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Key Terms: 

• Environment بیيئة

• External خاررجیية

• General   عامم

• Dimension   بعد

• Uncertainty   حالة عدمم االاستقراارر

• Techniques   ططرقق

• Symbols   ررموزز

• Boundary   حدوودد

• Forecast  االتوقع

• Revenues  اایيرااددااتت

• Expenses  نفقاتت



• Merger   ددمج

• Shortage نقص

• Surplus فائض

• Wages ررووااتب /أأجورر

• Decentralised  لامركزیية



Lecture Objectives:

• Describe the general and task environment and the dimensions of each.  
. االخاصة  بجواانبھهن االمختلفة/ووصف االبیيئة االعامة وواالبیيئة االمباشرةة

• Explain how organizations adapt to an uncertain environment.

.شرحح كیيفیية تأقلم االمنظماتت ببیيئة غیير مستقرةة

• Define corporate culture and give organizational examples. 

.عرفف االثقافة االتنظیيمیية ووااعطي اامثلة عملیية



• Explain organizational symbols, stories, heroes, slogans, and ceremonies and 
how they relate to corporate culture. 

. ااشرحح  كیيف ترتبط االرموزز٬، االقصص٬، االشعاررااتت٬، وواالمرااسم٬، بمفھهومم االثقافة االتنظیيمیية

• Define a symbolic leader and explain the tools a symbolic leader uses to 
change corporate culture. 

.وو ااشرحح االأددووااتت االتي یيستعملھها في تغیيیير االثقافة االتنظیيمیية“ االقائد االرمزيي ”عرفف 



First….what is the external environment?  

• Everything outside the organization’s borders that can potentially effect the 
company. 

.تتضمن أأيي شيء خاررجج حدوودد االمنظمة ذذوو تأثیير على االمنظمة

• The external environment has two layers. 
.ررئیيسیية“ ططبقتانن”االبیيئة االخاررجیية تتكونن من 

ماھھھهي االبیيئة االخاررجیية؟



Two Layers: The General and Task Environment

• The general environment (macro-environment): is the layer of the external 
environment that affects the organization indirectly.  

 غیير بشكلاالبیيئة االعامة ھھھهي االطبقة من االبیيئة االخاررجیية االتي تؤثر على عملیياتت ووااددااء االمنظمة 
. مباشر

• The task environment (micro-environment االبیيئة االجزئیية): the layer of the 
external environment that directly influences the organization’s operations 
and performance.  

.على عملیياتت  ووأأددااء االشركة مباشر بشكلؤثر تططبقة من االبیيئة االخاررجیية   





The General Environment االبیيئة االعامة                                

• Changes in the general environment may not instantly change the daily 
operations of a company, but they will effect it in the long-term.

نھها  على عملیياتت االشركة االیيومیية٬،  وولكبشكل فورريي االتغیيرااتت االتي تحدثث في االبیيئة االعامة  قد لا تؤثر  
.االمدىى االاططوللستؤثر على 



Dimensions of the General Environment (PEST) 

• Political dimension: political system, new regulations, tax laws etc.

• Economic dimension: the condition of the economy (what is the inflation 
rate? Are there import/export restrictions?)

• Social dimension: values, norms, customs, demographics. 

• Technological dimension: technological innovations in the industry. 
Changing by the minute. 

اابعادد االبیيئة االعامة



Task environment

• Closer to the organization.  
).بمعنى تأثیيرھھھها ااسرعع ووااقوىى(ااقربب للمنظمة من االبیيئة االعامة 

• Includes all those parties who conduct day-to-day exchanges with the 
company.  

. یيومیية مع االشركة تتضمن جمیيع االأططراافف االتي لھها تباددلاتت

االمباشرةة /االخاصة االبیيئة  



Task environment  االمباشرةة /االبیيئة االخاصة

1. Customers االزبائن    

2. Competitors   االمنافسیين

3. Suppliers   االموررددیين

4. Labour Market   سوقق االعمل



A Customer is..

• Person or company that buys 
goods/services from the organization. 

• A patient is a customer. 

• A student is a customer. 

• A traveler is a customer.  



Customers determine if a company succeeds or fails 
and so….

Companies must always think…

• How will my customer base change? Should I target a different age group?    

• What do my customers want now and what will they want in the future? How 
can I prepare? 

• The company works continuously to know, and satisfy its customers wants, 
or risks loosing their custom.  

.تعمل باستمراارر على معرفة االزبائن٬، ووإإررضائھهم وواالا فھهي تخاططر بخساررةة معاملتھهم االتجارریية





Difference between customer & consumer

• A customer becomes a consumer when he or she personally uses the 
good/service they buy.  When they consume it.  

.ااستھهلك االمنتج شخصیيا/ااذذاا ااستعملاالزبونن ھھھهو مستھهلك 

• Not all customers consume….some buy a product to sell it off.  

.االبعض یيشتريي لغرضض االبیيع. لیيس كل ززبونن مستھهلك

• We call them B2B customers.  

وواالمستھهلك االزبونن /االعمیيلاالفرقق بیين 



A Critique of consumerism

• We have to consume to live. But what 
happens when we consume more than 
we need. 

• This is called a culture of 
consumption. 

• This culture is based on waste.   

• It causes the degradation of the natural 
environment.  

• And encourages materialism. 

للاستھهلاكیية  نقد





Competitors              االمنافسیين

• Other companies in the same sector/industry that provide goods and services to the 
same customers. 

.االشركاتت االأخرىى في نفس االقطاعع٬، توفر منتجاتت ااوو خدماتت مشابھهة لنفس االزبائن

• Apple versus Samsung smartphones. 

• Taxis versus Uber. 

• Pepsi and Coke a Cola.  

• Libyana versus Madar. 



Is Competition Good or Bad for Business?



• To win over new customers companies compete on price, quality 
and customer service. 

• Competition will…. 

• Push down price. 
• Improve quality of goods and services.
• And improve customer experience. 

• Companies have to stand out over competitors to stay relevant.



What happens if there is no competition? 

• If a company is protected from competition, for example, if it holds a 
monopoly? 

• Then it can keep prices high and product quality low.
• It has no incentive to innovate. 

• Customers lose!



Suppliers   االموررددیين االممونیين /

• Suppliers sell raw materials or finished goods and services to other 
companies, which use them to produce their own output.  
االممونن یيوفر االمواادد االخامم٬، ااوو االمنتجاتت وواالخدماتت لشركاتت أأخرىى تقومم باستخداامھها في عملیية االإنتاجج 

.لدیيھها

• Who supplies this university?



Who Supplies The International Libyan University? 

1. A supplier for food (cafeteria services).  

2. A supplier for computers and computer maintenance (local 
electronics retailer, and IT technicians).

3. A supplier for cleaning services.      

4. A supplier for  office stationary (paper, pens etc.). 



Labour market   سوقق االعمل

• The labour market includes anyone seeking a job and all companies offering a job.  
.سوقق االعمل من كل من یيبحث عن عمل٬، ووكل من یيعرضض فرصة عمل یيتكونن

• Skilled and unskilled workers. 

• The university looks to the labour market for:

• Teaching staff
• Administrative staff  
• Cleaning staff 
• Security  



Why is it called a Labour market?  

• Because it is influenced by supply and demand. 
.تحكمھه االعرضض وو االطلبلانن قوااتت  

• Supply= workforce.     االقوىى االعاملة= االعرضض

• Demand= the company seeking to hire for a job.
.االشركة االتي تسعى لتوظظیيف االایيديي االعاملة لوظظیيفة معیينة= االطلب 

• High supply of work seekers  for the job (surplus), pushes price of wages down. 
.االمرتباتت/ززیياددةة في االعرضض٬، مع ثباتت ااوو قلة االطلب٬، سیيؤدديي االي سقوطط سعر االأجورر

• Shortage in supply and excess in demand, pushes price of wages up. 
.نقص في االعرضض٬، ووززیياددةة في االطلب سیيؤدديي االى ااررتفاعع االأسعارر

عمل ؟“ سوقق”لماذذاا یيدعى  



• Surplus: Quantity supplied is greater than quantity demanded. 

• Shortage: Quantity supplied is less than quantity demanded. 



The Internal Environment                االبیيئة االدااخلیية

• Includes everything inside the organizations boundaries. 

.تتضمن كل ما بدااخل حدوودد االمنظمة
1. Hired employees  االموظظفیين
2. Management االإددااررةة  
3. Structure  االھهیيكل
4. Facilities  مراافق
5. Corporate culture    االثقافة االتنظیيمیية

....سنرجع االى موضوعع االثقافة االتنظیيمیية وولاكن أأوولا



Explain How Organizations Adapt to An Uncertain 
Environment

• What is uncertainty?  

• Uncertainty is the state of not 
knowing what is coming next. 

• The business environment is 
uncertain, because we don’t know 
how it will change. 

.ااشررحح  كیيفف  تتأقلمم  االمنظظماتت  مع  بیيئة  غیيرر  مستقررةة



Complexity and Uncertainty:

• The more complex an environment (the more economic, legal, 
political, social and cultural and international factors effecting its 
operations), the higher the chances of change….the higher uncertainty. 

• For example, a multinational company working in oil production, in 
Libya today operates with high uncertainty.  Anything could change 
(politically and economically) and alter its operations at any time. 

• It must prepare for different scenarios. 



Less Complexity, More certainty.
• If the environment is not effected by 

many changes…it is not complex. Then 
we call it a certain environment. 

• Imagine you own and manage a farm.

• What will change in your 
environment?

• Is it a certain or uncertain 
environment? 



A Certain Environment. 

• You are not expecting a new jump in technology to change the game.

• Economic changes will only effect your operations in the long-term.  

• Legal-political factors don’t really concern you. 

• Same customers, suppliers, and competitors for the last few decades. 

• Everything is familiar….everything is certain. 



Some Techniques Management can use to Reduce 
Uncertainty and Adapt to Change:

1. Forecasting and planning.    االتوقع وواالتخطیيط

2. Flexible Structures.   االھهیيكل االمرنن

3. Mergers. ااندماجج االشركاتت   



Forecasting and Planning

• Forecasting and planning for environmental change is important when uncertainty is high. 

• Forecasting is about spotting trends, and using them to predict what will happen in the future.  

• Reading the news can help you forecast. 

• Plan a response to your predictions. 

• If you work in finance, plan for rapid change in the economy.  

• If you are in the vacation/tourism industry, plan for an environmental disaster.  

االتووقع  وواالتخططیيطط



Flexible Structure                                االتنظیيم االمرنن
A flexible structure or organic structure is the most suitable for an uncertain 
environment.   
Why? 

1. Decentralized. Employees at lower levels have the autonomy to make decisions quickly 
and respond to changes in the environment. 

2. Information is free-flowing so more employees are informed of the situation and ready to 
act. 

3. Little or no boundaries between functions. Different divisions work together as teams, to 
respond to important changes. 

4. Little rules and regulations that stifle action.



Merger                                                   االاندماجج بیين شركتیين

•When two or more companies combine to form one…..usually 
through acquisition.   شركتیين تندمج لتكونن ووااحدةة

• Period of complex negotiation comes first. (lots of advisors, 
financial and legal).  االخطوةة االأوولى ھھھهي االتفاووضض.



Why Merge? 

• Why might you merge?   لماذذاا االاندماجج؟

• Imagine you are a small IT company facing economic uncertainty and poor 
performance, and have been failing in the last two years to make profit.  

• A large, multinational IT firm wants to acquire your company,  by agreeing to the 
merge you gain… 

• Synergy: when you merge, you benefit from each others strengths. 
• Benefits of size. Sharing of capacities and resources. 
• Diversification: Enter a new market with high potential. 
• Expand revenue. 



Examples:

• Royal Dutch + Shell Transport and Trading= Royal Dutch Shell (merged in 1907).   
Today 4th largest company in world. 

• British Petroleum +Amoco= BP.  International merger between British and American 
companies. 

• Facebook +Instagram= Facebook Inc. 

• Facebook + WhatsApp= Facebook Inc. 

• Google+ Youtube= Google Inc.

• eBay+ PayPal= eBay Inc.



The Internal Environment: Corporate Culture           

Corporate culture is the set of values, assumptions, beliefs and norms that a 
company’s members share. 

.  تصفف  االمعتقددااتت٬،  االقیيمم  االفررددیية  وو  االجماعیية  االظظاھھھهررةة  في  منظظمة  ما  وواالتي  یيشترركك  فیيھها  أأعضائھها

Corporate culture is important for competitive advantage. 

Corporate culture is taught to new members. 

االثقافة  االتنظظیيمیية:  االبیيئة  االددااخلیية



Levels of Corporate Culture:  Surface and 
interior.   

• Corporate culture can be analyzed at two levels.  
.من االممكن تحلیيل االثقافة االتنظیيمیية على مستویيانن

1. Surface level or the visible culture. It includes ‘artifacts’ (dress, office layout). We 
can see/observe this aspect of culture. 

.االظاھھھهريي وویيمثل االثقافة االمرئیية وواالتي تتضمن االملبس٬، تصمیيم االمكتب٬، االخ/االمستوىى االسطحي

1. The interior level or the invisible culture. It includes values, assumptions, beliefs.  
(e.g. a belief in excellence, in honesty, attention to detail, maximum participation).  We 
cannot see this aspect, but we can feel and experience it. 

.   االمستوىى االباططني٬، االغیير مرئي وویيتضمن االقیيم٬، االافترااضاتت االأساسیية٬، االمعتقدااتت  

.االسططح٬،  وواالباططنن:  ططبقاتت  االثقافة  االتنظظیيمیية





Cultural Artifact: Work Space Layout





Visible Culture: Symbols   االرموزز           : االثقافة االظاھھھهریية

• ‘An object, act or event that conveys  
meaning’  (Daft, 1998). 

.شيء٬، فعل معیين٬، أأوو حدثث یيحمل معنى

• Symbols communicate the company’s 
values.   

• Corporate logos, and slogans, artwork, 
etc. شعارر٬، عمل فني٬، االخ . علامة ممیيزةة٬، 



Visible Culture: Slogans
‘a sentence that expresses the key corporate value in brief’ (Daft, 1998)



Stories 

• ‘A narrative based on true events that is reported frequently and shared 
by organizational employees’ (Daft, 1998). 

• The story is told to new employees to keep the company’s values 
alive. 



Heroes 

‘A figure who exemplifies the deeds, 
character and attributes of the corporate 
culture.’  (Daft, 1998).

شخص یيمثل ثقافة االشركة في أأفعالھه٬، شخصیيتھه٬، 
.ووااخلاقیياتھه

• Heroes are role-models for employees.  
.قدووةة للموظظفیين



Ceremonies  االمرااسم/االاحتفالاتت

• ‘A planned special event and is conducted for the benefit of an 
audience.’   

.حدثث منظم من ااجل جمھهورر معیين

• The ceremony will communicate the company’s values dramatically. 

• They help create bonds between those who share in the event. 
.تساعد على بناء االروواابط بیين االحضورر



L'Oréal Women in Science Awards

• What does this ceremony say about the 
culture of L'Oréal?



Doodle 4 Google Youth Awards



Symbolic Leadership

• Symbolic leaders are managers who used symbols, slogans, stories and 
ceremonies to shape corporate culture. 

• Symbolic leaders communicate values in words and actions. 

• They articulate a vision for the company that excites employees. 
• Actions speak louder than words. Symbolic leaders do.



The End

Questions?


