories exist about what humor is and what is its social function. People of all ages and
cultures respond to humor. The majority of people are able to experience humor or to be
amused, to laugh or smile at something funny, these people are considered to have a sense of

humor (Wikipedia, 2009).

Using positive humor in organizations help increasing cohesiveness, creativity, discharge of
stress and tension, supports communication and successful leadership. Humor creates positive
feelings among group members by reducing external threats and thereby bonding group
members (Francis 1994). Humor in communication creates an open atmosphere by awakening
positive emotions that enhance listening, understanding, and acceptance of messages
(Greatbatch and Clark, 2002). When making a joke about a stressful situation, person develops
a sense of dominance and control over it (Henman, 2001), which is incompatible with stress
and anxiety (Smith et al., 1971). Person feels that can defeat this situation, feeling more

confident.

Humor has so many more positive sides; it can be used by leaders, top managers, plain workers
and employees. They can use it with each other, it reduces social distance between them, it
crosses borders between other personal differences, it makes all individuals feel the same, feel
equal. It motivates people intrinsically, makes them feel happy, makes them love their job,

their company, and makes them work harder to achieve great performance.

When we talk about good sides of humor, we should not forget that, there are not the only

beneficial sides of using humor at work. A large amount of humor can become boring and
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annoying, especially when there are more than two people with strong sense of humor, other
team members can make their constant amusement demotivated and annoyed. In this case,
conflicts and misunderstanding can take place that leads to the final failure of team. Regarding
these factors, team leaders and managers are obliged to protect and control borders in every

employee’s behavior.
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CHUMBOJIMYECKOE ITOJIE B MEHE)KMEHTE COBPEMEHHOM

OPI'AHU3ALINU
by Dina Aslamazishvili, 2013

CoBpeMeHHBIH MeHeI)XMEHT, II0 MHEHMIO 3apyOeXHBIX yYeHBIX, IIpecjefyeT IBe
OCHOBHBI€ 1Ieu — 3G GeKTUBHOCTS (QHTIL. efféctiveness) v pe3yIbTaTUBHOCTb, [E€HCTBEHHOCTh
(amrn. efficiency). Pe3ynpTaTHBHOCTB NOCTUTAeTCS 33 CYET KOOPAUHUPOBAHUA M KOHTPOJIL
HCIIONIF30BAHUA PECYPCOB, a TaKXKe YBEJIHMYEeHUs NPOIYKTUBHOCTH, IIPOU3BOJUTENIBHOCTU U
06BeMOB  HpOAYKIUHU. OPPeKTUBHOCTh  TNpeACTaBiIseT Cco00H  HeMaTepUaIbHBII
(<HeoCs3aeMBblIii») pe3yJabTaT MHOTHX IIPOLIECCOB, KOOPZUHUPYEMBIX MEHEeIKMEHTOM B
opranusanuyu. JpGeKTUBHOCTh — JTO JOCTIDKEHUE IIOCTAaBJIEHHBIX Ileeil, B TOM Yucjie U
abCTpaKTHBIX (HeoCA3aeMBIX, aHTJ. Intangible), pna dero HeoOXOAWM IeBIH PsAJ, HOBBIX
yCJIOBUI, M3yueHUe KOTOPBIX — OJJHA U3 33/la4 MEeHePKMEeHTa COBpeMEHHOM OpraHU3aIuu.

CoBpeMeHHas OpraHM3alyA CYLIECTBYeT B YCJIOBUAX MEHAIOLIETOCS PHIHKA, TZe eCTh
dakxTOphl, HaxoAAUIVECS 3a IpefelaMHM KOHTPOJII MeHeIXepoB (HAaIpuMep, IPUPOIHEIE
bakTOphl, OKOHOMWUYECKHE YCJIOBUA, IIOJIUTHYECKHe U3MeHeHHd, U3MEeHEeHUsI B
3aKOHOJIaTeIbCTBE U TOMY ITomo0Hoe). [IosToMy B cOBpeMeHHOM MeHe>KMeHTe aJalTHBHOCTD
yXe 3HAa4uT 5((PeKTUBHOCTh, OZHAKO CTEIIeHb AaJalTUBHOCTU MOXET BapbUPOBATHCA B
3aBHCHMOCTH OT OpTaHM3allMU U ee COLMAJbHOH cpesbl. B oTinuyme OT TpasUIMOHHOM

COBp€ME€HHAA OpraHu3dlluA CTPOHUTCA C YYE€TOM HeO6XO,ZLI/IMOCTI/I IDIACTUYHOCTH U
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M3MEHYUBOCTH, OHA MeHee CTa0uIbHA, 60Jee MOABIDKHA U aAIITUPyeMa, a TAaKXKe CTPEMUTCS
K IIOCTOSIHHOMY BOCIIOJHEHWIO OIIBITa. Bce 3TM Ipollecchl HEBO3MOXHBI 6e3 yIpaBiIeHUsI
BOXHBIM KOMIIOHEHTOM 35(deKTUBHOCTH — OpraHM3alMOHHON KyibTypoil. PeHomen
OpPTaHU3AIIMOHHON KyJIBTYyphl YIIOMHUHAETCS y)Xe B KJIaCCHYeCKOH TeopuM MeHeIKMeHTa
(®.YV.Teiurop) u agmuuuctparuBabix Teopusx (M.BeGep u A.Qaitons). Mcciemosarenu
ITOYE€PKUBAIOT U BBIJEJIAIOT OCHOBAHUA OPTaHU3AIUM, IIpejjaras psj, BaKHBIX IPUHIIUIIOB
yIpasieHus, GOPMUPYIOUINX TEOPHUIO U IPAKTUKY MeHeI)KMeHTa. Bce OHU B TOH win MHOM
Mepe ITOYePKUBAIOT HeOOXOLUMOCTS BBIZIEIEHNS U Pa3BUTUA afMUHUCTPATUBHON QyHKIIUY
¥ BBIpaOOTKM HEKOero HeMaTepHaJIbHOTO, CHMBOJIMYECKOro (BbizemeHo Hamu — /JI.A.)
MexaHn3Ma ynpasieHus. Ilocie XOTOpPHCKOTO SKCIlepUMeHTa y4eHble M BOBCE IIPUXOJAT K
BBIBOJLY, UTO COLIMAIbHASA CPeJja U OTHOUIEHUS COTPYLHUKOB OIIPeZeIsioT IPOSYyKTHUBHOCTD, U
o0paIaoT IPUCTAIPHOE BHHUMaHWE HA OPraHU3AIMOHHOE IOBeJeHUe, TOKa3bIBas UTO BCe
GyHKUIMY B OpraHu3anuy (IIaHUPOBaHHUe, OPTaHU3ALN, TUAEPCTBO U KOHTPOJIb) IO JINHEHbI
crydaiiHocTH (aHTJI. contingency), Tak KakK caMa CUTyalMs W CHUTYal[MOHHbIe (aKTOPbI
OllpeZmeNdIOT peakIuio opraHusauuu. Hauwbosbmree coorBercTBue (aHT. fif) rapaHTHUPYeT
5P PeKTUBHOCTh, YTO JejlaeT COBPEMEHHBINH MeHeIKMeHT ¢uiocodueil yIpaBIeHUs,
IIPU3BaHHOI CKOpee K IIOCTAaHOBKE IIPAaBIJIBHBIX BOIIPOCOB, YeM IIPIMOMY peLIeHHIO
aAMUHUCTPATUBHBIX IPOOIIEM.

B coBpeMeHHOII mapagurMe yIpaBieHUs OpraHU3aI[MOHHAA KyJIbTypa 3aHUMAaeT OLHY
u3 ompegensoomux mozuuyii. OHa, YacTO HEOCO3HAHHAsA, OIpeJesIeT MHOTHE IIO3ULINHU
Pa3BUTHUA OPraHU3AIUU, OCTABAsICH He O KOHIIA M3yYeHHOH U M3MepPeHHON MeHeIKepaMHu.
OpranuzaniuoHHas KyJIbTypa, KakK U KyJIbTypa B IieJIoM (GOPMUPYeT IIPOTPaMMBbI ITOBeJEeHMU,
MBIIIEHUS W [eWCTBUSA C IIOMOLIBIO CHMBOJIMYECKUX cucteM. KynpTypa MoxeT OBITH
ompezeseHa KaK CHUCTeMa HCTOPUYECKU PAa3BUBAIOUIMXCA U IePeIaloUINXCsA BCE HOBBIM
ITOKOJIEHUSM; HaJ0HMOJIOTUYECKHX IIPOTPaMM dYeS0OBeYeCKOU [esATeThHOCTH, IOBeIeHUs U
obmenus. Hapg6uomormyeckux — 3HAYUT, IPUOOPETEHHBIX B COLMAIBHOM OIIBITE,

HAKOIUIEHHBIX B CO3HAHUU MJIM HacjleZyeMbIX OecCO3HaTeIbHO. B KyJIbType XpaHUTCA U
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IepesiaeTCs UCTOPUYECKU HaKaIlTMBaeMbIH COIIMATbHBIN OIBIT, OT MTOKOJEHU K ITOKOJIEHHIO
COBEpUIEHCTByeTCA TIIpaKTUKa CHMBOJIHM3MPOBAaHUA, TeHEPUPYIOTCA HOBbIe IIPOTPaMMEbI
IesTeTbHOCTH, ToBefleHNs 1 oOmenusa. Co3maHue MUpa CHMBOJIOB — IIPEpOTaTUBa YeJI0BeKa B
€ro KyJIbTyPOTBOPYECKOH HeATerpbHOCTH. OpraHusanus — 3TO Majasd COLMaNbHAA g4eifka, B
KOTOpPOM OCYIIeCTBIAeTCA KyJIbTypPOTBOpYeCKas JeATeNbHOCTh, a 3HAUUT, CO3TAeTCI MUP
CHMBOJIOB, CBOMCTBEHHBIH MMEHHO JAaHHON OpraHu3amuu. TeopeTuk cumBoausma A.beisrit,
ITO/IYepKUBast HEOOBIKHOBEHHYIO CJIIOKHOCTH IOHATUA «KYJIBTYpa», HAa3bIBAJI €€ LeJbHOCTHIO,
OpPraHMYeCKUM COeZVHEeHHeM MHOTHX CTOPOH YeJOBeYeCKOH esATeJTbHOCTH, II0Jaras, 4To
KYJIBTYpa OIlpefiesigfeTcs POCTOM YeJI0BeYeCKOTO CAMOCO3HAHUA U IIpe/iTioyIaraeT nepecedeHue
MHOUBUAYyMa U yHuBepcall. OpraHusanus, Oyfy4d MaTepHaIbHBIM BOIUIOI[EHUEM TOYKU
IepecevyeHs WHAWBUAYYMa M YyHUBEpPCAa, BO MHOTOM 0asupyeTcs HAa CHUMBOJIHYECKHUX
mpoueccax. Ilombop KkazpoB, BHYTpPeHHAA U BHENIHAS KOMMYHHKAUWd, YIIpaBlIeHUE
IoBe/leHreM, KaXZOJHeBHble pabodyue OTHOIIEHWUd, JUJEPCTBO, paspelleHre KOH(IUKTOB,
dopmupoBaHUe U yIpaBleHHe KOMaHJOH, IIOAJepXaHHe TBOPYECKOTO IIOTeHIIMaaa
COTPYZHUKOB, - OTO CHMBOJbHBIE ollepanuy, 5()(PeKTUBHBII MeHeIXMEHT KOTOPBIX
HeOOXOZVIM OpTaHM3allUM [JIf BBDKUBAHUA M yCIIeXa B YCJIOBUAX KOHKYPEHLIMH B OBICTPO
MEHAIOUeMCS MUpe. 3a4acTylO B OIIePAl[MOHHBIH MeHe)KMeHT BKJIIOUeHA TaK HasbIBaeMas
HeIlpsiMas OTBETCTBEHHOCTSH 3a JIeHCTBHUA B paMKax APyTUX QYHKIUI opraHu3anuu. B maHHbIe
OIlepaly MOTYT OBITH BKJIIOYEHBI M CUMBOJIbHBIE, IPUMEPBI KOTOPHIX IIPUBE/I€HbI BBIIIE.
Kynerypa co3maercs u TOmmepXuBaeTCAs CHCTEMaMHM CHMBOJIOB, KaK HEKUM
KyJIbTypoTBOpUYecKuM KogoM. CHMBOI QOpMHpPyeT CHMBOJIHMYECKOe IIOJe COLMyMa, M
KyJIBTypa KaK OJHA U3 «cuMBonIndeckux Gopm» (O.Kaccupep) oxBaThIBaeTCs CUMBOINYIECKIM
mosieM. IIpakTHKa CHMBOIM3UPOBAaHUA ABIAETCA POBECHUKOM homo sapiens. Kak yrBepxzaaeT
O.A.KapmazoHOB, «mo-HacTosmeMy YesoBeK COCTOAJICA He TOTa, KOorga "obe3bsHa B3sja B
PYKU IAJKy', a B TOT MOMEHT, KOI/IJa OH Ha4YaJl CHMBOJM3UPOBAHUE, TO €CTh, IPUCTYIIUI K

"HapeyeHWIO HMeH', C yAUBIEHWEeM M CTPaXxOM OYHYBIIMCh OT CHa "30JI0TOTO BeKa' M

! Benwiii A. CumBonM3M Kak MupononuManue. M. «Pecriy6muka». 1994. C. 308.
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OCBOOOIMBUINCH OT HETBOPYECKOTO COCTOSHUA 'HeOoTpedIeKTHPOBAHHOTO OaxkeHCTBa"
(Kpepkerop)» 2. Pa3BuTue ICHXWYECKOTO OTpPaKEHUs y HAIIUX INIPEIKOB B IIPOIlECCE HX
IIPaKTUYECKOH  KU3He[EeATENbHOCTH BeJO K TeHe3UCy OOpasHOrO MBINUIEHUA U
BO3HUKHOBEHUIO IOTPeOHOCTM KOMMYHHKAaTHBHOTO O3HAaUYMBAaHWUA. Tak ObLIa 3ayoXeHa
IMOHATUIHO-KOMMYHUKAaTUBHAs OCHOBA JajJbHEHIIero pa3BUTUA BBICOKOOPTaHU30BAHHOTO
pedIeKTUBHOrO ammapaTa, CIIOCOOCTBYIOIIETO BOSHUKHOBEHHUIO aOCTPAaKTHOTO MBINIIEHUA U
TBOpeHHIO MeTadopuueckux o6pasoB. PacummpeHue UCIIONB30BaHUSA PpeUYeBBIX 3HAKOB
(o3sHaumMBaHUe), (pOPMHUPOBaHNE IMOHATUHHBIX 00pa3oB (aOCTparupoBaHME), BBIKOBHIBAHHE
A3BIKOBBIX MeTadop (aHTpormoMopdu3saiys) — TAKUM MOTJIO OBITh CHHKPETHYHOe Hadajo, B
KOTOPOM 3apOAMIach «IIOTPeOHOCTh O3HaMeHOBaHUs Belnei» (B.VBanoB). YnmosmerBOopeHume
5TOMl HOBOM TOTPEeOHOCTHM IIPAaKTUKOH CHMBOJM3MPOBAHUS CTaJIO0 KOHCTUTYTHBHBIM
IIPU3HAKOM COCTOsBIIEroCcs dYeinoBeka. Kpome TOoro, sra HoBasf [JjIi 4ejlOBeKa IIPaKTHKa
3apojuIach B HeOOJBIIMX OOLIECTBEHHBIX AYelKax («IIpa-OpraHMU3aIUAX»), TO €CTh CaMO
B3aMMOJIeMICTBME JIIOJeM B HayajJe aHTPOIOreHe3a CTajJl0 OJHOM M3 TOYeK OTCcYeTa
CHMBOJIOTBOpYECTBA M B JajJbHelIIeM Yyxe OojJee OCO3HAaHHO KyJIBTypPOTBOPYECTBA.
Opranusanus Kak COIMajlbHAs eJUHUIA U CHMBOJIMYECKAs MHTepakuus chopMupoBasach
33/I0ITO [0 WHIYCTpPUAJIbHON peBomonuu B Amepuke. [loTpeGHOCTP B CHMBOIHM3ALUU
HaYMHaET yAOBIETBOPATHCS B «IIPa-OpraHU3aluK» (II€PBOOBITHOM OOILIECTBE), TAK KaK CUMBOJI
He TOJIBKO HeCceT HEeKHUil CMBICI (IIePBOCMBICT), OH TaK)Xe IIOCPEJCTBOM HYJIEBOH CTPYKTYPBI
«CKJIOHsS€T» K MHTepIIPeTalliy, K «IIPUBHECEHWIO» HOBOTO CMbIC/IA, HOBOH CTPYKTYPHI; IJIf
STOTO HEeOOXOUMa UHTePAKIIUs, B3aUMO/IeHCTBHE, KyJIbTYPOTBOPUYECTBO.

B snurepaType IO MeHeI)KMEHTY OpraHM3alMs 4acTO PacCMAaTpPHBAeTCA KaK CHUCTeMa
MHTEPAaKTUBHBIX B3aUMOCBs3€il TpeX OCHOBHBIX DJIEMEHTOB — CTPYKTYpa, JIIOAY, Lieib (aHTIL.
structure, people, purpose). B peampHOCTH MHOXECTBO OpPraHM3AIlM{i He HAYMHAETCA C

(I)I/IBI/I‘—IGCKOI‘O IIJIAaHWUPOBAHUA BCEX TpPEX BJIEMEHTOB, OHM HAYMHAIOTCA C HUOE€H, CMBbICId, U

12 Kapmanonos O.A. CuMBoIMYecKoe Kak 00BEKT COLUANLHOIO aHAIN34a: JUC. HA COUCKAHUE CTENeHu A-pa (uioc.
Hayk: 09.00.11. Upkyrck. 2004. C. 118.
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TOJIPKO B IIPOIlECCE OCHOBAHUA U PAa3BUTHA IPHUBOJAT STH TPU dJIEMEHTA B HEKYIO CHCTEMY.
Wnes 1 cMBICT — 3TO CYyTh CUMBOJIBI, KOTOPbIEe MOTYT IIPOSBJIATHCSI B TPEX CHMBOJIOdOpMax:
3HaKax, Meradopax, obpaszax. CuMBOIOPOPMEI B CBOIO OuYepenb OOCIYXKUBAIOT TPU Cpenbl
CHMBOJIMYECKOTO TIOJS: CEeMaHTHYECKylo, IICUXOJIOTMYeCKyl0 U KOMMYHUKATHUBHYIO.
YupaBneHue opraHusanyeii 3Ha4UT yIpaBIeHUe BCEMU TPeMs CpefaMu, ChOPMUPOBAaHHBIMU
¥ Pa3BUBAOUIMMUCS B OPTaHU3aLMOHHOH KyJabType. MOXXHO BBIJENIUTh HECKOJIBKO
IIJIOCKOCTeil OOIero IMOHMMAaHUsS CHMBOJIA: HEYTO, YTO MOXET CIYXKUTh JIS PasIudeHUs
Bellel W ABIEHWH, (3HAKOBOOOPA3HBIM 3JIEMEHT; VCJIOBHBIN 3HAK; YCJIOBHBIH 00pas;
00BeAMHAIOM NI 3HAK; OTINYNUTEIBHBIH 3HAK, yCIOBHOE 0003HAUeHNE); HEYTO, YTO CIIOCOOHO
BOILIONIATH MZeH (3HAKOBOe 3aMelleHHe OIpefeIeHHOTO KYJIbTYPHOTO IOPSIZKa; BEIpRXKeHHe
TOTO, UTO HEBBIPA3MMO HHBIM IIyT€M); HEUYTO, yKas3bIBAalOlllee HA OIpeZe/IeHHBbIH ITOPALOK
Beled (MHAEKCAUUs OIpeieIeHHOTO 00beKTa, apTedakT, XKeCT, CTEPEOTUIl IIOBeZeHUs WIH
CJI0OBO; HeYTO oObemuHsIoOUlee (IpeAcTaBleHHe IIOMHON KapTHUHBI, CYI[HOCTH); HEYTO C
OCOOBIM TAfHBIM CMBICJIOM, CJIy’Kalllee CpPeICTBOM KOMMYHUKAUWH JIOfeH. OJIeMeHTHI
Pa3IUYHBIX MOZeJell OpraHU3aLMOHHON KyJIBTYPhl MOXKHO COIIOCTABUTH C JAaHHBIMU
IJIOCKOCTSAMH, YTO J[aeT HOBOe H3MepeHWe VIIpaBJIeHHsS COBpEMEeHHOH OpraHusauuei —
CHMBOJIMIECKOE.

B Mozeny oZHOTO M3 IJIaBHBIX SKCIIEPTOB MeHEIKMEHTA OPTaHU3AIMIOHHOMN KYJIBTYPHI
Oprapa Illeiina mpexcTaBieHO TPU YPOBHA !3: IOBEPXHOCTHBIM — apredakTsl (3aYacTyio
MarepuaabHble OOBEKTHI, OCO3HABaeMble SBIEHUSA, BUIUMBIE CTPYKTYPHL M IIPOLECCEHI),
YaCTUYHO MAOCTYIIHBIM — I[€HHOCTM U BEpPOBAaHUA, M IJIyOMHHBIH — 06a30Bble IIPOrPaMMBI
IIOBeleHUs, apXeTHuIsl (Oecco3HaTebHbIE MCTOYHUKY). [ TyOUHHBIM ypOBEHb — 5TO yPOBEHB
CHUMBOJIA, <«IIyJIBCUPYIOIETO» B OCHOBE OPTaHM3ALMOHHOM KYJIBTYpHI; OaJaHCHPYIOIUHA
IIEPBOCMBICTI ¥ WHTEPAaKTHUBHAS SHEPTUs HYJIEBOH CTPYKTYPhI OPOPMIAIOT CHMBOJIHUYECKOE

II0JIe U €ro Cpenbl, IIpeACTaBI€HHbIE MeTa(praMH, 06P333MI/I 1 3HAKAMMU. MO,D;G]IB ,ZLHHI/IEJIH

13 Schein E.H. Organizational culture and leadership. 3™ edition. San Francisco. «Jossey-Bass. A Wiley Imprint».
2004. C. 26.
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JleHMCOHA COZEP)KUT dYeThIpe OCHOBHBIX HANPABIEHWS KYJIbTYPOBO3ZEHCTBUA: MUCCHS,
aanTanys, BOBJIEYEHHOCTDh, COriacoBaHHOCTh. CHMBOJI mocpezcTBoM Meradop, 06pa3oB u
3HAKOB UIpaeT KJIIOYEBYIO POJIb B 3pPeKTUBHOM YIIpaBIeHUU STUMU HAIIPaBIeHUIMH. TaK,
HaIpuUMep, 0COOBIHM IPUHATHIH A3BIK B OpraHU3anuy (KOMMYHUKAaTUBHAS CPeZia, 3HAK) MOXKET
OKa3bIBaTh BIUSHIE HA CTEIeHb BOBJIEYEHHOCTH M COTJIACOBAHHOCTH; UMUK OPraHU3AIUN
(mcuxosyormyeckas cpeja, o0pa3) MoXxeT oOecleyuBaTh CTeIeHb aJanTal[i{; CJIOTaH
KOMITaHUM (ceMaHTHU4ecKas cpefa, MeTadopa) 3a4acTyIO 3aKJIaAbIBAETCS C MUCCHEH MIEeHio;
KaK «00BbsACHEHNe» CYIeCTBOBAaHUS U IleJlell OpraHu3aIluu.

CumBONIMYECKOe II0JIe OPTaHM3alUy BIWsSET Ha MHOTHE YIIpaBJIeHYeCKHe IIPOLeCCHI,
BKJIIOYAIOI[e IIPUHSATHE peLIeHW, VIIpaBlIeHye IEePCOHATIOM, PpasJIuYHble AaCIeKTHI
MOTHBAIlUY, LIEHHOCTHBIH MeHemXMeHT (aHrn. values-based management), nunrepCTBO,
OpPTaHM3AIIMOHHYIO IIOJTHTHKY, a TakKXe O0a30Bble AaCIeKThl IIOBEJEHUS COTPYIHUKOB.
[ToHrMaHwMe ompeesioNneil POy CUMBOJIA B OPTaHU3AIMOHHOMN KyJIbTypPe ¥ BXKHOCTH POJIH
ee caMO¥ B ZOCTIDKeHUH 3P PEeKTHBHOCTH y)Ke He HOBIIECTBO [JISI MEHe)KePOB COBPEMEHHOM
OpraHu3aluy, OCOOEHHO B YCJIOBUSX IIOBBIIIEHHOW HEOOXOJUMMOCTH B aIalTUBHOCTH U
rubxoctu. CUMBOJI BIHsIeT Ha OPTaHU3ALMIO, OLHAKO GoJiee aKTyaseH BOIPOC, BO3MOXKHO JIH
IJIsI MeHe>Kepa IOBIUATH Ha CUMBOJI. CHMBOIHMYECKOE TI0JIe He CTATUYIHO, 6J1aroZaps SHepriuu
HYJIEBOM CTPYKTYPBI, KOTOpas SBISSICh BHYTPHUCHUMBOJIBHBIM OOpasoBaHUEM, CIOCOGHA
paspymarb crapsie ¥ (OpMHUPOBATH HOBBIE CMBICJABI, UTO BBIP2XKEHO B MHOTO3HAYHOCTH
cumBosia. HymeBas cTpykTypa CTaHOBUTCS aOCONIOTHBIM VTBEp)X[JEHHEM CHMBOJA, ero
KPYTOBOPOTOM, €rO IIOBTOpEHWEM U, B KOHEYHOM MWTOTe, YTBEpXKJEeHHEeM BCeOOIIero Ijis
KaXX/IOTO CHMBOJIa IIepPBOCMBICIA. UeoBe4ecTBO, BeKaMH BO3BPALIAsCh K OJHUM KM TEM XKe
CHMBOJIAM U CTPEMSCH K YSCHEHHUIO UX IEePBOCMBIC/IA, IIPUJA€T UM BCE HOBBIE CMBICJBI, U B
STUX JYXOBHBIX IIpOlleccaXx MeHsAeTCs caMo. B AuHaMuKe OpraHM3aIMOHHON KYyJIBTYPHI
IIpOC/IeXUBaeTCs Ta Xe TeHAeHUus. CyllecTBYIOT OpraHM3alUM, KOTOpble MOXXHO Ha3BaTh
MHCTUTYILMAIU3UPOBAaHHBIMU (MX TpeXypoBHeBas KysibTypHas cucrema 1o Illeiiny

COXpaHAeTCS M Ppa3sBUBaeTCA IIO CIeHAPHUIO, 3aJI0KeHHOMY HMX OCHOBaTeJIIMH, HallpuMep, B
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Takux opraHusanuax kak Makgonansac, opz, dmmwr, Mukpocodr u gpyrux. CrenuaiicTs
Ha3bpIBAIOT IIOJOOHBIE OPraHU3AIMOHHBIE KYJIBTYPHl COCTOSBUIMMUCS, — CHJIBHBIMH U
ITO3UTUBHBIMU. Herb3s yTBepXZarTh, YTO 3TH OpraHU3aLUH He aJallTUBHBI, CKOpee Ha000poT,
OHU CTapaloTcs OOpPOTHCS C TEHJEHIUAMM K 3aCTOI0 M HE3JIaCTUYHOCTH, CBOMCTBEHHBIMU
OoNBUIMM ¥ paHee YCIEUIHBIM KOMIAHUAM. B TakuX OpraHM3aIMOHHBIX KYJIBTYpax
IIPOUCXOIUT KPyTOBOPOT B CHMBOJIMYECKOM IIOJIe, — BO3BPAT K CHMBOJIAM M BOCIIOJTHEHUE UX
HOBBIMU HHTeprperanuaMu. CHMBOJI HAXOLUTCA B IIOCTOSHHOM [JyXOBHOM [BIDKEHUU;
CHUMBOJIMYECKOe II0JIe aKTUBHO, Yepe3 HEero CHUMBOJI IOJJEepPXKUBAeT IIOCTOSHHYIO CBA3b C
obpazamu, Meradopamu, 3HaKamMu. OCylIeCTBISETCS IIPOIECC B3aMMOOOMEHAa: C OJHOI
CTOPOHBI, CHMBOJHYECKOe IIOJIe CIIOCOOHO BOWpaTh B cebs IPOSYKTHI OPraHHU3aIMOHHOM
KyJAbTYpsl U ¢urocobrn MeHeIXepoB dYepe3 3HAKW, OoOpasbl, MeTadopsl, a C APyroi, —
«UCHApATh» WX B IlepepabOTaHHOM BHJEe B IIPOCTPAHCTBO OTHOUIEHMU MHpPa U YeIOBEKa
ITOCPEeZCTBOM HOBBIX CHMBOJIOPOPM, U3 KOTOPBIX CTPOUTCS T€JIO HOBOIH OPraHU3aLMH.

MbaTc DiBeccoH IOg4YepKUBAaeT BaXHOCTh CHMBOJIA B OPTaHHU3AIIMOHHOM KYJIBTYpe,
paccMarpuBas MeHe)KMeHT KaK CUMBOJIMYECKOe IeicTBYe. BinsHre Ha CHMBOIMYECKOe TI0JIe
BO3MOXXHO ITOCPE/ICTBOM MHTEPAaKTUBHOCTH MeTadop, 3HAKOB U 00pa3oB. YIIpaBlieHNe UMY, a
Takke Oojsee OOIIMM IIJTAHOM OPraHM3AallMOHHON KyJBTYphl O3HA4aeT He TOJBKO
¢bopMupoBaHVe BHELIHEH aJalITUBHOCTH, HO U BHYTPeHHee pa3fiesieHre 3HAaUeHU I U CMBICTIOB.
AJanTupoBaTh BCeX COTPYAHHUKOB K OJHUM M TeM K€ I[eHHOCTAM He coBceM 3¢ (deKTUBHO B
paMKaxX MeHeIXMeHTa OpraHM3AaIMOHHOHW KYJIbTYpHl. boslee meiiCTBEHHO meiCTBOBAaTh
CUTYaTHUBHO, HAaINpaB/Ifgs CHMBOJHUYECKHe AEeHCTBUA B COOTBETCTBHM C CHUTyaluel, dYTO
1mo3BoisgeT 6osee 3¢pPeKTUBHO NOJONUTH K YIIPAaBIEHUIO CUMBOINYECKUM IIOJIEM.

Kynprypa coBpeMeHHO#I oOpraHu3anuy JUHAMWUYHA, CHUMBOJWYHA M CJIOXHO-
ympasifeMa. MeHe)KMEHT CTPEMUTCS K BBIPAOOTKe IPAKTHYECKUX MOl UAaTHOCTUKY U
M3MeHeHH OpPraHu3aIl[MOHHOM Ky IbTypsl. [loHMMaHMe 1 BEIpabOTKa MeXaHU3Ma JUaTHOCTUKYI
CHUMBOJIMYECKOTO TIOJISI MOXKET NMPUGIN3UTh COBPEMEHHOTO MeHemKepa K 6ojiee yCIeNrHOMY

ympasieHuto opranHusanueil. Cucrema denoBeK-3¢d(eKTUBHOCTH OyzeT (PYHKIHOHHPOBATH
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6ojiee TPOLYKTHUBHO IIPU JOJDKHOM BHUMAaHMHM K CHMBOJHUYECKOMY aCIIEKTy COBPEMEHHOM
OpraHM3alM¥, IIPX OTOM CHMBOJMYECKHE OIepali¥ MJOJDKHBL OBITh  YIIpaBIIseMbI
CHMBOJIWYECKUMHU  JeHcTBUAMHU. TeopeTMKM ¥  IpPaKTHKM MeHeI)KMEHTa HOBOH
skoHomu4eckoit popmanuu (I1.0.Ipykep) u Tperseit uudopmarmonnoit Bonusl (O.Tobdrep)

BBIOMPAIOT CUMBOJIMYECKHE HHCTPYMEHTHI: TPaHC(HOPMALUIO, TBOPYECTBO, SKCIIEPUMEHT.
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MANUS SYMBOLICUS AS A NEW GENERATION IN SYMBOLIC
MANAGEMENT
by Dina Aslamazishvili, 2013

Not only are we using customized products, we are

using

diverse symbols to customize our view of the world.
Alvin Toffler

Management experts and practitioners opened a specific intangible aspect of company’s success
along with management studies genesis. They called and investigated this aspect in different
ways, for example: F.W. Taylor — developing a science for each element of individual’s work
(symbolization of the process instead of using just rule-of-thumb methods); H. Fayol —
administration as a special skill and art (management positions need people with
administrative, communicative, human skills more than technical; directs management
towards philosophy and underlines its symbolic foundations); M.P. Follett — group ethic,
integration of professional workers inputs with people focus (such symbolic actions as leading,
managing power, working within group dynamics, become the main target of effective
managers development); W.E. Deming — quality, which starts from the fact that people should
know what they must do (the first two principles highlight symbolic nature of ‘new’
management, underlining the importance of goal and new philosophy, which makes managers
realize their responsibilities and become leaders in changes); E. Schein — the deepest level of
organizational culture — values as symbolic programs; P. Drucker — knowledge (symbolic
mechanisms and symbolic nature of knowledge workers). Experts, practitioners, business
consultants tried to find out practical ways of measuring this intangible element of

organizational life and counteract its possible negative effects on organizations.

This element can be called symbolization, as symbol is considered to be an intuitive spiritual

fundamental, which connects two worlds — the world of existing objects and the world of their

14 Toffler A. The Third Wave. «Bantam Books». 1980. P. 257.
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interpretations. Symbol always represents something else, and at the same time possesses the
sense connected exclusively with this symbol (prime-sense). Managing organizations is a
system of symbolic actions and interactions, which are displayed in specific patterns of
behavior as deciding by intuition, determining in- and out-group by values, sharing codes,
perceiving the world around and forming attitudes about people, organizations, jobs, and
others. Symbolic managerial processes assure demand of human mind for different historically
accumulated social experiences (culture) including the experience of symbolization.
Contemporary organization is managed by “homo symbolicus” (E. Cassirer®) as in the world
of culture physical reality is substituted by the world of symbolic actions. Symbols start playing

a more significant role than any technical operations in production.

Peter Drucker in his “Post-capitalist Society”!¢ argues that knowledge is the main factor in
production, especially nowadays within significantly growing ‘service industry’ characterized
by mass production and mass customization. Moreover, along with the changes of old
economic paradigms, in “post-capitalist society” knowledge application to knowledge is the
main trend. The mental change in management started with Frederick W. Taylor, who
changed one of the main paradigms of industrial society, proving by his experiments and “one
best way” practices that mastery secrets should not be kept in mystery anymore; he tried to
apply knowledge towards production process and labor, which actually became a radically
new step for management. One of the four F.W. Taylor’s principles of management makes
workers a significant part in learning labor process, which develops the need for thinking in
complexes and symbols. It is not already enough just to inherit some basic technical principles
in the role of apprentice, even for technical training there is a need for combination with some
basic theoretical background, which creates flexibility and adaptability if the situation goes

different from stated technical cases. The basic human need for reflection gets alive in this new

15 Cassirer E. The Philosophy of symbolic forms, Volume 1: Language. New Haven&London. «Yale University
press». 1955.
16 Drucker P. Post-capitalist society. New York. «HarperCollins». 1993. pp. 19-47.
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aspect, as if humankind again starts new ‘reflective’ era from cave paintings in a metaphorical

Lascaux — contemporary organization.

Knowledge becomes one of the main mechanisms in achieving organizational success; and the
ability to transform and transmit the knowledge — one of the main capabilities developed by
contemporary successful managers. In “post-capitalist society” there is a need for symbolic
transmitting mechanisms, which makes management more symbolic than ever. Jeffrey Pfeffer
in 1981 in his article “Management as symbolic action: The creation and maintenance of
organizational paradigms” 7 shared a new direction in management vision—symbolic
management (managers are symbols, they cannot be fully responsible for what happens in an
organization) opposed to omnipotent view (managers are fully responsible for success or failure
of the organization). Symbolic management in this perspective underlines a new managerial
function (along with classical four of planning, organizing, leading and control) — a symbolic
one, which intervenes and determines all others. Symbolic actions play a significant role, for
example, in contemporary planning tools as project management and scenario planning, in
organizing working with organizational design and shaping human behavior, in leading by
symbolic figure of a leader and managing people, in control by managing organization as a
system and dealing with operations. P. Drucker puts management in symbolic category calling

manager a person who is responsible for knowledge application and effectiveness!'s.

Alvin Toffler proves the New Wave information nature; while Second Wave
civilization dealt with physical production, the Third Wave is fully dedicated to knowledge in
“clip-culture”, knowledge transformed into information. As the famous futurist puts it: “As
fewer workers in the rich nations have engaged in physical production, more have been
needed to produce ideas, patents, scientific formulas, bills, invoices, reorganization plans, files,

dossiers, market research, sales presentations, letters, graphics, legal briefs, engineering

17 Pfeffer J. Management as symbolic action: The creation and maintenance of organizational paradigms.
L.L.Cummings&B.M.Staw (Eds.), Research in organizational behavior. Vol. 3. «Greenwich, CT: JAI». 1981. pp. 1-
52.

18 Drucker P. Post-capitalist society. New York. «HarperCollins». 1993. pp. 19-47.
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specifications, computer programs, and a thousand other forms of data or symbolic output™®.
A. Toffler recognizes symbolic nature of the new civilization, and symbolic output is an
indivisible element of management in this information society. The Second Wave civilization
or the industrial society with factory as a symbol going to its end “moved much of social
memory outside the skull”, and “that memory became objectified, embedded in artifacts,
books, payroll sheets, newspapers, photographs, and films™®. It was a beginning of symbolic
production, reflection and cognition. Moving into the Third Wave with computer as a symbol
meant for humankind moving into symbolic thinking, as “a symbol once inscribed on a page,
a photo once captured on film, a newspaper once printed, remained passive or static. Only
when these symbols were fed into a human brain again did they come alive, to be manipulated
or recombined in fresh ways™!. Symbolic recombination, knowledge manipulation are the
main principles in management today, which makes symbolization the major function of
management. Effective manager is someone who can make work through other people; that
means to be able to administer interactive space, consisting of communication, human
behavior, leadership, power, and negotiations. In any interactive spaces there exists a symbol

forming symbolic fields displayed by metaphors, signs and images.

Symbolic management can be seen in different perspectives of interacting effectively with
people — out of organization (external stakeholders) and in organization (employees): as
brands, logos, PR (images), communication mechanisms (signs) and organizational culture’s
values, artifacts, behaviors (metaphors). Contemporary organization is the field for manus
symbolicus (symbolic hand, embodiment of A. Smith’ s “invisible hand” symbolizes a symbolic
manager) dramatically different from manager of the First and Second Waves modes of
production, different in abilities to heuristic symbolic, i.e. abstract and metaphoric thinking,

and famous Plato’s cave allegory?? proves that transformation. Grotesque shadows we are

19 Toffler A. The Third Wave. «Bantam Books». 1980. P.186.

20 Ibid.

2 Ibid. P.177.

22 Plato. Republic. Book VII. 514a-c — 521 a-e. Online. Access mode:
http://www.math.nus.edu.sg/~matlmc/Allegory_cave.pdf.
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thinking by, fill our world outlook and form our mental models. Values, attitudes, norms and
behaviors are no more than shadows on the wall of a prison. However, to escape from that
prison, one goes by symbols to the highest truths, or to the world of Plato’s Ideas. Symbol is a
mechanism for escaping, for opening new horizons, and for deepening shared values in
cultures to distinguish and differentiate. Symbol is two-folded, it is converging culture,
strengthening it and allowing for self-displaying. Western thinking tradition presents
arguments and counter-arguments in logic, whilst the Confucian way is diligently looking for
symbols and through them reduces argumentation to see the Truth. Just as in a fabulous story
about the elephant and how blind men in a dark room tried to describe this animal. One
presented it as a snake (holding its tail), another as a tree (holding its leg), and so on, and
together they couldn’t present a whole image and could never come to an agreement.
Argumentation is the reason for thinking but these arguments are obstacles for understanding
and changing, they are no more than the truth. Symbolic management is transformation of
arguments into symbols as in a new symbolic organization o the information society managers
speak the symbolic language. Significant part of data, information, and knowledge is reflected

in ‘symbolic forms’ — signs, images, and metaphors.

Wise people in contemporary organizations have realized that management is a system of
symbolic actions, and applying knowledge to knowledge is the fundamental leverage of
success. This idea has a strong support in the light of Karl Roger Popper’s three worlds of the
Universe division: world 1 — physical bodies, actual truth and reality; world 2 — mental,
psychological world of personal perceptions, experiences, and cognition; world 3 — objective
knowledge, world of objective abstract products of the human mind, world of symbols?.
World 3 is the only way for one to ‘objectively’ interpret the shadows in Plato’s allegoric cave,
as world 2 perceptions are too much personal, world 2 is an individual mental model, and
world 1 is inaccessible as it were. In organizations these three worlds are reflected as the

following: world 1 — real organizational context and processes, world 2 — perceptions and

2 Popper K. R., Eccles J. C. The Self and Its Brain. An Argument for Interactionism. Springer-Verlag. 1977.
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attitudes which we study in organizational behavior as important mechanisms of forming
patterns of working relations, and world 3 — symbolic production: planning tools, codes,

models, project management, networks, teams, brands, strategies.

Inhabitants of world 3—symbols display the mechanism of symbolic management outside the
organization, and in correlation inside. Human symbolic activity in world 3 is the only
effective way of managing a contemporary organization. As a business leader once changed
the company through changing symbol of status accepted in it: he suggested the 360-degree
feedback system, where every worker of the company received feedback on his/her job, and
he as a senior vice-president as well. It was not an easy decision, although it became crucial in
dramatic changing symbolic framework of organizational culture, as sharing realistic and
honest feedback with your ‘boss’ is a changing perspective on the power pyramid and
conventional management in organization?. Symbol as a social and cultural mechanism

regulates, determines, and finally displays changes in and out organizations.

Symbol is a cross point of spiritual human relations, symbol is a cross point of social
interactions, symbol is a mechanism how world 2 looking at world 1 transforms this
knowledge into world 3, which is the only ‘real’ foundation for managing contemporary
organizations effectively. Effective leader in the New Wave society is a manus symbolicus
using three significant tools of symbolic management: mobilities, creativities and symbolizing

activities.
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SYMBOL AS A SOCIAL MECHANISM OF CULTURAL CHANGES IN AND

OUT ORGANIZATIONS
by Dina Aslamazishvili, 2012

Culture is only a paper-thin veneer covering white-hot chaos.

F. Nietzsche

Culture constitutes all domains of human life, intervening and penetrating major aspects of

social sphere. It seems almost obvious that culture determines most of basic programs of human

activity, behavior and communication. Culture sets intangible guidelines for development and

managing “know-how” effectively. Culture, by Edward T. Hall, is “man’s medium: there is not
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one aspect of human life that is not touched by culture” [Hall, 1989, pp. 16-17]. The scientist
means personality, how people express themselves, the way they think, how they move, how
problems are solved, how transportation systems are organized, and finally how economic and
government systems are put together and function. Edward T. Hall underlines the major aspect
or function of culture as influencing human behavior dramatically [Ibid.].

All these sides of culture as human medium are based on spiritual processes, which are
displayed in behavior, as deciding by intuition, determining in- and out-group by values,
sharing codes, perceiving the world around and forming attitudes about people, organizations,
jobs, etc. Spiritual processes, as a matter of fact, assure ordering of human mind on the basis of
historically accumulated social experience including the experience of symbolization. Culture
translates this experience, stores it and passes from one generation to another in succession,
symbolizing development and new programs of activity, behavior and communication.
Culture is not only covering the chaos, it reflects, transforms and displays it in our social
medium through interactions, images, languages, signs, and as most significant in symbols.
Symbol is a two-folded social mechanism consisting of forming hidden level of culture and
simultaneously reflecting the intangibles of cultural programming. Culture is transformable
and transmittable only because of symbols, which gives it additional flexibility in creation,
perception and changing. Social philosophy underlines the dramatic difference of homo
symbolicus in abilities to heuristic symbolic, i.e. abstract and metaphoric thinking. Famous
Plato’s cave allegory proves that. Grotesque shadows we are thinking in fill our world outlook,
forming mental models. Values, attitudes, norms and behaviors are no more than shadows on
the wall of a prison. However, to be released from that prison, one goes by symbols to the
highest truths, or to the world of Plato’s Ideas. Symbol is a mechanism for releasing, for
opening new horizons, and for deepening shared values in cultures to distinguish and
differentiate. Symbol is two-folded, and converging culture, strengthening it and allowing for

self-displaying.
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Western thinking tradition presents arguments and counterarguments in logic, Confucian way
is looking for symbols and through them reduce argumentation to see the Truth. Like in a
famous story about the elephant and how wise men in a dark room tried to describe this
animal. One presented it as a snake, another one as a tree, etc.; and together they couldn’t
present a rounded picture and never agreed. Argumentation is the reason for thinking, but
these arguments are obstacles for understanding and changing, they are no more than the
truth. Culture transforms arguments into symbols, as in culture we speak the language of
symbolic. Significant part of data, information, and knowledge is reflected in “symbolic forms”
— signs, images, and metaphors. Social philosophy itself is a set of these forms, looking for the
deepest symbol of the Truth.

Symbol is defined as an intuitive spiritual element displayed by means of signs, images, and
metaphors that give shape to symbolic reality. People learn and constitute culture through
symbols; do organizations learn cultures as well? Organization is a social unit, and as such
learns, transmits and develops culture. Organizational culture is a powerful element that
defines people’s life in their workplaces.

Organizational culture is like some sort of social glue, sticking all elements together around
the main shared values. Symbols as intuitive spiritual elements make this glue stronger or
weaker, directing its aligning with strategies and managerial philosophy. Brands, marks,
names, strategies, management systems, security and control, teams and power distribution do
not exist in organizations without being transmitted in the form of images, metaphors, and
signs. Humankind recalling symbols as elements of spiritual intangible sphere seizes its place
in an uncertain world, in some sense these symbolic forms make certain of human existence,
give direction to understand and strategically plan conditions of development and change.
The triad “Human-Culture-Symbol” in their interaction sets the integrated picture of the
world of human beings in different changing systems, forming a symbolic sphere. Business,
organization, organizational culture establish specific changing symbolic systems.

Organizations are not walls, tables, technologies or even profit, organizations are people; and
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people are not just organisms with cognitive abilities, they are reflecting elements of the
organization system, they constitute all deep intangibles: relationships, communication,
behavior, attitudes, perspectives, etc. These intangibles form all other processes directions,
they lead and guide towards decisions, and finally towards forming organizational framework.
Symbol is a powerful leverage in and out organizations. From outside — cultural differences,
global trends, political changes influence, from inside - personalities, relations,
communication channels and linkages.

Symbol in theory consists of two domains: zero structure and prime sense. Indivisible prime
sense is a source of arranging and regulating energy; zero structure — a source of chaotic
symbolic energy. As two poles they conduct creative exertion with symbolic meaning.

In hard times, as e.g. crises, cultural changes in organizations are unavoidable. External
environment represents uncertainty, and within this uncertainty only flexible, changeable,
adaptable organizations survive, others perish. Symbol plays a significant role in forming the
cultural potential for adaptability in organizations. This concept becomes clearer in the light
of K.R.Popper’s three worlds of the Universe division: world 1 — physical bodies, actual truth
and reality; world 2 — mental, psychological, world of personal perceptions, experiences, and
cognition; world 3 — objective knowledge, world of objective abstract products of the human
mind, world of symbols [Popper & Eccles, 1977] (see Exhibit 1).

World 3 is the only way for one to express ‘objectively’ the shadows in the Plato’s allegoric
cave, as world 2 is too much personal perception, individual mental model, and world 1 is
inaccessible. In organizations these three worlds are reflected as the following: world 1 — real
organizational context and processes, world 2 — perceptions, attitudes, we study in
organizational behavior as important mechanism of forming patterns of working relations, and
world 3 — symbolic production: planning tools, codes, models-project management, networks,
teams, brands, strategies (see Exhibit 2).

Inhabitants of world 3 — symbols display the mechanism of cultural changes outside the

organizations, and in correlation inside. Human symbolic activity in world 3 is the only
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effective way of managing changes. If one plans to apply changes effectively, there is a strong
need to change organizational culture that means to change the system of symbols inside,
following the pattern of changing symbols outside organization. As a business leader once
changed culture in the company through changing symbol of status accepted in it: he suggested
the 360-degree feedback system, where every worker of the company received feedback on
his/her job, and he as a senior vice-president as well. It was not an easy decision, although it
became crucial in changing symbolic framework of organizational culture, as sharing realistic
and honest feedback with your “boss” is a changing perspective on the power pyramid and
conventional management in organizations [Daft, 2005].

The symbol of high position power status with privilege of no criticism and constructive
feedback in one day became neglected, and was changed into its opposition. This is an example
of tangible actions and how they are displayed in symbolic framework of organizational
cultures. Symbol as a social mechanism regulates, defines, and finally displays cultural changes
in and out organizations. Change cannot be fulfilled without chaotic energy of symbol from
one side, and without organizing power of zero symbolic structures from another.

Culture is a symbolic sphere which components dynamics determines culture transitions
[Aslamazishvili, 2007]. Symbolic forms (signs, metaphors, images) interplay as transmitters of
transition cultural processes, i.e. cultural changes. Of three T-dimensions of cultural changes
as transformability, transparency and transcendence [Ibid.] transformability in the best way
presents symbol as a social and spiritual mechanism of cultural changes.

Cultures and organizational cultures can be defined and distinguished by the parameter of
"transformability", i.e. ability of a culture’s symbolic system to change or vary in social space
and time. This parameter is connected with immanent ability of symbolic to be modifier
through sign systems (models, strategies, managerial communication) of significant changes.
So that people acquire a new perception of cultural phenomena and introduce novelties.
Potential to become learning organization, and moreover the innovative potential of

organizations directly depend on the transformability.
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Introducing teams as a horizontal linkage in contemporary companies, empowerment, job
satisfaction and organizational commitment are all new symbols for learning organization with
transformable culture. More and more organizations try to set a flexible and strong system of
signs (e.g. artifacts and specific languages), images (e.g. logos and slogans), and metaphors (e.g.
organizational stories) to form an intangible and spiritual system of symbols. These symbols
are later transmitted as a social mechanism, determining major aspects of life in and out
organizations, including cultural changes.

Symbol is a cross point of spiritual human relations, symbol is a cross point of social
interactions, symbol is a mechanism how world 2 looking at world 1 transforms this
knowledge into world 3, which is the only ‘real’ foundation for managing cultural changes in

and out organizations effectively.

world 1 -
physical
bodies

e actual truth and
reality

personal perceptions,
experiences, and
cognition

world 2 -
mental or
psychological

e objective abstract
products of the
human mind

e symbols

world 3 -
objective
knowledge

Exhibit 1. Karl Popper, Three Worlds of Knowledge
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Exhibit 2. Three Worlds of Knowledge in Organizations
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THE ROLE OF MARKETING IN GLOBAL AND LOCAL APPAREL

INDUSTRY
by Eka Nadareishvili

“Marketing is a management process whereby, the resources of the whole organization are
utilized to satisfy the needs of selected customer groups in order to achieve the objectives of
both parties. Marketing, then, is first and foremost an attitude of mind rather than a series of

functional activities” (McDonald, 1989, p. 8 cited in & Otubanjo 2013).

As argued by Ries &Trout, (1986 cited in & Otubanjo 2013) “marketing is a totally intellectual
war in which you try to outmaneuver your competitors on a battleground that no one has ever
seen”. This is exactly what is taking place today at the background of changing and rapidly
developing environment where competition for survival and thrive is a part of everyday
business life. Technological advancement, globalization , deregulation, general strides made
within any business have prepared ground for changes in almost any field, global apparel

industry turned out to be one of the developing industries sharing the faith of the rest.

Changes in the global apparel industry do represent a market-driven process, triggered by
typical strategic marketing management issues, such as: intense competition, the ongoing
globalization processes, increased global marketing and sales activities, changing structure of
global competitors as well as a fierce struggle for global market shares and customers’ loyalty.
It won’t be a surprise to underline that the basic research and development activities, in
effective combination with tailored marketing and sales activities serve as the most important

strategic action of the world apparel industry (Kesi¢ & Bertoncelj 2008).

As discussed by Kesi¢ & Bertoncelj (2008) globalization in its core meaning can be viewed as a
compound, market-conditioned world process, which is associated and triggered from all the
elements of the marketing way of thinking and acting, by rapid modification and
modernization of the way business is conducted, along with increasing rivalry and

competitiveness, in an attempt to optimally recognize changing needs of the global customers
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and obtain the ability to satisfy their long-term needs. At this background one of the key
challenges and priorities remains the ability to detect the needs of customers and satisfy them

in the long run.

Kotler et al (1999) argues that all companies strive to be successful. There are myriad of factors
that directly contribute to making a business successful — smart strategy, dedicated skilled staff,
excellent information systems and effective implementation. However, today's flourishing
companies tend to have one thing in common - a strong customer-focus and a deep
commitment to marketing. Successful companies of the 21 century share an absolute devotion
to sensing, serving and satisfying the needs of customers in well-defined target markets. Such
companies grant immense importance to the presence of motivated staff within the
organization in order to deliver high quality and superior value for their customers, directly
leading to high levels of customer satisfaction which serves as a backbone for success,

profitability and long stance at the market.

At the background of changing and developing environment creating customer value and
satisfaction are at the very heart of modern marketing thinking and practice and marketing
itself is the way of delivering customer satisfaction at a profit. Hence, the goal of marketing is
to attract new customers by promising superior value, and to keep current customers by

delivering satisfaction (Kotler et al 1999 p 28).

The role of marketing increases dramatically and we witness its surging value every day. Itis
all around us, the abundance of various products saturated with innovative features in order
to compete better and satisfy the chosen target group, flashing news on new products through
advertisements via different channels of communication and sales pitch from every corner.
We are exposed to marketing in almost everything we do. Yet, as noted by Kotler et al (1999.
p 29) “there is much more to marketing than meeting the consumer's casual eye. Behind it all

is a massive network of people and activities competing for our attention and money”.
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The marketing of the 21st century is a well elaborated concept, which must have an important
place in minds of general managers, since offered product / services aim towards creating a
synergy of excellent product meeting the market needs and customer satisfaction. So far the
product offered by Georgia’s apparel manufacturers is cut, make & trim service which fails to
reflect the view pointed out by Dumitrescu & Fuciu (2010 pp 23-24) that “in the field of
services, the marketing concept, in its most advanced form — client orientation — is
incorporated in providing activities, which are in an interdependency relationship. The
finality of these actions is given by the fundamental objective of every service providing unit:
maximizing the profit, in the conditions of satisfying and surpassing the consumers / users

expectations by quality, services and value”.

Global apparel industry has undergone tremendous changes in the last few years. The key
industry players found the immediate adjustment to market trends and market demands
unavoidable. In light of strong competition and rapidly changing environment understanding
the market becomes more complicated, where the common sense or study often fails to be
enough to find the right answer to the question on what are the key inputs of a successful
marketing strategy. At this background the retention and growth of loyal customers serves as

a sound foundation for further success.

With rising competition the phenomena called - global market, forces the domestic industries
of each country to find more sustainable sources of competitive advantage. Today the heart of
every business lies in strong market orientation. Hunt and Morgan (1999 cited in Qi, Wang, &
Zhang 2010) view that market orientation is a vital source of creating a competitive advantage
in any business. In addition, Narver & Slater (1990 cited in Qi, Wang, & Zhang 2010) refers
to marketing orientation as an organizational culture that helps businesses to create and exceed

values for customers.

Georgia’s apparel factories face the need to understand the demands of changing global apparel

market where rising competition forces textile and garment manufacturers to meet demanding
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customers’ needs, lower production costs, increase production efficiency and to create leaner
value-adding processes. Coping with these changes implies the presence of a strong internal
and external marketing to create a continuous supply-demand network. Constant
communication with potential and actual clients is a source of gaining knowledge from
customers that is later applied for customers. Most knowledge used in the apparel and fashion
industry for developing products is recognized as explicit knowledge. It facilitates the
generation of new revenues with the existing knowledge in the organization (Mocenco, Oiaru

& Popescu 2013).

Multiple literatures support the idea that customer is a critical ally for any smart strategy
within any organization. For that reason creating customer value, strong customer focus and
the satisfaction of customers is the only key to succeed in business. It is also the accountability
of the top management not only to make people achieve, but also improve/enhance this level

of satisfaction with the key focus on constant quality improvement (Kulkarni 2013).

Market orientation and accurately elaborated marketing mix in today’s business can be
reckoned as the soundest sources for sustainability and long stance in the market. As argued
by Yusefi (2008 cited in Kazemi et al 2013) marketing mix of services implies a consistent and
systemic attitude among its elements with the aim to be effective on customers' persuasiveness.
In other words, an appropriate product is available for customers with an opposite price using
desirable communicative and promotional techniques. Such attitude tends to develop
customer preference for a particular product that represents a competitive advantage for an

organization.

Marketing today represents an essential factor to the prosperity of all organizations around the
world. The marketing strategies involve obtaining new customers, branding, and influencing

performance. The reason behind all of these tactics is to encourage sales (Katoz, 2008).

As noted by Osman & Hasoneh (p 52013) the speed of changes today is far more higher

compared to what marketers have been used to. Many have failed to adjust immediately to
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new changes and hence faced a decline in gaining customer lifetime value. The intensity of
rivalry amongst all international players will likely remain on rising trend posing question
whether having solely competitive advantage be enough for continued existence. Companies
willing to survive and sustain growth face the need to integrate the proactively in all sub
functions of marketing that covers marketing management, advertising and sales promotion,
market research, new product development, market logistics, customer service, trade
development and customer relationship management . In light of changing and developing
environment global competition in all industries is likely to cover wider section of the
marketing function, where the success lie in the effective network of relationships with the

pivotal focus on customer lifetime value management.
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POST-SOVIET GEORGIAN APPAREL SECTOR OVERVIEW
by Eka Nadareishvili

Georgia boasts a rich history in apparel production dating back to old Soviet Times, when local
factories specialized not only in quality garment production but also raw material production such
as silk and wool. The sector was one of the key contributors to the state budget claiming

approximately one third of generated income.

Unfortunately, the collapse of the Soviet Union turned out to be disastrous for Georgia, affecting
all major industries striving in the country. Once thriving apparel and textile industry have been

badly affected and marred with no hope of immediate revival.

Georgia’s independence bought in a new hope and new opportunities. Several wealthy and
flourishing entrepreneurs dismayed by the fate of Georgia’s apparel sector greatly contributed to
the gradual revival of once thriving industry and facilitated the engagement of local apparel

manufacturers in CMT (Cut Make and Trim) processes.

Recent years have seen apparent growth tendency in post-Soviet Georgia’s apparel industry. One
of the most labor intensive sectors got huge support from the Government of Georgia (GoG) that
provided sound bases for its revival and ongoing development. The liberalization of the economy
and creation of business friendly, corruption free environment turned Georgia into one of the most

attractive outsourcing and investment destinations for the international market.
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Georgia’s apparel revival commenced from 2004, when neighboring Turkey revealed a great
interest towards Georgia’s apparel sector due to favorable environment, competitive labor costs
and special trade relationship Georgia exercise with Turkey with the support of the Georgian
Government. According to data provided by GNIA (Georgian National Investment Agency)
annual apparel production has boosted since 2004 from GEL 8 Million in 2004 to around Gel
40Million in 2010. (Georgian National Investment Agency & Apparel Sector Overview)

Post - Soviet Georgia’s Apparel Sector undergoes quite tough time especially at the background of
highly competitive and demanding global environment, where efficiency, flexibility, and strict
compliance with the international market requirements are the key for survival. Although some
factories have been in the market for a long time, they still face challenge mostly reflected in high
quality production in a short time and absence of the compliance with the internationally
recognized Health, Safety & Environment (HSE) standards claimed from the international buyers

and retailers.

Currently, Georgia’s apparel factories rely solely on the state order which is limited in quantity
and encounters only one style — uniform, for that reason local factories mostly developed great
skills for the production of uniforms in relatively small quantities. Reliance only on state orders
greatly limits the ability of the local factories to stay long in the market and to further develop

skills suitable for the international market.

Concentration strategy taken by most of the local factories is in urgent need of adjustment and
change, since it no long will provide source of high revenue and survival. The existing strategy
undertaken by local apparel manufacturers lacks sustainability that leaves no clear vision on how
to add value to the general strategy. Apparently, dependence only on the local state tenders
acquires less importance, especially for those ambitious factories willing to commence operation
at the international market. The niche, carved out by most of local manufacturers, has no real

potential for growth and especially for profitability. Due to being involved in niche, most factories
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lack key skills required by the international buyers and retailers, such as speed performance in

high quantity characterizing for mass production.

Factories are willing to deal with export however, prefer first get orders and then adjust themselves
to customers’ requirements that often deters the successful finalization of a deal. Among many
other requirements imposed by the international buyers and brands is the effective practice of
Corporate Social Responsibility (CSR) and compliance with established standards. This is a very
important trend picked up by many companies, which is incorporated in general business and not
a separate project. Georgian apparel factories are aware of the necessity to do so, but the problem

is the prioritization

Georgia’s apparel industry faces need for rapid change in the most effective way in order to catch
the unique opportunity existing in the global and local markets. The only way for survival seems
to be the development of skills and capacity to serve the international brands and retailers
especially now at the background of weakening outsourcing countries such as China where the
recent years have seen significant surge in prices, forcing many brands and retailers to shift to

other countries for outsourcing reasons.

Ongoing developments at the global apparel market benefits Georgia and triggers higher interest
towards our country. This can be attributed to rising prices in several major sourcing markets due
to sharp surge in the costs of labor, energy and raw materials. At the background of growing
demand for fast fashion retailers were forced to maintain lower stock. This trend became even
more prominent following the global crisis, which resulted into drop in sales and forced retailers
to mark down items which they had overstocked. In addition, companies have to manage their
environmental footprint though corporate social responsibility programs in response to increasing
consumer awareness. As a result of these developments, many brands are still in the process of
looking for opportunities to diversify their sourcing partners by sourcing from markets closer to
home and sourcing from countries where labor costs are lower. (“Global Apparel Markets”, No 16,

4% guarter 2011, p 4)

104



In order to take the advantage of recent global market developments and in attempt to promote
and support our country the Government of Georgia has made great strides in terms of making
Georgia as one of the attractive investment and outsourcing destinations for many brands and
retailers. According to GNIA information, In 2011 Georgia was widely recognized as an easy place
to start a business according to the World Bank report. Georgia was ranked 12th out of 183
countries and is the No. 1 reformer in the region over the past 5 years. (Georgian National

Investment Agency).

Currently Georgia’s apparel sector counts approximately 200 apparel manufacturing companies,
95% of which are micro-enterprises. The key investors are from Turkey, who first sensed the great
opportunity of Georgia and opened several Turkish invested factories in Adjara Region. Today the

number of Turkish invested factories reaches 7.

Constant collaboration with the key apparel Turkish invested factories revealed the surging
interest towards opening more factories in Georgia due to favorable business climate, competitive
prices, proximity and special relationship that Georgia and Turkey exercise with full Government
support. Currently well-known brands producing in Georgia are Tommy Hilfiger, Marks &
Spencer, Mexx, Koton, Puma, George, Miss Etam, Lotto, Per Una, Lebek, Zara, Autograph, Hawes
& Curtis and etc. More brads reveal interest in commencing operations in Georgia. (Georgian

National Investment Agency — Invest in Georgia)

Our country faces great opportunities due to good potential for growth in the apparel sector in
beneficial combination with the ongoing changes in global apparel industry. Georgia needs to
create sustainable advantage, by focusing on immediate advancement of skilled labor capable of
performing up to required standards both in terms of quality, quantity and shorter time on account
of increased productivity. Dynamic emphasis on increasing the efficiency and active promotion of
benefits offered by Georgia will provide unique platform for turning our country into a key

destination for outsourcing and investment.
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Abbreviations

CTM - Cut, Make & Trim

CSR — Corporate Social Responsibility

GNIA- Georgian National Investment Agency
GoG -Government of Georgia

HSE — Health, Safety & Environment
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HOLISTIC MARKETING AND ITS IMPORTANCE TO GEORGIA’S

APPAREL SECTOR DEVELOPMENT
by Eka Nadareishvili and Nino Kobaidze

Marketing does represent an evolving and vibrant discipline that cuts across every spectrum

of life. This can serve as a justification why modern societies are getting more engaged in one
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form of marketing activity or the other. The latest advancement in technology has greatly
contributed to a free flow of modern goods and services as well as information amid businesses
and institutions, thereby turning the marketing environment into a global village (Ewah 2007

cited in Ewah & Ekeng 2009).

Marketing of the 21st century is distinct by its relationship orientation. With no shift in its
essence, marketing is redirecting its efforts of increasing organizational performance through
the development of long-term relationships with all important parties such as suppliers,

customers and other stakeholders (Nikolae ez.a/2009).

One of the latest directions in modern science of marketing is the notion of holistic marketing
which emphasizes the importance of interaction with the public. Public today covers a broad
range and encompasses all related parties that facilitate the effective implementation of
business. Elaboration and implementation of holistic marketing is directly linked to unique
opportunities offered by developing high technology and customer relationships management
system (Krikovcev 2011). As a result today companies have a chance to constantly remain in
touch with the target group, and with gained information develop and maintain numerous

perspectives.

To remain competitive in rapidly developing environment companies need to adjust to new
requirements that consider not only maintenance of required skills but the development of
new mindsets and attitude with the focus on the importance of marketing principles which
serve as basis for success and stipulates the long term existence. The basic marketing principles
paved the way for evolving a holistic marketing as a way to better contribute to business goals
achievement. In holistic marketing all relevant marketing activities starting from product

development to sales are viewed as a unity essential for achieving focus.

Holistic marketing concept views marketing as a complex activity with the acknowledgement
that everything matters and attempts to develop and sustain numerous perspectives on the

company’s commercial activities. Holistic marketing underlines the importance of integrated
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perspective in order to design and implement an effective marketing. Hence, the key strength
of holistic approach is reflected into its broad perspective leaving more room for flexibility and

ability to look at challenges and opportunities from various positions (Business Dictionary).

Today Georgia’s apparel industry is in desperate need of holistic marketing. Mawson (2013)
recognizes the following benefits of the holistic marketing approach: better achieved focus &
direction, happy and satisfied customers, attraction of new business, more professional image,
source of differentiation from competitors, growing awareness of business, creation of the right
environment for success and motivational support. Georgia’s apparel industry does need all
these benefits associated with the holistic marketing in order to turn into a successful industry

capable of competing with the global competitors.

Koler and Keller ( 2006 cited in Nigam 2013) noted that there are several components of
holistic marketing such as: 1 Relationship Marketing — which brings together customer service,
quality and marketing, 2 Integrated Marketing — to deliver value to customers, 3 Internal
Marketing — appropriate principles implemented a company, 4 Social Responsible Marketing

— ensure social welfare of customers.

Today the most value and benefit stemmed from holistic marketing approach is the long term
bond with clients, since success and long stance on the market hinges on ability of businesses
to shift their strategy from focusing on product portfolios to focusing on customer portfolios.
Holistic marketing approach integrates different mediums interaction with the focal point that
instead of multiple planners and groups working independently for the same campaign, a
single group can better evaluate all mediums in order to determine the highest return on
investment. Hence holistic marketing focuses on the extensive correlation and
interrelationship with firms marketing plan, customer service and internet advertising with

core customer orientation (Nigam 2013) .
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Observation of Georgia’s apparel manufacturers revealed need for holistic approach to existing
challenges which are reflected in poor understanding of target market and inability to meet
the international apparel industry need both in terms of quality and quantity. Local apparel
manufacturers mostly are engaged in transactional marketing which is being changed to
relationship marketing that requires new approach and understanding of business and the

importance of long term relationship with the market.

Meeting target groups’ demand forces companies to be more engaged in a complex, diversified
set of connections not only with beneficiaries but also with the community, surrounding
environment, government and legislation that shape holistic orientation of contemporary
marketing. Holistic marketing involves development and implementation of effectively

combined and correlated marketing programs, processes and measures (Nicolae et.al 2009).

As noted by Chajka (p1. 2013) “holistic marketing requires strong involvement of stakeholders
in decision making, decentralization and constant feedback to management, interactivity of all
elements of the system recognizing the importance of each element, it is considered as a
model of integrated planning, development and implementation of marketing programs,

processes and activities with deprivation of rigid centralization”.

Opposite to this statement local apparel manufacturers fail to ensure a strong involvement of
stakeholders. The underestimation of marketing principles and the absence of strong
marketing programs results into weak positioning both at the local and international market,
weak understanding of target market and lack of loyalty from customers. The absence of
holistic marketing deprives the apparel sector of correlated marketing programs and of
streamlined marketing channels to ensure dissemination of clear and consistent message to
target group. Local apparel manufacturers need to start understudying the importance of
holistic marketing approach and the value of integrating all related activities into every day
working process, since survival in light of harsh competitions from low cost countries largely

depends on flexibility and commitment to target group requirements.
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There is an apparent need for the local apparel industry representatives to understand and
comprehend a holistic concept of marketing as basis of integrated interactions with client
firms. This largely poses a need on local factories for designing or changing marketing
strategies in order to make them more efficient and consistent with the modern developments.
Initially, it requires the better understanding of general marketing principles and
implementation of the following relevant activities such as: the growth of marketing science,
the growth of holistic marketing, the rise of partner relationship marketing and customer
relationship marketing, determination of new points of differentiation and positioning on the
base of consumption chain analysis, creation of customer-centered brand management and a

market-driven organization supported by successful change program (Beba & Mira 2007).

Holistic marketing is considered as an integrated marketing approach with the focal point of
amalgamating all aspects of marketing and marketing strategies. It envisages the holistic view
of all internal processes and often involves a broader view of the circumstances and the long-
term goals of a company. With the smart holistic marketing approach local apparel
manufacturer will be given a chance to create healthy environment within the factories,
establish effective communication between the various teams and thus eliminate the lack of
contact which often results into product failure. It will facilitate the implementation of
expansion strategy on account of keeping satisfied and loyal customers. While being at the
current slow revival path local apparel industry key players face an urgent need to fathom the
value of holistic marketing and view it as a part of essential step that serves as a bridge between

the current and desired state.
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ABSTRACT

Growing competition forces companies to develop models to continuously scan for
information as a sole way to develop a competitive edge over rivals. In this context, the
presence of an effective marketing intelligence model has turned into an imperative driver of
competitiveness. The existing marketing intelligence model seems to operate effectively in
developed countries. However, it fails to function effectively in developing countries such as

Georgia.

Marketing intelligence, as an input to marketing information system, greatly assists in effective
marketing decision making (Kotler, 2006). Association between marketing intelligence and
competitiveness has been a subject of consideration among scholars (Cavusgil et al. 1993;
Lewis, 2006; Lui, 2010; Beard, 2012). However, the relationship between marketing
intelligence and competitiveness has not been the focus of an empirical study in the apparel
industry of post-Soviet Georgia. The present research aims to fill the gap by observing the
relationship between them and investigating marketing intelligence as a strategy to enhance

the competitiveness of the apparel industry in post-Soviet Georgia.

The findings of this research resulted in an empirically validated model of best practice
which integrates the strategic application of marketing intelligence to enhance the
competitiveness of Georgia’s apparel industry. The comparative case study resulted in a
model that can eliminate the existing information loss in the current model and facilitates
the alteration of behaviour that will lead to improvements in industrial practice and
enhanced responsiveness to global apparel market needs. The interpretivist approach
enabled the researcher to look deeper into the phenomenon, which is composed of human
behaviour, knowledge and attitudes. Semi-structured interview data aided in understanding
the phenomenon from the participants’ viewpoint; the interviews were complemented by

related reports to validate the interview data.

As a result of the study, recommendations have been made to industry members, the apparel
and footwear association, and the Government. The research coincides with the
Government's effort to foster the development of the apparel industry, so it can significantly

influence the advancement of the industry and industrial competitive practice.
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CHAPTER 1 INTRODUCTION
1.1 Introduction

The apparel industry, as a catalyst for national growth and development, is viewed as one
of the first manufacturing sectors to emerge in economically developing Georgia. As it is a
labour intensive sector, the Government of Georgia is interested in its enhancement, as a
way to combat still dominant unemployment. However, the development of Georgia’s
apparel industry is contingent on flexibility and ability to respond to changing global
apparel market needs effectively (World Bank, 2012).

Georgia's apparel companies have equal access to marketing intelligence; however, as noted
by Powell & Allgaier (1998), intelligence might fail to deliver value unless appropriately
analysed and integrated into a decision-making process. Fleisher (2008) also argued on the
value added concept of the rational application of marketing intelligence which could lead
to more targeted actions in order to enhance performance. These arguments imply that the
competitiveness lies in a firm's ability to strategically utilize marketing intelligence and not

only in its ability to access it.

Marketing Intelligence (MI), the phrase coined by Kelley in 1961, immediately attracted
much attention among scholars (Chen, 1995; Powell & Allgaier, 1998; Trim & Lee, 2007;
Fleisher, 2008; Nwokah, 2012; Nasri, 2012), as a sound tool to enhance information

management that provides a unique basis for effective strategic decision-making.

In light of technological developments marketing intelligence as a component of marketing
information system is considered to be a great input to effective marketing decision making.

(MKIS) Marketing Information System consists of four inputs provided below:

Figure 1. 1 Marketing information system.

Marketing intelligence system Marketing research system

N

Decision support system

MKIS

Internal accounting system Analytical marketing system

Source: Lecture notes (Lancaster, 2007)



The advent of a digital marketing created a need for adopting a more sophisticated MKIS system
that helps members of the marketing team make better decisions based on sound marketing
research and analytical system. The combination of variables in the MKIS system enables
companies to keep track of the marketing environment by obtaining and analysing valuable

intelligence for faster decision making and effective response to market needs (Kotler, 2006).

Marketing intelligence has always represented a sound basis for designing a valuable
strategic plan. According to Lancaster (2007), even in old times, countries won wars not due
to superior military presence but due to effective intelligence processing system. The
rational application and processing of intelligence have seen considerable developments due
to technological advancement and turned into a valuable input for the survival and

successful positioning of a company.

There is evidence of its rising importance in recent research studies. In view of Armstrong
(2010) marketing intelligence is a constant collection and assessment of publicly-available
information on consumers, competitors and general developments in the marketplace. This
aspect has acquired great importance in the light of high tech developments where consumers
became more cognizant and demanding. Assessment of marketing intelligence has turned into
the basis for success especially for the customer driven apparel industry. Technological
advancement has significantly facilitated the improvement of the entire apparel
manufacturing processes, like providing access to intelligence, better networking and
coordination among the actors of the whole apparel value chain (Carpenter, 2011). In the
light of these developments marketing intelligence, as a system for capturing relevant
information for rational decision-making, has turned into an essential catalyst for
enhancing the competitiveness of industry, since it provides a continuous flow of
information on new technologies, markets, customers, and the economic and regulatory

environment that might influence a company’s position (Nasri, 2012).

However, not all information in a database is publicly available. It requires skills for obtaining
and processing the relevant piece of information. Indeed, marketing intelligence is a valuable
commodity for creating knowledge and means for being proactive and advantageously
positioned within the market however it hinges on the ability to process intelligence, which

is missing in Georgia’s apparel industry (Presser, 2013).

Despite acknowledged benefits, the existing marketing intelligence model fails to deliver
value to post-Soviet, economically developing Georgia's apparel industry, which has a
potential to be a thriving fashion and clothing industry. The potential for being successful
clothing hub has been identified by the international experts of the USAID (2011), since

Georgia enjoys several major benefits relevant for the apparel industry. These benefits are:
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competitive labour force and costs, unique location by bordering Turkey, free trade
agreement with Turkey and business friendly environment. However, the existing
marketing intelligence model does not work in Georgia’s apparel industry due to prevailing
poor marketing culture and the consequent inability to utilize marketing intelligence
strategically (Bishop, 2011; Carpenter 2011).

All scholars have dealt with the benefits and the importance of marketing intelligence in
the developed countries with a well-developed marketing background. The strategic use of
marketing intelligence has not been a subject of exploration among scholars in relation to
the apparel industry of developing countries, with a weak marketing background. The
present research aims to investigate why the standard model of marketing intelligence failed
to deliver value and enhance the competitiveness of the apparel industry in post-Soviet
Georgia. To satisfactorily address this research topic and the research question, it was
essential to examine the degree of marketing intelligence presence in Georgia's apparel

industry and evaluate its application in local and Turkish factories operating in Georgia.

According to the EPI-USAID (2011) assessment report of Georgia’s apparel industry,
Turkish factories operating in Georgia perform much better than local factories. This report
provided the basis for a comparative case study that looked at the effectiveness of marketing
intelligence model in Georgian and Turkish factories operating in Georgia. The researcher
evaluated primary data obtained from ten semi-structured face-to-face, individual interviews.
The interviews were conducted with the managers/ deputy managers and the line managers
of two preselected factories - one Georgian-owned and one local Turkish-owned, with the
apparel and footwear association of Georgia, the Government representatives of Georgia and
Thilisi fashion week. The research process has revealed a need for more interviews therefore
in addition to official 10 interviews the researcher conducted forty - seven unofficial
interviews with the followings: three other factories in Batumi, one factory in Kutaisi, seven
factories in Thilisi, former leader and deputy leader of the USAID project — EPI Georgia, two
international experts of USAID, representatives of the vocational educational centre, three
other Government representatives, two other members of Tbilisi Fashion week, two other
members of the association and three Georgian fashion designers. The interviews were
conducted with different groups such as: apparel factories, the Government of Georgia, apparel
& footwear association, Tbilisi fashion week, experts from the USAID project and Georgian

fashion designers.

Due to researcher’s involvement in the apparel sector development, access to all interviewees
was ensured. In selecting the sample, the researcher followed non-probabilistic sampling. The
selection of one Turkish owned factory was purposeful among the existing four Turkish

factories operating in Georgia, which according to the USAID apparel sector assessment (2011),
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represents one of the biggest and the most successful Turkish owned factories where most of
the international brands outsource. On the other hand, the selection of Georgian factory from
the existing 10 factories was based on the following criteria: flexibility, innovative character,

and size.

The comparison of these factories aided in identifying the major challenges and designing a
new model of practice that can be used by Georgian apparel manufacturers. Due to researcher's
high involvement in the apparel sector, access to potential interviewees was ensured prior to

commencement of the research.

The present research covered three years’ data from 2011 to 2013. This is the period when the
researcher became involved in the first Government of Georgia (GoG) initiative to prepare
grounds for the more competitive apparel industry. During this period, the USAID project was
launched with the apparel industry identified as one of the focal areas of concern. Hence, the
researcher was engaged in the preparation of assessment reports and studies of the industry

with the international apparel industry experts.

Due to the interpretivist philosophy chosen for the present research qualitative data was
collected to address the research question. However, descriptive quantitative data was also
collected. Through analysis of collected data, the researcher identified the weaknesses in the
functioning of the existing model and obtained a conceptual understanding of the
phenomenon, revealing a flawed functioning of the existing marketing intelligence model in
post-Soviet Georgian apparel industry. The primary qualitative data collected was subject to
thematic analysis, as one of the most applied methods for analysing qualitative data. By
analysing the obtained data and reference to the developed conceptual framework, the
researcher created six themes that helped to go deeper into the sources of the problems in the
existing marketing intelligence model. The quantitative data obtained was analysed through
ratio analysis. It aided in evaluating the operating and financial performance for the factories,
such as their efficiency and profitability. Ratios were applied to compare Georgian factory's

performance with the Turkish factory.
1.2 Research background

Ahmad (2010) noted that the environment in which companies had to perform was frequently
characterized by constantly unpredictable change. The importance of analysing the external
environment arises from the crucial role it has on the competitiveness, growth and profitability
of a company. In that regard, scholars (Meunier-FitzHugh & Piercy 2006; Nasri, 2012; Mikulski
& Mikulski, 2012) argued that marketing intelligence, as a system for capturing information
from the external environment, greatly facilitates rational decision-making process and the

consequent enhancement of competitiveness of a company.
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Competitiveness in the economic climate of the 21st century requires tools for improved
understanding of the changing competitive environment. Companies usually have access to
marketing intelligence; however, competitiveness lies not only in the presence of intelligence
but in a timely identification of relevant part that can be used for building data platform and
ensuring adequate response. “Successful use of competitive marketing intelligence often
requires information technology in the form of competitive intelligence tools to aid the
marketing manager in filtering and sifting through the volumes of available information”
(Chen, 1995 cited in Heinrichs & Lim, 2008, p. 62).

A story by academic researcher Lui (2010) emphasizes that the future competitiveness of
manufacturing operations, in a dynamic and extremely complex business environment, hinge
on forward-thinking strategies based on sound intelligence. The global manufacturing
industry has witnessed a remarkable modification as a result of high-technological
developments. Therefore, future of the apparel industry is contingent on efficient strategies

with a strong foundation of relevant marketing intelligence.

Despite recognized benefits, the existing marketing intelligence model fails to deliver value in
Georgia's apparel industry, partly due to prevailing poor marketing culture and the resultant
inability to utilize marketing intelligence strategically. Georgian apparel companies have
access to intelligence; however, due to the absence of a marketing team, factories fail to timely
identify a relevant piece of information and disseminate it effectively, which itself requires

adequate analysis and integration into a decision-making process (Powell & Allgaier, 1998).

The strategic application of marketing intelligence has never been the topic of investigation
among scholars in relation to apparel industry of developing countries. The present research
aims to explore why the standard model of marketing intelligence failed to deliver value in
Georgia's apparel industry. Through collaboration and a closer look at Georgian and Turkish
factories operating in Georgia, the researcher was able to identify major weaknesses inherent
within the existing marketing intelligence model. The research resulted in developing a new
model of marketing intelligence practice that would be efficient for developing countries.
Developing countries such as Georgia, trying to become a part of the global apparel value
chain, need to reconsider capabilities and introduce relevant changes at all stages of the

production process in order to compete effectively (Cattaneo et al. 2010).

The researcher has been collaborating with Georgian apparel factories, Turkish factories
operating in Georgia, the Government of Georgia and the apparel and footwear association of
Georgia from 2010 to 2014 through the USAID project. The project was funded by the US
Government in support of Georgia's apparel industry development, which remains a high

priority sector for the Government of Georgia because it is a large employer. In the absence of
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the apparel industry experts in Georgia, the researcher had the opportunity to work with the
international apparel industry experts and acquire adequate experience. Therefore, the gained
knowledge of the industry, access to information and already established trust and good

relationship with local apparel industry representatives, greatly aided the research process.

The USAID project made an assessment of Georgia’s apparel industry in 2011 highlighting
several weaknesses. Among the identified weaknesses were several factors considered in the
present research such as: the weak marketing culture and the shortage of required skills.
Therefore, this study can be considered as an extension and further exploration of work
already undertaken which has not signified the importance of post-Soviet developing

environment and still dominant post-Soviet mind-set.

The present research looked at three years’ data from 2011-2013. The findings of the research
have provided valuable input to propose a new model of practice, focusing on an improved
understanding of the marketing intelligence theory and the impact of its rational application
to the competitiveness of post-Soviet Georgia’s apparel industry. The new model considers
marketing intelligence as a key strategic tool to foster the performance and competitiveness of

Georgia’s apparel industry.
1.3 The importance of the research

Mounting competition and globalization pose the urgent need for quick response and
competitiveness of business processes, products and services, which calls for accurate
understanding of market requirements. As noted by Igbaekemen (2014), the marketing
environment is changing at an accelerating rate, therefore need for precise intelligence has
never been more critical. The shifts are dramatic, from local to global marketing, from buyers'
needs to buyers’ wants, from price to non-price competition. In this realm, companies face
pressure for much better environmental scanning for effective strategic decisions aimed at

enhancing competitiveness and strong positioning.

The volume of data generated daily in organizations requires the application of tools capable
of creating knowledge from stored data in order to use it proactively. Proactive action has
turned into an essential element, achieved by having constantly updated information on
market developments, which is subject to immediate processing in order to provide the
platform for increased competitiveness (Guarda et al. 2012). Today, competing companies use
intelligence to better interpret what is happening in the global market to develop new and

more effective forms of data analysis and interpretation.

Trainor et al. (2013) highlight the importance of strong marketing intelligence that helps
companies increase awareness on relevant markets and accurately utilize market knowledge

that serves as an important enabler of a company's new product development capability. The
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local apparel industry representatives in Georgia lack the basic understanding of the value of
marketing intelligence and its rational application in the light of a growing and competitive
global apparel industry. Improved understanding of the value linked to marketing intelligence
and market orientation can facilitate the development of Georgia's once thriving apparel sector

and make it into a major garment producing destination (GNIA, 2011).

The apparel industry is one of the oldest industries in Georgia. Despite its inherent strengths,
including the unique location by bordering Turkey which reduces the transportation time and
provides low-cost labour and favourable business conditions that are relevant inputs for the
apparel, it suffers from a significant competitiveness gap. The competitiveness gap refers to a
low level of competitiveness and inability of the industry to compete with other low-cost
countries despite the available input (GNIA, 2011). Georgia's apparel industry assessment by
the EPI-USAID (2011) identified several key inputs to the competitiveness gap such as: the
poor presence of marketing culture, low efficiency of workers and the consequent low
responsiveness to global market requirements. The researcher has examined these and other
factors in the context of post-Soviet Georgia’s apparel industry. Therefore, this study can be
viewed as an extension and further exploration of work already undertaken by others, which
has not signified the importance of post-Soviet developing environment and still dominant

post-Soviet mindset.

The reason for selecting this sector was deliberate. In the light of still dominant high
unemployment level, the development of labour-intensive industry is of high importance to
the Government of Georgia. The research coincides with the Government's effort to advance
the growth of the apparel industry therefore it can significantly influence the development of
the industry. The Government of Georgia, the Ministry of Economy of Georgia and Georgia's
apparel and footwear association are all interested with the research findings, which would

have a significant impact on manufacturing practice.

The research aimed to develop a new model of practice integrating the rational application of
marketing intelligence into a strategic decision-making process to enhance the
competitiveness of post-Soviet Georgia's apparel industry. The resultant model of practice can
aid Georgia's apparel industry in creating awareness on the value of marketing intelligence and
its rational application. Such an approach can aid the industry representatives to become
cognizant of the global market requirements and hence, design a strategy to fit the changing

global apparel industry.

The research focused on the existing standard marketing intelligence model, which contains
flaws and remains ineffective in post-Soviet Georgia's apparel industry. The existing flawed

model has not been a subject of criticism and evaluation among scholars in relation to the
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apparel industry. Therefore, the present research has contributed to closing the research gap
by seeking to understand the limitations of the model that still prevent the delivery of value
in post-Soviet Georgia's apparel industry. The value of the rational application of marketing
intelligence is generally reflected in efficient networking and the higher responsiveness to
changing market needs, as well as in more insightful market-based actions that lead to
competitiveness (Fleisher, 2008; Ogztiirk et al. 2012).

In addition, the developed model is characterized by a high level of applicability. Applicability
refers to a degree to which the findings can be applied to different contexts and groups. It is
an ability to generalize from the findings to a larger population, by using the strategy of
transferability (Klopper, 2008). The present research can be regarded as having a high degree
of applicability. It can be applied by other factories and manufacturing industries within post-
Soviet Georgia, which is still suffering from the low level of competitiveness which in the
context of tough competition leads to failure. However, application of the delivered model in
other factories and other industries can be appropriate only with the consideration of
particular nature of each factory and industry. By considering general weak marketing
background and consequent poor application of marketing tools, the research results can be
used and generalized to a larger population in view of characterising features of each industry

and following a tailored approach.

The research delivered a set of propositions underlying the value of the rational application of
marketing intelligence in post-Soviet Georgia’s apparel industry. Most importantly the
research delivered the model of best practice which integrates the strategic application of
marketing intelligence with strategic decisions to enhance the competitiveness of post-Soviet
Georgia's apparel industry. If implemented, the new marketing intelligence model can serve
as a strategy to enhance the competitiveness of the industry and increase its responsiveness to
global apparel market needs. The findings of the research can have a significant impact on the

Government policy and general industrial practice.

The key constructs were framed into a cohesive framework and a set of propositions were
developed highlighting the importance of a rational application of marketing intelligence in
post-Soviet Georgia's developing apparel industry. Finally, the researcher provided suggestions
for further research in this emerging area of interest. There is a room for a wide array of
academic research projects into many other processes related to the development of a

successful marketing intelligence model for developing countries.
1.4 Aims and objectives of the research

The aim of the research is to investigate why the standard marketing intelligence model failed

to deliver value to post-Soviet Georgia’s apparel industry. This was achieved through a
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comparative case study of preselected two factories - one Georgian and one Turkish owned
factory, operating in Georgia. In selecting the sample, the researcher followed non-
probabilistic sampling. The selection of one Turkish owned factory was based on its relatively
big size, flexibility of operations and positioning in the global apparel market, as one of the
attractive destinations for outsourcing since most of the international brands outsource their
production process to this factory. The selection of the Georgian factory from the existing 10
factories was based on the following criteria: flexibility, relatively big size and innovative
character (EPI-USAID, 2011). In order to investigate the faults of the existing marketing

intelligence model in Georgia’s apparel industry the following objectives were identified:

1. To critically review the literature on the concept of marketing intelligence and evaluate

its effect on the competitiveness of organizations.

2. To determine the degree of marketing intelligence presence within preselected two
factories- one Georgian and one Turkish operating in Georgia. (Individual, semi-structured

interview)

3. To analyse the application of marketing intelligence within Georgia's apparel industry,
why the standard model fails to deliver value. This was achieved through comparison of pre-
selected two factories — one Georgian and one Turkish, operating in Georgia. (Individual, semi-

structured interview)

4. To compare the effectiveness of marketing intelligence application between preselected
two factories — one Georgian and one Turkish, operating in Georgia where most of the
international brands outsource the production process. (Individual, semi-structured interview

which was complemented by related reports)

5. To develop an empirically-validated model of practice which integrates the strategic
application of marketing intelligence with strategic decisions to enhance the competitiveness

of post-Soviet Georgia’s apparel industry.

The relationship between marketing intelligence and competitiveness was embedded within
the relevant literature; therefore the first objective was addressed through the critical review
of related literature. This helped to develop better insights on the benefits of marketing
intelligence in order to evaluate its impact on the competitiveness of Georgia's apparel

industry.

Second, the third and fourth objectives were addressed through the in-depth assessment of
primary data obtained from 10 official, individual semi-structured interviews with the
managers, deputy managers and line managers of preselected two participant factories, as well

as with the Government of Georgia, apparel & footwear association and Tbilisi fashion week.
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For a richer story the research process has revealed a need for more interviews therefore in
addition to official 10 interviews the researcher conducted forty — seven unofficial interviews
with the followings: three other factories in Batumi, one factory in Kutaisi, seven factories in
Thilisi, former leader and deputy leader of the USAID project — EPI Georgia, two international
experts of USAID, representatives of the vocational educational centre, three other
Government representatives, two other members of Thbilisi Fashion week, two other members
of the association and three Georgian fashion designers. The interviews were conducted with
different groups such as: apparel factories, the Government of Georgia, apparel & footwear
association, Tbilisi fashion week, experts from the USAID project and Georgian fashion

designers.

Data collection tools for second, third and fourth objectives were individual semi-structured
interviews, which gave the researcher flexibility to obtain the deeper understanding of the
inherent problem. According to Cohen & Crabtree (2006), semi-structured interviews enable
researchers to be prepared ahead of time and appear more competent during the interview. In
addition, it allows informants the freedom to articulate their views in their own terms. In
addition, interviews were complemented by related reports to triangulate and validate them.

Obtained data and adequate evaluation served as inputs to address the fifth and final objective.

In selecting the sample, the researcher followed non-probabilistic sampling. The sample
chosen for the present research were two factories. The selection of factories — one Georgian
and one Turkish - was based on their size, flexibility and innovative character. The initial focus
of the researcher was on the whole population comprising ten Georgian and four Turkish
factories operating in Georgia. However, based on the recommendation of the panel during
the transfer interview, the researcher has changed the direction of the thesis as a comparative
case study, which triggered the need to minimize the number of participant factories.
Consequently, the researcher has looked at preselected one Georgian and one Turkish factory
operating in Georgia. The selection criteria for both factories were: size, flexibility and

innovative character.

Apparel sector assessment, made by the industry experts from the USAID project (Bishop, 2011
& Carpenter, 2011) revealed that marketing culture and production efficiency levels are higher
in Turkish factories operating in Georgia compared to Georgian factories. Turkish factories,
despite being staffed by Georgian employees, respond better to global apparel market needs,
reflected in the stronger positioning and higher returns. These findings suggest that marketing
intelligence in Turkish factories is more effective. Intelligence, coming from the competitive
landscape, reaches the destination with minimal loss, enabling companies to respond to global

market needs more effectively. In contrast, local factories in Georgia have access to the same
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marketing intelligence but fail to deliver value, which creates a competitiveness gap and

constricts ability to respond to changing global apparel market needs.

Comparison of marketing intelligence application between Georgian and Turkish factories
operating in Georgia greatly helped the researcher to identify the degree of marketing
intelligence and the effectiveness of its application, with the focus on the consequent impact.
The present research looked at three years data from 2011 to 2013. The implication of the
present research is based on the proposition that with the rational application of marketing
intelligence competitive environment is better considered and practically understood that

increases the level of competitiveness.

Finally, a new model of practice is developed emphasising the rational application of marketing
intelligence as a strategy to enhance the competitiveness of post-Soviet Georgia’s apparel
industry. This has been done by identifying the elements of best practice among the successful

international companies that can be incorporated within the apparel industry.
1.5 Research problem & research question

The rapid advancement of technology drives changes in all industries, triggering a need for
modification and design of enhanced business models and tools. In the light of progressive
developments, data mining analysis has turned into a major tool for identifying new markets,

business strategies and new operating models that generate and enhance growth and
profitability (Rihter & Halle, 2015).

Traditional marketing decision-makers found the established marketing intelligence model
effective in support of strategic decision-making (Trim & Lee, 2007). Even in the late 1920s,
Bell (1996) recognized the absence of adequate marketing intelligence model as a cause for the
lack of strategic planning and contingency-based decisions. However, regardless of the
recognized benefits of marketing intelligence, the existing model fails to operate effectively in
post-Soviet Georgia's apparel industry, which leads to a competitiveness gap (EPI-USAID,
2011). No empirical research has been undertaken so far on how the model operates in
developing countries such as Georgia, therefore the present research has addressed the void in

the literature.

Local apparel factories in Georgia have equal access to intelligence. However, because of poor
applicability of the existing marketing intelligence model, it can be highlighted that obtained
intelligence fails to deliver associated value and benefits. This is because of the shortage of
skills capable of identifying, processing, disseminating and integrating intelligence into a
decision-making process. Among the multiple reasons for the relevance of the existing
marketing intelligence model, Kumar et al. (2010) viewed managers' inability to see the actual

benefit of the proper utilization of marketing intelligence as a major barrier for value delivery.
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Consequently, to reiterate the above-noted idea articulated by Powell & Allgaier (1998) that
the achievement of higher competitiveness is more contingent on an effective application of

marketing intelligence rather than on simply access.

As explained above, there is a general consensus among scholars regarding the importance of
an effective marketing intelligence system that aids in obtaining, processing and applying
adequate intelligence rationally to enhance competitiveness (Kumar et al. 2010; Mochtar &
Arditi, 2001; Oztiirk et al. 2012; Negi et al. 2014). In addition, a study by Lewis (2006)
highlighted the benefits of marketing intelligence in the pharmaceutical industry in the UK.
Flesher (2008) studied the positive influence of marketing intelligence in general business in
Canada. A study by Nasri (2012) also underlined the value of marketing intelligence in the
retail industry in Tunisia. Despite the recognized benefits of marketing intelligence evident in
different countries and different industries, the existing marketing intelligence model seems
to provide poor evidence of delivering value in post-Soviet Georgia’s apparel industry.
Consequently, this creates a significant competitiveness gap within the industry (EPI-USAID,

2011). Hence, the research question derived from the extant research is:

Why does the existing marketing intelligence model fail to deliver value to post-Soviet
developing Georgia’s apparel industry?

The existing marketing intelligence model has flaws. The existing practice results in the poor
collection, assessment and dissemination of relevant intelligence that trigger low, or in some
cases, even total absence of responsiveness to global apparel market needs. At some point of
dissemination, information-loss seems to be evident, stripping the model of its value. Amongst
many reasons, the partial justification for the malfunctioning of the existing marketing
intelligence model can be the poor understanding of minimum relevant data input and its
rational application, which can turn the model into a valuable tool, capable of delivering value

to the apparel industry of developing Georgia.

The present comparative case study sought to investigate marketing intelligence as a strategy
to enhance the competitiveness in the apparel industry of Georgia. It was an attempt to
understand the strategic application of marketing intelligence, which has not been a subject of
exploration among scholars in relation to apparel industry in post-Soviet Georgia. This has
been accomplished through the continuous comparison of preselected Georgian and Turkish
factories operating in Georgia, which according to the USAID assessment are the most flexible
and sizable factories. As outlined above, the selection criteria for the local case factory were:

flexibility, innovation and size.

The present research proposes a new model of practice that explains tactical utilization and

integration of marketing intelligence into a decision-making process that leads to a higher level
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of competitiveness. The proposed model of practice focuses on an improved understanding of
marketing intelligence theory and the impact of its rational application on the competitiveness
of post-Soviet Georgia's developing apparel industry. The model deems marketing intelligence
as a key strategic tool to foster performance and competitiveness of Georgia's apparel industry.
It can be achieved by eliminating information gap in the existing model of marketing
intelligence and altering behaviour that can lead to significant improvements in the sector and

enable practitioners to effectively respond to global apparel industry needs.

Table 0:1 Relation between research aim, objectives, questions, methods and
statistic/analytical tools
Aim Objectives Research Hypothesis | Data Statistic/
questions collection | Analytical
tools tools
1 - To critically review the N/A
literature on the concept of
marketing intelligence and Thematic
To  investigate | evaluate its effect on the analysis
why the standard | competitiveness of
marketing organizations.
intelligence - -
model  fails  to 2 - To determine the degree of Thematic
. marketin intelligence analysis
deliver value to & N lg 1 Y
. resence within preselected | Wh does
post-Soviet P ) P ] Y )
. two factories- one Georgian | the existing
Georgia’s ) oo ]
. and one Turkish operating in | marketing
developing ] _ _
. Georgia. intelligence
apparel industry. ]
. model fail to . ;
3 - To analyse the application of ) Semi Thematic
. . ... | deliver value .
marketing intelligence within structured | analysis
. . to post- ) .
Georgia's apparel industry, why . interviews
. Soviet
This was | the standard model fails to o,
. . Georgia’s
achieved through | deliver ~ value. ~ This  was .
. . developing
a  comparative | achieved through comparison
. apparel
case study of of pre- selected two factories — |
. . industry?
selected two | one Georgian and one Turkish,
factories - one | operating in Georgia.
Georgianandone [ 4 _ To  compare the Thematic
Turkish ~ owned | offectiveness of marketing analysis
factory, operating | jpelligence application Some
in Georgia. between  preselected  two .
. . quantitative
factories — one Georgian and
Turkish ) ) data  was
one Turkish, operating in
] P & analysed
Georgia where most of the
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international brands outsource through
the production process. ration

analysis.

5 - To develop an empirically-
validated model of practice
which integrates the strategic
application  of  marketing
intelligence  with strategic
decisions to enhance the
competitiveness of post-Soviet

Georgia’s apparel industry

1.6 Brief description of methodology

Due to particular nature of the research question which emphasized understanding the
participants' views on the importance of marketing intelligence and its rational application,
the use of qualitative method aided to better address the issue. Therefore, the research design
selected for the present research is qualitative. In addressing the research question, the
researcher considered interpretivist philosophy which added clarification to the research
problem (Baxter & Jack, 2002). For a more comprehensive understanding of the issue, the

researcher chose qualitative case study strategy of inquiry.

The interviews were conducted with the managers/deputy managers and the line managers of
two preselected factories - one Georgian-owned and one local Turkish-owned, with the
apparel and footwear association of Georgia, the Government representatives of Georgia and
Thilisi fashion week. For a richer story the research process has revealed a need for more
interviews therefore in addition to official 10 interviews the researcher conducted forty -
seven unofficial interviews with the followings: three other factories in Batumi, one factory in
Kutaisi, seven factories in Tbilisi, former leader and deputy leader of the USAID project — EPI
Georgia, two international experts of USAID, representatives of the vocational educational
centre, three other Government representatives, two other members of Tbilisi Fashion week,
two other members of the association and three Georgian fashion designers. The interviews
were conducted with different groups such as: apparel factories, the Government of Georgia,
apparel & footwear association, Tbilisi fashion week, experts from the USAID project and

Georgian fashion designers.

Obtained data and developed conceptual framework enabled the researcher to develop six

major themes that addressed the research question and research problem.
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The secondary sources of information were as follows: apparel industry experts’ reports
prepared by the donor organizations such as the USAID and the World Bank, Georgia’s

Government reports and other material ensured by the school via internet or school campus.
1.7 Key assumptions

The research rests on the assumption that a strong presence of marketing intelligence and its
rational application can enhance the competitiveness of the apparel industry in developing
countries. The proposition is that local apparel factories in Georgia face a unique opportunity
of increasing the competitiveness of Georgia's apparel industry, once the degree of marketing
intelligence presence is improved and integrated into strategic decision making. The presence
and rational application of marketing intelligence can provide Georgia's apparel factories

relevant information, contributing better responsiveness, flexibility and innovation.
1.8 Conclusion

The chapter comprised 10 sub-sections. It started with the introduction, highlighting the value
of marketing intelligence. The key focus of this chapter was the importance of marketing
intelligence as a way of enhancing the competitiveness of any industry by being responsive
and proactive. The chapter also highlighted how the significance of marketing intelligence had
increased with rising competition and influx of big data. This was followed by the research
background. As revealed in this sub-section, the global manufacturing industry had witnessed
dramatic modification as a result of technological advancement. Such background imposed the
need for competing companies to be rapidly adaptable to new more sophisticated global
apparel market requirements. This sub-section focused on the fact that in the light of the global
apparel industry developments, where most of the brands are looking for a new partnership
with the low-cost countries for outsourcing contracts, Georgia has a potential to turn into a
manufacturing hub. The following section focused on the importance of the research. The
next sub-section highlighted the aims and objectives of the present research, followed by the
research problem and the research question: “Why has the existing marketing intelligence

model failed to deliver value to post-Soviet Georgia’s apparel industry?”.

The sixth sub-section highlighted the limitations of the research, which is often associated
with the openness of participants and willingness to share accurate information on the
research topic. This was followed by a brief account of the methodology applied to address the
research question. The subsequent sub-section highlighted the key assumptions of the thesis,
followed by the general outline of chapters. And finally, the chapter ended with the

conclusion.
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2. Marketing Intelligence and the global apparel manufacturing industry

The economic environment has undergone transformation and modification to fit the
competitive environment. Rising competition triggers need for accurate market segmentation,
sophisticated technology and a constant presence of relevant intelligence in order to track and
respond to changing market demand. Rapid developments certainly create a state of turmoil
and turbulence in the competitive environment and cause changes in market conditions.
Hence they pose the urgent need for flexibility and adaptation to new requirements for
companies. Such conditions generate an urgent requirement to integrate marketing

intelligence into routine operations as a way of surviving (Miculescu & Miculescu, 2012).

A shift in the textile and apparel tendency and trade has turned into a subject of interest among
scholars. Saricam et al. (2012) have been active observers of the global apparel value chain and
hence analysed the shifts within the apparel industry with a systematic approach. According
to their observation, four migration phases have occurred during that period - the first of
which was from North American and Western Europe to Asian Big Three in the 1950s and
early1960s; second shift occurred from Japan to Asian Big Three; third migration happened
towards China and other Southeast Asian countries; finally, fourth migration occurred in the

1990s towards south Asia, Latin America, Eastern Europe and Mediterranean region.

The accession of China to World Trade Organization (WTO) and abolishment of quotas in
2005 had an enormous impact on the world textile and apparel industry. China has captured
the largest share of the world's manufactured garments by developing the acumen to offer
start-to-finish full-package services to dominant brands. However, the limited availability of
financing increased labour unrest and growing political uncertainty in China has created
concern for the international brands. Therefore, the major international apparel brands have
commenced shifting apparel sourcing away from China to other cost-competitive countries
like Georgia (Bishop, 2011).

In that context, Georgia faces the potential to turn into a manufacturing hub. However, the
existing ineffective marketing intelligence model prevents companies to obtain relevant
intelligence on time and respond to global apparel brands' needs. Georgia has an opportunity
to engage in a global apparel production, though this is contingent on the better informed
understanding of the global apparel market needs and the fast adaption to changing taste and
needs of sophisticated global brands. This can gradually be achieved through the presence of a
viable marketing intelligence model, enabling industry representatives to become familiar
with the nature of the global apparel production (Bishop, 2011; Carpenter, 2011). However, in

the absence of empirical study on the functioning of the model in Georgia's developing apparel
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industry, there is a need for closer investigation of the model to determine the major hindering

factors, and tailor approaches which take into account the specific Georgian context.

Changes have taken place in the global apparel industry. The majority of manufacturing
enterprises have been continuously facing demands for mass customization, reconfiguration
and improvement in quality, speed and cost of the manufacturing process. Such competitive
environment generated the need for constant analysis, planning, implementation and control

in order to achieve competitive advantage.

A more recent study by Gopura et al (2016) highlights the changes in the buyer driven global
apparel manufacturing industry in which buyers (brands) commonly from developed countries
are heavily relying on full package network from manufacturers most commonly located in
developing countries. In that regard, developing countries such as Georgia willing to
collaborate with the international brands and buyers need to better understand their needs
and wants. More importantly, only having information on global market needs is not enough
unless adequate measures are undertaken for introducing changes in the working culture and
skills. Currently, Georgia’s apparel industry specializes in cut make and trim. Other low-cost
countries like Sri-lanka are transitioning from Cut, Make, Trims (CMT) assembly and Original
Equipment Manufacturing (OEM) to Original Design Manufacturing (ODM) and Original
Brand Manufacturing (OBM). The transition from CMT to higher value activities relies on the
presence of adequate expert professionals who can provide creative, commercial, technical,
and leadership skills in the process. For the apparel manufacturers in Georgia the problem is
double fold, first it is costly to collaborate with such experts, due to a shortage of financial
resources, secondly no research is available providing recommendations on how to foster the
shift of Georgia’s apparel industry to a higher level into a value chain. The only similar study
available is the USAID report which serves as a basis for the present research. However, even
that study fails to provide details on the successful transition in a higher level in the apparel

value chain of Georgia and successful modernization.

Low-cost countries like India and Bangladesh have gained customers in the light of the global
apparel industry developments, but limited production capacity sufficient to absorb additional
orders has left room for more players in the market, willing to get engaged in the outsourcing
opportunities. On the other hand, increased transportation costs are encouraging international
brands to look beyond Asia for producers closer to their markets. In the light of these
developments, Georgia, with its unique location bordering Turkey which is a major apparel
producer, faces new export opportunities to turn into a manufacturing hub. However, it hinges
on the ability and skills of local manufacturers to become more market oriented and identify

keen intelligence to better respond to the changing and growing needs of the global brands
(Carpenter, 2011).
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Successful engagement in export activities remains challenging for post-Soviet countries.
Companies in most of these countries still remain unable to adapt to turbulence and complexity
of the competitive environment, hence the value delivery remains unsecured. Consequently,
the operation only at the local market undermines the competitiveness of the industry. As
noted by Ignjatijevi¢, & Raicevi¢, (2016, p. 204), “in order to improve the competitiveness of
textile and clothing industry, it is necessary to enable a faster transfer of new technologies and
innovations, to organize the process of modernization, to link small and mid-sized businesses
into clusters and introduce the essential quality standards” . However, no studies are available
in Georgia’s apparel industry to provide an idea on how to organize the process of

modernization and standardization.

Apparel manufacturing is a system encompassing all steps starting from order to shipment,
including planning, design, purchasing, production, inventory, distribution, marketing and
sales etc. Today, the global apparel manufacturing industries face challenges due to quick
technological developments and more demanding customers. Tesfaye et al (2016, p.421) argue
on the value of technological developments in the apparel industry of Ethiopia. The study
focused on the linear programming that introduced significant improvements in the efficiency
of the labour force. “In apparel manufacturing firms, efficient use of materials such as fabrics
and sewing threads and processing time at different stages of production as well as
minimization of labour and materials cost are necessary to enhance their profitability.”
However, scholars argue on the pending issue of resource allocation. The similar problems are
apparent in post-Soviet Georgia’s apparel industry suffering from the shortage of technical
skills that affect the efficiency of the factories. As noted by Yal¢insoy et al (2014), every
manufacturing company has to apply available resources optimally with the aim to increase
profit. This remains a challenge in Georgia's apparel industry. However, no studies have

examined what is the optimal use of labour in Georgia's apparel industry.

The shortage of technical skills has implication in the low effectiveness of the industry.
Georgian apparel factories with limited production lines serve as an indicator of less productive
labour with a low efficiency which is detrimental to the apparel industry. Much money is
spent on design and arrangement of effective production lines in the developed countries
however completely perfect lines are rare in practice. Even in whole automated lines,
imperfections can be found (McNamara, 2017). No research has been done in Georgia that
could have provided a detailed assessment of production lines with the aim to provide
recommendation how to maximize the performance of lines. Therefore, again it creates the

literature gap regarding the arrangement of production lines in developing countries.

When discussing the global apparel industry indeed much attention needs to be paid on the
ERP. One of the important aspects of the apparel industry is the ERP, which represents a fully
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integrated and customizable business management system for organizations. ERP helps reduce
company costs, facilitate the data mining and streamline processes (TrueERP Software, 2017).
One of the major uses of ERP software is controlling a supply chain. A recent article by Binnis
(2017, p.2), argues on the importance of having the adequate supply chain in the apparel
industry. In that regard, in the light of technological developments, two areas are underlined,
first need for a holistic assessment of the organizational structure in order to ensure the
effective process of merchandizing, planning, and buying decisions. The second is the
optimization of omnichannel operations and systems. From an operational viewpoint,
numerous companies still face uncertainty in supply chain and inventory management models.
Companies that ensure effective management of their inventory deploy an enterprise-wide
model of planning and managing their supply. “More specifically, there is a widely adopted
concept among consumer packaged goods manufacturers commonly referred to as Sales &
Operations Planning (S&OP) — a way to continuously plan demand, supply, and appropriately
balance the two competing activities. Apparel brands and retailers need to adopt a similar
mindset.” However, this approach is suitable for the countries and industries supported with a
well developed technological background and customer and market oriented industries. The
activation of the systems and model remain a challenge in Georgia’s apparel industry
characterized by still prevailing technological illiteracy. Arguably, there is no academic work

on how these models can be implemented in developing countries.

According to Pani and Sharma (2012), apparel is one of the most profitable segments of the
retail sector. However, preferences in this area are determined by more demanding and
sophisticated customers and buyers. Today, the global apparel industry has turned into one of
the main drivers of a new reality, with demanding global consumers, global suppliers and
distributors and particularly with the shorter product life cycles. It is being developed at a rate
that claims a large spectrum of studies in design, production management, quality control and
effective planning. Such background calls for a strong presence of relevant marketing

intelligence to fit the new changing global apparel industry.

For developing countries such as Georgia, such dramatic changes have even accelerated
challenges due to the limited capacity of local manufacturers to cater the latest demands and
trends. Local factories lack the agility and understanding that manufacturing systems no longer
exist in the isolated environments. As noted by Littlejohn (2013), rivals face the need to adjust
to variations in customer demands, new technologies, and other changes in the modern
manufacturing environment. The obvious shifts are dramatic, from local to national and to
global marketing, from price to non-price competition. As companies face the need to expand
their geographical market coverage, managers consequently need more information on time.

This serves as the only way to accurately predict consumers’ changing taste and response to
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different features, styles and other attributes (Igbaekemen, 2014). Despite the acknowledged
importance of being adjusted to modern environment to be responsive to changing customers’
need, still there is a literature gap on how developing countries can prioritize action in order

to get engage into this process.

As explained by Girneata, & Dobrin (2015), European textile and clothing industry has seen
significant changes in recent decades due to the technological advances, developments in
production costs, the emergence of major and international competitors. Globalization and
technological advancements have posed a need for rethinking the existing strategy for better
compliance with the competitive requirements. As a result of competitive challenges, the
sector has undertaken the time consuming process of restructuring and modernization. Such
environment forced companies to establish a set of competitive priorities which became
critical variables to manage manufacturing operations. These variables are: selling price,
quality, delivery time, product range, all facilitating the improvement of operational

competitiveness.

However, the determination of competitive priorities for the apparel industry of post-Soviet
Georgia has not attracted the attention of scholars. Therefore, no empirical evidence has been
collected that could have assigned a certain set of priorities over the others in developing
countries. In view of this contextual background, with characterized poor marketing culture,
low efficiency and scarcity of technical skills, the investigative assessment is essential. A closer
look at the challenges preventing competitiveness of the apparel industry can assist in
determining which competitive priorities can be enhanced initially to provide a sound basis

for further development of the apparel industry.

The lack of studies in developing countries creates a gap in the characterization of smart
manufacturing strategies. Even in developed countries, simply adjustment of manufacturing
strategies is not sufficient. Technology has been integrated more into operations forcing
companies to formulate smart strategies consistent with the use of manufacturing technology
to meet needs of the globally competitive and changing environment. The future
competitiveness of manufacturing operations in the light of dynamic and complex
environments hinges on forward-thinking strategies (Liu, 2013). This topic has not been
previously studied by scholars in relation to the apparel industry of developing countries
therefore smart, forward thinking manufacturing strategies for Georgia's developing apparel

manufacturing industry is in need of study.

Cavusgil & Kirpalani (1993) have studied a model highlighting the correlation between the
marketing mix and export performance. However, the inclusion of control variables in the

model such as firm size, international experience and resource advantages has generated
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changes. In that regard, Firmansyah &Yousef, (2013) argue that large enterprises seem to
experience fewer problems in terms of complying with the changing environment due to the
abundance of resources, but small and medium manufacturing companies like in Georgia face
problems as a result of resources scarcity. With the consideration of the size of Georgia’s
apparel market Georgian factory 001 is big. However, relatively big size of the company does
not seem the guarantee for the availability of required staff Georgia’s apparel factories. This
suggests that, without a clear understanding of contextual -circumstances, the
recommendations for creating an effective model and especially for marketing standardization
are devalued. This creates a theoretical gap in designing the models, including marketing

intelligence model for developing countries like Georgia that requires further exploration.

In this environment, simply making things better has proved to be insufficient for being
responsive to changing requirements. In that regard, focusing only on manufacturing processes
will likely fail to lead to the higher efficiency and the higher profitability; neither will it lead
to differentiation through new distinguished products. There is an apparent need for more
comprehensive and holistic approach. It implies not only replacement of old manufacturing
processes with more flexible and efficient ones, but the profound understanding of new
product specification set by demanding customers. Manufacturing processes leading to final
product should change as well, in order to become adapted to such new product specification.
Such drastic changes force companies to commence by scrutinizing the surrounding
environment to obtain relevant information for an efficient planning and modifying internal

behaviour for more effective response (Arias & Solana, 2013).

Under these circumstances, companies worldwide are forced to adjust constantly, offer
products and services in compliance with the global market needs which require sophisticated
production processes, capable of responding quickly to changing environment. Today,
competitiveness is contingent on a company'’s ability to design sound strategies to fit the global
market. Consequently, the modernization and adaptation to new realities trigger the
requirement for the constant presence of marketing intelligence, leading to innovative
approaches, methods and processes as a sole way to meet the current scientific and technical

progress.

Manufacturing lies at the core of industrial economies and contains all different kinds of
services that are connected to manufacturing chain and it does represent one of the key
contributors to the world economy (World Bank, 2011). With the consideration of the apparel
value chain characteristics, comprising multiple steps, starting from raw to sales, the presence
of relevant marketing intelligence seems to be an essential element at all stages. With a strong
marketing intelligence model companies, engaged into apparel value chain activities, will be

able to better understand general market requirements and hence deliver higher value.
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Georgia is trying to engage in the global apparel production but is left with no choice but to
create an effective marketing intelligence model for survival. Arguably this is the first study
of this nature that provided recommendations to Georgia’s apparel industry on how to make

the existing marketing intelligence operable and capable of delivering value to the industry.

2.1 Post-Soviet apparel industry and the global apparel manufacturing industry

The apparel industry is considered as one of the vital sectors of the economy in terms of
investment, revenue, trade and employment generation all over the world. The apparel
industry is characterized by having short product life cycles, incredible product variety,
volatile and unpredictable demand, long and inflexible supply processes. The industry has
witnessed a significant transition over the last 20 years. Apparel, as a highly fashion driven
industry, faces need to be in line with fast changing trends. Consequently, apparel industry
representatives are required to cope with varying tendencies. Some of the major contributors
are: significant consolidation in retail, increasing use of electronic commerce in retail, and
wholesale trade. At this background, the absence of an effective marketing intelligence model
creates a gap, leaving manufacturers unable to respond to market needs (Fashion products,
2017).

Even in mid-20es Snow (1984) precisely predicted the current environment where companies
buy raw material anywhere in the world at a low price, find places to manufacture at the
lowest cost and finally sell where the product can bear the maximum price. This is a typical
picture that takes place in today’s global apparel industry, where brands aggressively pursue
disintegration of the production process in search of decreasing production costs. An
increasing number of apparel retailers have changed the production process and created need
for organizing supply chains globally. In the meantime, producers have transferred part of
their production to low-cost countries to maintain market competitiveness. This was mostly
triggered by the differences in salaries across the global labour markets and high profits
obtained from trade (Girneata & Dobrin, 2015). In the light of such developments Georgia,
with its unique location and competitive labour cost has the opportunity to turn into a

manufacturing hub, however weak marketing background and skills shortage halt this process.

Georgia has a long history of a successful apparel production dating back to old Soviet times,
when apparel sector was one of the key contributors to the economic growth of a country. The
collapse of the Soviet Union has had a devastating impact on the apparel industry. From 2004,
Georgia's apparel manufacturers got engaged in an important effort to revitalize this once
thriving sector, but narrow operations only in the domestic market deprived the sector of the

potential to thrive in the face of fierce global competition. For developing country like
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Georgia, market expansion and successful repositioning both at local and international markets

are essential in the light of a changing and developing competitive environment (GNIA, 2009).

Apparel industry represents one of the essential catalysts for national development and has
proven to be one of the first manufacturing sectors to come out in emerging economies like
Georgia. Apparel is a perfect example of a buyer-driven value chain, with the key
characteristics of being highly competitive with globally decentralized factory systems and in
most cases with low entry barriers. As explained above by Pani and Sharma (2012), preferences
in the apparel industry are determined by sophisticated buyers and customers who make the
apparel industry more buyer-driven. Such environment increases need for a relevant piece of
intelligence for effective decision making and response to market needs. Igbaekemen (2014)
views the presence of the marketing environment as a sound basis for survival at the
background. Despite the wide acknowledgment of the value linked to marketing intelligence,
no studies explore the process of ensuring the effective marketing intelligence model for

Georgia’s apparel industry.

The changing competitive environment conveys information persistently on changes, trends.
However, companies in Georgia’s apparel industry lack the skills to timely identify the relevant
piece of intelligence and integrate it with the internal knowledge in a sensible way. It involves
a continuous process of broad-based investigations into technologies and markets by
effectively applying external information sources (Schweitzer et al. 2011). However, with a

poor marketing and technological background, such activities remain challenging.

The assessment of Georgia's apparel industry conducted by the EPI - USAID (2011) revealed
the whole array of challenges, which deprived the sector of value added activities. The
combination of ailing factors such as: the poor presence of marketing culture, weak application
of marketing intelligence coupled with insufficient skills and outmoded technology create a
significant competitiveness gap within Georgia's apparel industry. Apparel manufacturing
industry representatives in Georgia are required to re-think the existing strategies and
approaches in an effort to absorb more value driven activities, facilitate the development of
core competencies and increase the general level of competitiveness, (Ragelska & Korsakiere,
2011). However, there is an absence of academic literature regarding the value added activities
in the apparel industry of Georgia therefore it creates problems in terms of rethinking the

strategies and designing the tailored approach.

The major challenge for Georgia's apparel manufacturers is to overcome its poor understanding
of marketing principles and the value of marketing intelligence that leaves industry unable to
fit in the modern global apparel industry. The existing model of marketing intelligence

apparently contains flaws that hinder the full successful realization of the model in terms of
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delivering value in developing country. Such a flawed model leaves industry representatives
unable to rationally analyse, apply and integrate marketing intelligence into a strategic
management process. The consequent information gap generates problems of timely response
and interpretation of available data, therefore the existing model must be reconsidered for
developing countries like Georgia. Arguably, this is the first study in post-Soviet Georgia that
will introduce changes in the industrial practice and facilitate the engagement of the local

industry in the global apparel industry production.
2.2 Hindering factors affecting the development of post-Soviet Georgia’s apparel industry

The EPI-USAID (2011) made an assessment of Georgia’s apparel industry, which revealed a
significant competitiveness gap in the sector, stripping local apparel industry of the ability to
respond effectively to global apparel market needs. According to the report, one of the key
contributors of the existing competitiveness gap is still the prevailing poor marketing culture
which in combination with skills shortage significantly affects the industry’s advancement.
Consequently, with a poor marketing background and other assumed hindering factors, the
existing marketing intelligence model fails to operate effectively in post-Soviet Georgia’s

developing apparel industry.

Grooms (2001) described a significant challenge faced by managers in terms of implementing
the right marketing intelligence model within companies. Competition has become tough in
the global apparel industry. Bellemare et al. (2013, p. 8) argued that “products offered often
fail to meet the apparel manufacturers’ and distributors’ needs and expectations”. This can be
attributed to several challenges identified by the authors from interviews with different
stakeholders. These factors are: “(1) the lack of technological fluency on the part of both
managers and labour; (2) strong resistance to change in a very traditional industry still relying
on outdated work habits; (3) the lack of proactivity and use/implementation of strategic or
technical watches; (4) minimal investment due in part to the difficulty in borrowing; (5) the
bad press often given to technology and mass customisation implementations by some of the

important industry actors” (Bellemare et al.2013, p. 5).

Related literature on the benefits of marketing intelligence (Fleisher, 2008: Kurtz, 2008: Roux
& Osthuizen, 2010) affirms the void in the application of marketing intelligence model in
developing countries. Therefore, this topic remains unexplored and consequently requires
closer attention to identify the key reasons for its malfunctioning and find an immediate short

term solution.

The model is flawed because of many potential malfunctioning aspects. Amongst possible
reasons is viewed the lack of regard for marketing intelligence as a result of poor marketing

culture and inability to assess the value of being cognisant of related industry developments.
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The problem stemming from the culture and post-Soviet mindset puts limits on flexibility and
agility. Culture has significant impact on beliefs and attitudes, as well as productivity by
shaping social decision-making process and forming an attitude towards innovation and
changes (Apsalone & Sumilo, 2015).

In that regard, the existing faulty model needs be explored from the participants' viewpoint.
Their subjective beliefs, attitude, behaviour and importance they ascribe to marketing
intelligence play vital role in the explaining the malfunctioning of the model. This topic has
not been considered by scholars in relation to developing countries and moreover, for the
apparel industry, in which marketing intelligence and customer value serve as a basis for

survival.

As outlined above, there is no empirical study showing the analytical results of marketing
intelligence model performance in the apparel industry of post-Soviet Georgia. There seem to
be practical challenges managers face in employing the model since it fails to deliver value to
Georgia's apparel industry. Trim (2004) noted that sometimes it was essential to alter the
organizational structure and organization’s culture to embrace the change within the
environment, where management revealed full commitment to change and shared ideas with

those lower in the hierarchy.

For Georgia, the malfunctioning of the existing marketing intelligence model is associated with
many factors. Amid multiple deterrents, Evans & Schlacter (1985 cited Meunier-FitzHugh &
Piercy, 2006) viewed the poor internal structure of organizations as one of the possible
detriments to the meaningful exchange of intelligence. Therefore, both internal and external
hindering factors have to be reconsidered to determine the ailing features of the existing

marketing intelligence model in Georgia.

Amongst many hindering factors is the technological advancement which according to
Chermak (1995) has greatly affected all businesses through cost reduction and improved
coordination, the lack of which significantly mars the development of the local apparel
industry. Amongst numerous hindering factors, Zala (2010) referred to inflexible labour and
poor application of information technology as key issues ailing the apparel industry, which is
evident in post-Soviet Georgia. When examining the faulty model, behavioural factors must
be considered too. Altering the behavioural aspect of management is believed to have

positive impact on the successful operation of the existing marketing intelligence model.

The standard management thinking and approaches were suitable for smooth, less turbulent
landscape with well-defined boundaries and less aggressive competition. The changing
competitive landscape has forged a new environment with unforeseen complexities, forcing

companies to develop new flexible strategies and fresh ways of thinking. Heo (2010) noted
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that, the failure to understand the changing environment might have serious adverse effect on
the general stance of a company. With the absence of a sound marketing intelligence model,
such a turbulent environment has turned out to be challenging for developing countries like

Georgia which is trying to get engaged in thriving global apparel businesses.

Cyert & March (1992 cited Campos et al. 2014) argued that information on the competitive
environment was not accessible for those companies suffering from the shortage of
resources/skills capable of obtaining, analysing and converting it into a valuable data. This
seems to be a challenge faced by Georgian manufacturers. In the absence of an efficient
marketing intelligence model and resources to apply it rationally, the local apparel industry

loses an opportunity to attract international brands and deliver value they are looking for.

Despite the access to intelligence on the global apparel industry developments, Georgia’s
apparel sector representatives remain unable to get relevant insight to be responsive to global
apparel market needs. Moreover, what constitutes the minimum required valuable
information for developing country like Georgia, with a weak marketing culture and flexibility
remains as concern. Local apparel industry representatives do have access to the relevant
sources of data; however, the marketing intelligence model fails to render value due to
apparent challenges at the dissemination and response level. It creates significant information
loss depriving the model of the promised value. A closer look is required at information flow

to identify the most vulnerable area for consideration at the initial point.

Table 0:2 List of assumed hindering factors in the local apparel factories

Ineffective communication, poor flow of information

Poor marketing culture

Organizational structure/poor internal structure

Culture (attitude, behaviour) and post-Soviet mindset

Shortage of adequate skills

Source: interviews with the participants and the USAID report (2011).

A significant challenge for developing countries and especially for Georgia’s apparel industry
is the ability to reconcile the high-level abstractions that are needed to design a viable
marketing intelligence model capable of delivering value to industry. The concept of the
efficient model is in need of rationalization to shed light on inputs capable of making the model
more effective. Another challenge that deserves consideration is a theory laid out by Shannon
et al. (1998) arguing that the successful reproduction of information over a communication

channel hinges on the design of the system rather than on the meaning of an actual message.
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However, what is an effective system for developing countries remains a challenge, not yet

considered and researched by the scholarly community.
How the objectives were met

Objective 1: To critically review the literature on the concept of marketing intelligence and

evaluate its effect on the competitiveness of organizations.

The first objective was addressed through the critical review of related literature about the
importance of marketing intelligence, which was comprehensively covered in chapter two
literature review. The literature provided evidence for increasing the value of marketing
intelligence among the scholars in the light of the changing global business environment.
Marketing intelligence is viewed as a catalyst for growth of a company and facilitator for

increasing the level of responsiveness to demanding global market needs.

The chapter highlighted the importance of marketing intelligence as a primary source of value
and a critical factor in wealth creation. Another reason for the rising importance of marketing
intelligence is the fact that it influences the effectiveness of strategic and operational decision-

making, irrespective of the sector of the economy or market in which an organization operates.

Another significant factor affecting the global businesses is the rapid technological
advancement that has completely shifted the global apparel industry to a more sophisticated
level; therefore, it was given adequate consideration within the chapter. The sources of
competitive advantage in the apparel manufacturing industry were considered too, which have
proved to be unique sources of competitive advantage in the developed countries with a strong
marketing background. However, there is no empirical study supporting these sources as a
valuable basis for competitive advantage in developing countries such as Georgia. Another
factor, essential for increasing the apparel sector competitiveness, was manufacturing

flexibility and its contribution to creating more competitive apparel industry.

The chapter focused on the argument that the value of marketing intelligence is contingent on
its effective and rational application, which remains weak in post-Soviet Georgia. The absence
of empirical study regarding the application of marketing intelligence model in Georgia creates
a gap in terms of identifying the right piece of intelligence to facilitate the strategic positioning
of Georgia's apparel industry. The literature contains a theoretical gap in classifying the
context for the effective means for succeeding in developing countries with a completely
different background characterized by a poor marketing culture and poor understanding of
the relevance of marketing intelligence. There is an absence of observational studies in the
apparel industry of Georgia. To fill the gap, the focus of this research was on investigating the
reasons for the existing faulty marketing intelligence model that deprives Georgia's apparel

sector of the potential to turn into a manufacturing hub for many international brands.
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Finally, the research findings filled the theoretical gap by developing a new model of practice
that could ensure an effective functioning of the existing marketing intelligence model in
Georgia’s developing apparel industry, with its different background from the developed

countries.

Objective 2: To determine the degree of marketing intelligence presence within preselected

two factories - one Georgian and one Turkish operating in Georgia.

Objective 3: To analyse the application of marketing intelligence within Georgia's apparel
industry, why does the standard model fail to deliver value?

The second and the third objectives were met by undertaking semi-structured face-to-face
interviews with the representatives of two pre-selected factories. Obtained primary data
enabled the researcher to examine the sources of intelligence and communication cycle within
the selected factories, the comparison of which demonstrated the weak presence of marketing

intelligence in the local factory (002).

Both factories are having access to marketing intelligence but which delivers value in
combination with adequate processing and rational application that is absent in the local
apparel factory (002). Information must be subject to regular assessment in order to identify
relevant facts, determine significant relationships, and obtain the key findings and conclusions.
In that regard, marketing intelligence model, if utilized well by integrating derived
intelligence into the decision-making process can deliver high value for any business. This
process tends to be smooth in the Turkish-owned local factory (001), where the presence of
marketing intelligence is reinforced through regular intelligence processing, assessment and
integration into the decision-making process. As a result, the factory is distinguished by long-
term lucrative contracts with clients that reinforce strong positioning and profitability of the
factory. Long term contracts are essential for competitiveness of the apparel industry, to ensure
repeated business based on beneficial mutual alliance and accommodation of changing clients'
needs, which is successfully exercised in the Turkish-owned local factory (001) through

regular application of marketing intelligence.

Comparison of the two factories demonstrates that Turkish-owned local factory effectively
aligns the communication process to ensure dissemination of adequate intelligence among the
relevant units. However, this is not widely adopted practice in the local factory because of
hindering factors, such as the limited presence of adequate human and financial resources.
Georgian factory faces problems concerning intelligence utilization which deprives the factory
of the value linked to the rational application of marketing intelligence. Consequently, the

resulting information vacuum keeps the local factory detached from the requirements of
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changing global apparel industry which results into weak strategic positioning and short term

contracts.

Examination of marketing culture in Georgia enabled the researcher to understand the
operational background of the factories. It revealed the whole array of challenges hindering
the effective functioning of the existing marking intelligence model in the local factory.
Amongst key challenges identified are: weak internal and external communication structure,
fragile marketing background that results in the absence of a strong marketing team capable
of ensuring effective data management and dissemination that affect functioning of the
existing marketing intelligence model. The absence of strong marketing strategies influence
the positioning of local factories and less market-driven manufacturers that further widen the
gap between local manufacturers and global apparel market. Amongst many ailing factors
deterring the functioning of the existing marketing intelligence model, is the post-Soviet
mindset that increases resistance to change and innovation which are the backbone for

survival and competitiveness in the apparel industry.

In a market driven society marketing intelligence serves as a bridge between internal and
external environments that enables managers to develop informed and rational decisions on
markets, competitors and strategy. The absence of a strong marketing intelligence model
within Georgia's apparel industry prevents the creation of this bridge between local and global
apparel industries and fails to serve as a catalyst for the required change and a higher level of

responsiveness.

Objective 4: To compare the effectiveness of marketing intelligence application between
preselected two factories - one Georgian and one Turkish owned, operating in Georgia where

most of the international brands outsource the production process.

In order to achieve objective four, obtained primary data was used to compare the effectiveness

of marketing intelligence application between the preselected two factories.

The comparison of the factories demonstrated weak and irrational application of marketing
intelligence in the local factory (001) because of multiple reasons, among which the key
challenge is a weak marketing background that deepens the absence of marketing skills to
address the intelligence application issue. A challenge for developing countries and, especially
for Georgia’s apparel industry, is the ability to reconcile the concept relevant for designing a
viable marketing intelligence model capable of delivering value to industry. The existing
marketing intelligence model lacks the valuable input capable of making the model more
effective. Amongst the ailing factors are: less business oriented internal structure, absence of
financial resources to retrain staff to address the skills gap, and match the evolving

development in the apparel industry.
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Marketing intelligence application in Georgia’s factory (002) is particularly affected by the
limited presence of skilled workforce. Information on the competitive environment is less
valuable for companies lacking resources capable of obtaining, analysing and converting data
into a valuable marketing information. In the absence of an efficient marketing intelligence
model and adequate resources to apply it rationally, the local apparel industry is losing an
opportunity to attract many international brands. The faulty model leaves the apparel industry
representatives unable to integrate marketing intelligence into a strategic management

process, which generates problems of timely response and interpretation of available data.

The effectiveness of marketing intelligence model in Turkish-owned factory (001) has
implication for strong positioning in the local market, reinforced by long term successful
contracts with well-known international brands. Rational application of marketing
intelligence enables the factory 001 to remain cognisant of the apparel industry developments,
maintain a flexible staff capable of dealing with large complex orders without long lead time
in compliance with clients' requirements. Most importantly, the effective application of
marketing intelligence is associated with the presence of skilled staff that maintains effective
communication with the strong marketing department in the head office in Turkey. This
approach creates healthy communication cycle, intelligence dissemination and efficient data

management process to ensure strategically strong competitive positioning of the factory.

The management of the Turkish owned factory pays close attention to varying competitive
environment that conveys information persistently on changes, trends, prospects, threats and
weaknesses. Consequently, the value of information becomes apparent in the business

strategies that facilitate the achievement of a competitive advantage.

Figure 0-2 The comparison of marketing intelligence model in 001 and 002
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Objective 5: To develop an empirically-validated model of practice which integrates strategic
application of marketing intelligence with strategic decisions to enhance the competitiveness

of post-Soviet Georgia’s apparel industry.

In order to achieve the final objective, the findings of the present research were used as
valuable input for proposing a new model of practice with the focal point on rational
application of marketing intelligence as a strategic tool to foster the performance and

competitiveness of Georgia’s apparel industry.

The existing faulty marketing intelligence model deprives Georgia’s apparel sector of the
potential to turn into a manufacturing hub for many international brands. The malfunctioning
of the model is particularly harmful in the light of the changing global environment and
accompanying technological advancements, where the speed and quality of response to global

market needs determine the success of a company.

The findings of the research provided valuable input into this new model of practice, focusing
on an improved understanding of marketing intelligence theory and the impact of its rational
application on the competitiveness of post-Soviet Georgia’s developing apparel industry. The
inputs to the new marketing intelligence model consist of effective communication,
intelligence dissemination, application for improved decision-making that can lead to better
responsiveness to global market needs and increased competitiveness. The new empirically
validated model of practice can eliminate information loss in the existing model and facilitate
the alteration of behaviour that will lead to significant improvements in the sector and enable

practitioners to effectively respond to the global apparel industry needs.

However, successful activation of the model requires external support from several units
including the Government of Georgia, the apparel and footwear association of Georgia, and
the vocational educational training providers. This holistic approach can significantly
alleviate the existing problems by investing in workforce development and creating strong
marketing department within the association that can offer valuable marketing services to
all factories. Developing countries such as Georgia, trying to become a part of the global
apparel value chain, need to reconsider capabilities and introduce relevant changes at all

stages of the production process in order to compete effectively.
3 Key recommendations

A number of recommendations are proposed that consider available resources and challenges
in Georgia’s apparel industry. These recommendations aim to support an effective

communication cycle and information sharing and transferring of knowledge that will
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contribute to innovation, flexibility and efficiency. More importantly, the recommendations
provide valuable input for an effective functioning of the existing marketing intelligence

model that will have a positive influence on the competitiveness of Georgia's apparel industry.

3.1 Recommendation for factories

Structural change / information sharing & data management - The research results reveal the
absence of marketing team and marketing department within local factories that monitors
competitive business environment, rivals and opportunities, which is one of the key
vulnerabilities of the local manufacturers. To overcome this limitation, the researcher
recommends the creation of committed marketing personnel. Local apparel factories need to
ensure the presence of at least one or two marketing persons within the factory in charge of
undertaking marketing activities. They need to increase awareness of the value of

communication at all levels.

Even if marketing intelligence is provided by the apparel and footwear association, there
should be a single representative within the factory to process and utilize intelligence and, if
required, communicate with potential buyers for more information on a potential deal. It will
help factories design effective marketing communication to target new and existing customers.
Where this is implemented, the marketing intelligence model is likely to become more

effective and imperative in terms of delivering value.

Improved communication structure - The research investigation identified the absence of an
effective communication structure within Georgia's apparel factories, which is essential for
export-oriented apparel industry, in order to efficiently comply with changing industry
requirements. In Georgia’s apparel industry there is a need for skilful marketing managers able
to build networking and to ensure communication and negotiation with potential
buyers/clients. In addition, local factory managers need to develop skills for effective
communication, negotiation, networking and building long term beneficial relationship with

potential buyers.

For this change to take place the Government of Georgia and the apparel and footwear
association of Georgia should engage professional, experienced marketing specialists from
foreign countries or even locally if available. Targeted training should be aimed at increasing
awareness of the value of an effective communication structure both internally and externally,
to enhance intelligence flow that will directly contribute to an effective functioning of the

existing marketing intelligence model at all levels.
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On-site cross-training practice to address the existing production efficiency problems - Apparel
industry is very competitive and in most cases it suffers from low productiveness, as is the case
in post —Soviet Georgia. All interviewed respondents highlighted the dominant production
efficiency problem, despite the fact that currently Georgia focuses on the CMT (Cut, Make &
Trim) production, which provides opportunities for garment producers to strengthen
operational capacity. However, there is an urgent need to improve product quality and
production capacity even under the CMT modality. The production efficiency problems are
accelerated by the absence of adequate technical skills that deters the smooth manufacturing
process. Factories need to take as an example the Turkish-owned factories in Georgia and
ensure cross training of all sewers to gradually address the production efficiency problems.
Moreover, this approach will make staff more flexible and smart, capable of dealing with

multiple orders comprising various tasks.

Turkish owned factories have competent line managers who are in charge of sharing
knowledge among sewers in the line and create technical knowledge within the factory. This
approach should be practiced well among local factories that will enhance the knowledge
dissemination among personnel and gradually eliminate the efficiency problems. In the light
of financial constraints, this approach will be less costly for local factories and will have

immediate impact on their capabilities.

Low efficiency of CMT focused local producers has been identified as one of the key causes for
low competitiveness in combination with outmoded machinery. Other countries, with
sufficient financial resources, respond to this problem by upgrading the machinery and
automatizing the production line to boost productivity. However, this approach for Georgia
might be risky, since apparel is a labour-intensive industry and full support of automatization
generates the risk of higher unemployment. In the light of the financial constraints, local
apparel factories cannot afford to invest in expensive machinery, which itself requires skilled
people capable of operating these units. Therefore, investment in capacity building through

targeted training will have immediate impact and long-term benefits.

Changes in working culture and attitude - Each respondent pointed out the presence of post-
Soviet mindset and the consequent inappropriate attitude that has implication in poor working
culture. Under the post-Soviet mindset the respondents referred to old, inflexible style of
working characterized by reluctance to embrace change and innovation. To ensure change,
local factories need to design training to underline the benefit of flexibility and change, and
make such training compulsory for all employees during initial recruitment training. Where
this is implemented, employees are more likely to embrace an appropriate attitude and display

appropriate working culture.
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3.2 Recommendation for the apparel and footwear association of Georgia

Improved positioning through effective communication - The research investigation
demonstrated weak positioning of the apparel and footwear association of Georgia, which fails
to act as a bridge between the apparel industry and the Government and form a channel
through which information is transferred from industry representatives to the Government
for consideration for economic policy-making. There is extensive evidence to suggest that the
apparel and footwear association of Georgia needs to start by ensuring effective
communication with industry representatives and all related parties. It has to gain the trust of
local factories in order to create unity and speak with one voice for the common interest of

advancing the apparel industry.

For better understanding the challenges, the apparel and footwear association of Georgia can
regularly use various data collection forms to gain insight into the apparel industry and

prioritize the key concern areas in order to deliver them to relevant units for consideration.

Offering marketing services - In view of the local market size, consisting of only twelve
Georgian factories and accompanying financial constraints, the apparel and footwear
association of Georgia can borrow the successful practice from Turkish-owned factory in
Georgia, which receives marketing services from the head office in Turkey, and pioneer the
practice locally. Thus, the association can create strong a marketing department staffed with
professionals, who provide marketing services to local apparel factories. The establishment of
such strong marketing department should be supported by the Government by providing

financial support in staff training and in other areas.

The new marketing department should be involved in research and development, market
analysis, competitors’ analysis, and select adequate trade fairs and provide industry news on
weekly basis to all factories. In addition, the marketing personnel should identify suitable
geographic markets for local manufacturers. However, for this to happen, local factories, the
apparel and footwear association of Georgia, and the Government of Georgia should ensure

effective communication amongst themselves.

The apparel and footwear association of Georgia needs to become attractive for Turkish-owned
local factories as well, through Government support, and make them members of the

association so that they can share their experience and knowledge among local factories.

Establishing market linkages locally and internationally - The apparel and footwear association
of Georgia should also work with Thbilisi fashion week to create links between talented local
designers and manufacturers, with the aim to facilitate local mass production. This link will

aid in creating better linkages internally that will engage both local designers and local
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manufacturers in domestic mass production, which is being slowly developed under Georgia’s

Government attempt to facilitate local production in all fields.

In addition, the association should provide a platform for setting the apparel industry quality
standards, for creating strong market linkages with the potential buyers both locally and

internationally, and facilitate the advancement of the apparel industry.
3.3 Recommendations for the Government of Georgia (policymakers)

Constant communication and feedback cycle - Noticeable constraints have been identified due
to the shortage of supporting actions from Georgia’s Government. This is mainly attributed to
the absence of robust communication structure between the Government and the apparel
industry representatives. To address this deficiency, the Government needs to develop a
strategic plan to stay informed of the key challenges within Georgia's apparel industry that
hinder the development of the sector. The platform can help to prioritize issues which are the
key in the light of data tsunami. In that regard, the Government can use “data collection form”
or survey, which can be distributed among the apparel industry representative and all other
units involved in the apparel sector development. In addition, the Government can use robust,
continuous feedback and information exchange between the Government and the apparel
industry representatives. That will help to gain better insight into the industry, understand its

needs and design adequate actions.

The role of the national policymakers is vital. Ineffective communication between the
Government of Georgia and Georgia’s apparel industry representatives creates a knowledge
gap among the policymakers on the real needs of the apparel industry. Consequently, it results
in the absence of a strong national policy and the lack of strategic actions from the Government
side. Therefore, policymakers need to have the comprehensive understanding of the
environment and design the actions accordingly with measurable goals. Such healthy
communication cycle will ensure value creation process which is grounded in the combination
of several factors such as: effective communication at all levels, constant feedback cycle and

adequate action for being responsive and consequently profitable.

The healthy intervention and support of the national policymakers are imperative in the
formation of sustainable marketing strategies in clothing and textile segments. Such support is
particularly relevant for developing countries and for those industries at the nascent stage of
development, as is the local apparel industry. There is a need for a stronger support from the
policymakers to enhance the advancement of marketing culture and general competitiveness

of Georgia’s apparel industry.

Value - enhancing communication is an essential condition for making the apparel industry

competitive and profitable. The effective communication structure should create strong links
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among manufacturers, fashion designers, the apparel and footwear association, vocational
educational training providers, and the Government. Without healthy cooperation and
communication among these units, Georgia’s apparel industry will not be able to become

competitive.

Facilitation of local mass production - Currently the Government of Georgia focuses on the
export promotion, which is less successful due to several issues, among which the shortage of
skills is the most sensitive. Therefore, domestic expansion and local mass production should
be encouraged and promoted as well, since it will help local factories to better master the skills
and generate more profit. However, both approaches require skills development through
training of professionals in marketing, communication, product development, commercial
activities, negotiation and establishment of industry standards. Such trainings will deliver
value to the to the apparel industry by ensuring more knowledgeable and skilful staff capable

of responding to changing market needs. This in turn, will ensure the profit surge.

Improved linkages with the apparel industry representatives - The Government of Georgia
needs to listen to the apparel industry representatives, ensure their voices are heard, and
adequate actions are undertaken in order to minimize the challenges. For example, the
Government should work closely with the apparel and footwear association of Georgia to
become well aware of industry needs, allocate adequate support in the most sensitive areas like
the shortage of finance and human resources. Such close collaboration will deliver value to the

apparel industry by eliminating the shortages and constantly introducing improvements.

Easy access to finance - The research findings demonstrated extremely high interest rates on
business loans that discourage local manufacturers from investing in staff training or other
relevant activities. Therefore, to address these limitations the Government should act as a
facilitator between the financial institution and the apparel factories, to enable manufacturers
to obtain loans with reasonable interest that will facilitate investing in staff training,
machinery and other concern areas in need of immediate resolution. Again, this practice has
successfully been realized by the Turkish Government, in support of the apparel industry

development.

Tax advantages for the apparel industry development - The Government of Georgia can share
the experience of Turkey which has turned into a key manufacturing hub. For the last ten
years, Turkish apparel manufacturing has seen successful development due to supportive
actions undertaken by the Turkish Government. Amongst many important actions was a tax
exemption for ten years for the apparel factories to facilitate the development of the industry.
Similar tax exemption in the local context will deliver value and facilitate the advancement of

industry.
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Strategic marketing plan - The Government of Georgia together with the apparel and footwear
association of Georgia, needs to ensure effective international marketing of the apparel
industry to brands, retailers, and potential investors, to craft a reputation as a quality producing
country. The cornerstone of this plan should be the combination of qualified staff and
favourable conditions, since the existing conditions fail to meet the expectations, especially
without skilled staff. However, the presence of qualified staff requires firm level technical
assistance for all local factories to address the existing efficiency shortfalls. Such assistance
implies strategic workforce development that should be organized by the apparel and footwear
association of Georgia and the vocational education providers, with the financial support of
the Government and financial providers. The involvement of all related parties is essential for
Georgia’s apparel industry. Such holistic approach will deliver value to the industry

enhancement process and make the apparel industry more competitive and profitable business.
Major takeaway for the policymakers

Create effective communication platform to be constantly aware of the apparel industry needs

and design tailored actions in support of the industry advancement.
Facilitate local mass production

Ensure financial support and tax advantages.

3.4 Recommendation for the Vocational Educational Training Providers - VETSs

Skills shortage has been identified as one of the most detrimental factors to the positioning and
competitiveness of Georgia’s apparel industry. Therefore, vocational education training (VET)
providers need to offer technical firm-level assistance aimed at strategic workforce
development in compliance with the apparel industry needs. VETs also need to ensure
continuous professional educational workshops to share information on the global industry
trends, competitiveness, international quality assurance/quality control and social compliance

requirements and quality control testing.

For better training results and superior alignment with the apparel industry needs, the
vocational education providers should maintain effective communication with local
manufacturers and the apparel and footwear association of Georgia. The VETs can use data
collection form to determine the concern areas in terms of skills development and make
accurate training needs assessment, which will provide the basis for designing adequate
syllabus. Identification of training needs is the cornerstone for successful training, otherwise

the VETs face the risk of investing in wrong programs that would fail to deliver benefit.
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Another marketing type of training must be aimed at creating awareness of the importance
of customer/market focused orientation, on the role of product managers and customer
representatives, in terms of managing orders and establishing beneficial relationship with

clients/buyers. This is currently detrimental for export-oriented Georgia’s apparel industry.

As outlined above, due to budget limitations such training should be organized by the apparel
and footwear association of Georgia and the VETs, with the financial support of the
Government and financial providers. More importantly, all training should be evaluated
continuously in order to assess its impact in terms of actual performance and if required

repeat training for the best results.

4 Research limitations

The researcher came across several constrains during the research process that needs to be

viewed together with the recommendations. These are:

The first limitation is that the outcome of the research heavily relied on the disclosure of

accurate information, which is problematical to distinguish from false information.

The second limitation is that the research covers only apparel industry hence the results cannot
be fully generalized to industry as a whole. However, in view of common weak marketing
background and post-Soviet mindset, consideration of particular sector characteristics will
minimize this limitation.

The third limitation is that although the apparel market is small in Georgia and the selected
factories are the best case representatives of all factories, the results cannot be generalized to
other factories because each can have its own individual factors that affect the functioning of

the existing marketing intelligence model.

The fourth limitation is that the researcher found herself in an environment where the apparel
industry actors blamed each other for the existing problems, rather than looking for common
approach and solution. Despite small Georgian apparel market, the factories view it as a
competitive market where disclosure of any information may affect their competitive position.
Therefore, the researcher found some respondents reluctant to talk extensively about the
internal problems that fully describe their weaknesses and the depth of problems. Particularly,
disclosure of financial data was problematic, since only banks are required to disclose their

financial statements in Georgia.
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The fifth limitation of the present research is that only several hindering factors were
considered within the present research, assumed by the researcher as detrimental to an
effective functioning of the existing marketing intelligence model and the competitiveness of
Georgia’s apparel industry. However, in post-Soviet environment, there could be more factors
that could be considered in future in order to eliminate the challenges in Georgia's apparel

industry.

In view of the particular nature of each factory in post-Soviet Georgia, with is still
characterised by old ways of judging and doing business, the accuracy of disclosed data cannot
be verified. In addition, the study could not address all the issues affecting the malfunctioning
of the existing marketing intelligence model. Therefore, generalization of the findings is

arguable.
5 Research contribution

Arguably, this is the first research in the field of the apparel industry in post-Soviet Georgia,
therefore it contributes to literature by broaden knowledge on how marketing intelligence
model works in developing countries with poor marketing background. The proposed model
can contribute to enhancing the competitiveness of the apparel industry and increasing
responsiveness to global apparel market needs that will foster growth and profitability. If
implemented, the findings of the research will also have significant impact on the Government

policy and general industry practice.
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