BA HONS LEADERSHIP & MANAGEMENT SKILLS FOR THE WORKPLACE


Student Name: Michael Thomas



Student Number: 1908080



Lecturer Name: Seyed Nasirpourosgoei



Module Title: Knowledge and Information Management Skills for the Workplace


Title: Academic Report


Module Code: BMSW5106


Task: One


Submission deadline: 23/07/21

Contents Page

	1.0
	INTRODUCTION
	Page 3

	1.1
	BRIEF HISTORY
	Page 3


	2.0
	INFORMATION SYSTEMS IMPLEMENTED WITHIN THE JOHN DEERE COMPANY

	Page 4

	2.1
	SYSTEMS USED INSIDE THE JOHN DEERE COMPANY

	Page 4

	2.2
	TYPICAL DATA RANGE COLLECTED FOR KNOWLEDGE

	Pages 4-5

	2.3
	SENSORS USED IN THE JOHN DEERE MACHINERY

	Pages 5-6

	3.0
	CUSTOMER RELATIONSHIP MANAGEMENT (CRM) SYSTEMS

	Page 6

	3.1
	ADVANTAGES (CRM) SYSTEMS

	Page 7

	3.2
	DISADVANTAGES (CRM) SYSTEMS

	Page 7

	3.3
	CHALLENGES OF IMPLEMENTING THE (CRM) SYSTEM

	Pages 7-8

	4.0
	PORTER’S FIVE FORCES FOR JOHN DEERE & COMPANY

	Page 8

	4.1
	THREATS OF NEW ENTRANTS

	Page 8

	4.2
	BARGANING POWER OF SUPPLIERS

	Page 9

	4.3
	THREATS OF SUBSTITUES PRODUCTS OR SERVICES

	Page 9

	4.4
	BARGAINING POWER OF BUYERS

	Page 10

	5.0
	BIG DATA ANALYSIS AND THE INTERNET (IoT)

	Page 10

	5.1
	EXPLAIN ADVANTAGES

	Pages 10-11

	5.2
	DISADVANTAGES FOR JOHN DEERE & COMPANY

	Page 11

	6.0
	RECOMMENDATION AND JUSTIFICATIONS

	Page11-12

	7.0
	REFERENCES

	Pages 12-14








1.0 INTRODUCTION

1.1 BRIEF HISTORY
The John Deere company commenced in 1836, and he started by trading small tools. Via 1960, John Deere presented the “New Generation of Power”, the company six cylinders since 1918, initially focused on two-cylinder machines. (Macmillan, 2001)
The twenty-first century is known for information and knowledge and which all organization needs to embrace to have a completive advantage over their competitors (Beetham and Sharpe ,2013)
 This report intends to classify the systems by collating data to generate knowledge from various sensors used in their machinery. Explore customer relationship management (CRM) benefits and evaluate the challenges of implementing such a system. 
Critically analyse how big analytics (IoT) and investigate use and manage knowledge by explaining the advantages and disadvantages of using such technologies within the company. Finally, offer recommendations and practical solutions to strengthen the company’s knowledge and management practices, bearing in mind the challenges of the Covid-19 pandemic crisis on a global scale.















2.0 INFORMATION SYSTEMS IMPLEMENTED WITHIN THE JOHN DEERE COMPANY
2.1 SYSTEMS USED INSIDE THE JOHN DEERE COMPANY
According to Carter (2006) Many different organisations sectioned of as many various administrative and management functions, products services, groups, and individuals working towards the objectives of that company
The systems used at John Deere Company's limitations meaning cannot cover all the procedures used in the company; however, just mention a few. These consist of Human resource Management, Marketing, Sales, Global International operations, Warehousing, Corporate-CEO. Equipment divisions both in the US and overseas. (Deere, 2021)
Acs and Gerlowski, (1996) states as the ever-changing organisations adapt to new markets, when Human resource are recruiting, they consider cost as they need to recruit the right staff. Peters Granovetter, (1995) comments that the quality of the information received through job searches is an excellent advantage of informal recruiting  Wanous (1980) Williams et al. believes that this type of useful information can help John Deere to better decision making about how well potential employees connect with their potential employer.
From the perspective of the author, when interviewed by a company in 2020 for a short-term contract, for them to access knowledge and use the information to help make a better decision whether to employ me or not. The process was completed by supplying a CV to see if the qualifications matched with the job description. From the information provided, both Human resources and senior management decided based on the applicant's information. Organizations need to get the right candidate as if they get it wrong, the decision can be very costly. (Wanous.1980, Williams et al.)
2.2 TYPICAL DATA RANGE COLLECTED FOR KNOWLEDGE
(Garcia-Murrillo and Annabi (2002). Both define explicit knowledge as the communicable know-how in an organization that can be shared formally internally within the organization. Jin et al.’s (2002) states that The John Deere Company has realised the world’s population is increasing and changing, the thirst for knowledge farmers challenged to produce more with less.  To continue to improve knowledge retention and dealer effectiveness, they started using dealer auditing in China in 2007   Van den Berg et al. (2007) Findings establish the data. knowledge and research used to focus mainly on new crop technologies and agricultural extension work in the industry
Huang and Rozelle (1994) believes that the data, knowledge, and the econometrics that technology brings, knowledge is utilized in increasing total factor productivity (TFP)
(Narendra & Latha, 2010) emphasises that acquiring knowledge can be used to automate jobs. The John Deere company can optimise every seed planted, every drop applied, every grain harvested, and every pass through the field.  is only possible by knowledge acquired through data and technology.
 Patwary & Omar, (2016); “Similarly state “that the challenge for the agricultural industry is the provision of accuracy. Localised and global data increasingly via ICT, while using this knowledge to be establishing and maintaining a trust relationship with the potential customer”. John Deere has encompassed and harnessed knowledge through which they lead the field and helps the senior leadership make better decisions and continues stays one step ahead of their competitors.
2.3 SENSORS USED IN THE JOHN DEERE MACHINERY
According to: (Anandhi S. 2000) Despite the extensively held belief that information technology (IT) is essential to an organisation’s survival growth in a competitive global world
Figure No:1 shows Auto Path™ mapped John Deere's latest precision software that automatically creates guidance lines for an entire field by John Deere & Company, (2021)
                          [image: AutoPath in Tractor]    
Bravo et al. 2017; Yong Zhang and Wei (2016) asserts that the intelligent application of devices used by John Deere Company intended to improve the performance of miniaturised devices to help with productivity and profitability. (DiPietro & Wang, 2010) maintains that electronic sensors have excellent repeatability and precision; once standardized to a known concentration, the sensor will provide a precise reading to a target, for example, running guidelines in a field.





Figure No: 2 Diagram shows John Deere’s vision of how technology could drive the increased productivity by John Deere & Company, (2021) 
[image: ]


[image: ][image: ][image: ]	

		

 (Mortensen & Keshelashvili, 2013) refutes the claim that It is suggested that electronic sensors have a short life of six months to one year—Reliant on the conditions and the atmosphere in which the device used. Sensors are a proven way forward technology used for many years; however, the John Deere company has been creative and innovative and will be the cornerstone and the leaders in the agriculture industry.
3.0 CUSTOMER RELATIONSHIP MANAGEMENT (CRM) SYSTEMS
Rigby and Ledingham (2004). Defines CRM as an organisation-wide-strategy applied through the use of changing technologies such as salesforce computerisation Finnegan and Currie (2010) state that through the CRM John Deere, utilises a set of processes and systems to attain customer satisfaction, loyalty and, most importantly, generate a profitable and lasting business relationship through the system with its current and potential customers.
Droll and Totzek (2008) endorse the above claim. The John Deere company uses the CRM system to its full advantage. Gives the John Deere company a competitive advantage over its rivals and communicates with customers regularly to help form a close bond. For example, (1) Case Management Tracking; (2) Customer Relationship Management Tracking; (3) The related data gathered, and information technology tools are the foundation of the company’s success in the local and global markets.
3.1 ADVANTAGES (CRM) SYSTEMS
Reinartz and Kumar (2003) show within the John Deere organisation, the data is strategically organised and presented by a CRM platform that leads to a better understanding of loyal and potential customers.
Langerak and Verhoef (2008) likewise say the CRM an advantage of this system, leads to better messaging and outreach. Limits how mundane tasks can be completed with automation, which helps the organisation offer a more efficient customer experience and service. Additionally, groups, teams can collaborate more efficiently and reduce the workload of each employee
(Chen and Popovich 2003) similarly suggest the CRM system helps to find the right customers and builds more sustainable relationships. Applying the CRM system increases employee productivity enabling more profitability for the organization.  The benefits provide insight into several objectives. This includes how customers receive a level of support and why John Deere dealership may choose to do this, as well as incorporating various types of technology the organisation decides to employ that are popular in the customer service sector.
3.2 DISADVANTAGES (CRM) SYSTEMS
Augspurger, (2014) argues that record loss within CRM management to keep customers data. The downside is that the organization has no control over customers' details if lost. Petchenik and Watermolen, (2011) state that if a business chooses a local Customer Relationship Management software, overhead costs will be linked to it and affect the organisation financially. Training if It’s a start-up or small business, the issues are not so much noticeable. However, a large organisation like John Deere will be required to carry out training sessions for the employees. Sessions conducted will mean appointing professional to lead the training at a cost to the company. (Langerak and Verhoef 2008)
Rainer and Cegielski (2009). maintains that technical Support another disadvantage when it comes to CRM support; there are two options available to outsource to a different person. Floyd and Wooldridge (2000) Likewise, John Deere could hire a specialist contractor within the organization. Many other organizations offering CRM solutions will provide support, but this usually comes at a higher cost for the organization, which will cause a ripple effect internally on finances.
3.3 CHALLENGES OF IMPLEMENTING THE (CRM) SYSTEM 
(Petchenik and Watermolen 2011) States have lots of opportunities created for the CRM in the world, and there come challenges. There’s a more significant gap between those companies who are successful and those who are failing. Sumair Dutta (2011) notes that a challenge for CRM is creating opportunities for loyal customers before the current pandemic. Human interactions were a regular occurrence. Once where people can react to a specific situation and go that extra mile for their customers. Interacting with a piece of software does not give the same effect or experience for the customer. Floyd and Wooldridge, (2000) believe that the challenges of creating intimacy with the customer do not exist online, and things either work or do not.
4.0 PORTER’S FIVE FORCES FOR JOHN DEERE & COMPANY
[bookmark: _Hlk76896555]According to (Simon 2016), Michael Porter's model is used to break down and understand the viable nature of an industry or company. The model does this by looking at five main issues-threat of substitutes, the risk of new entrants, trading power of buyers, negotiating power of suppliers and competitive rivalry in the marketplace

Figure 3: Illustrates Michael Porter’s Five Forces Framework, By Fern Fort University, (2020)
[image: Deere & Company hbr case study solutions & analysis]
4.1 THREATS OF NEW ENTRANTS 
[bookmark: _Hlk76896222]Frey & Osborne (2018) states that new competitors in Farm & Construction Machinery bring creativity and innovation, including new ways of doing things. Any new Agriculture Machinery placed into the marketplace immediately puts pressure on John Deere & Organisation Manyika et al., (2017). It could be critically viewed as through lower pricing strategy, reducing their costs, and providing new value propositions to their loyal and new customers. Further (Charlton et al., 2019). argue that by looking forward and having visionary plans allows the John Deere Company to succeed in all these challenges and build active barriers to defend its competitiveness in the Agricultural local and global Marketplace
[bookmark: _Hlk76897002]For example, John Deere company, by investing in their (R&D), innovating their new products and services, will bring new customers to the business and give loyal customers a valid reason to purchase John Deere & Company’s products. Also, by increasing the economies of scale to lower the fixed price per unit for each piece of agricultural machinery sold in the marketplace s (Windsor, 2019).
4.2 BARGANING POWER OF SUPPLIERS
[bookmark: _Hlk76901968][bookmark: _Hlk76901491]Through research, the John Deere Company has noticed that’s competitors in the farm Machinery industry purchases their raw materials from various suppliers. (Charlton et al., 2019). Manyika et al., (2017). views that Suppliers in dominant positions can decrease the margins of the John Deere Company profits in the marketplace. Similarly, Frey & Osborne (2018) Powerful suppliers in the industrial goods sector use their negotiating power to extract higher prices from the companies in the Farm & Construction Machinery industries. (Simon 2016) objects to this interpretation, the overall impact of higher supplier bargaining power is that it lowers the overall profitability of farm and construction Machinery after all companies are in business to make a profit. (Windsor, 2019). Airs on the side of caution as suppliers have their own agenda. They also need to make a profit for the business, so the key is whoever comes out on top with their negotiating power will ultimately increase their profit margins. The danger here is that John Deere & company could take their business elsewhere if a deal cannot be reached. Both parties need to aim for a win-win situation where both companies get what they want from the deal
For example, John Deere Company could develop a dedicated stream of suppliers whose business solely depends upon the company. One of the lessons John Deere & Company could learn from Wal-Mart and Nike. Are how these companies have constructed a model that solely depends on them creating a scenario where these third-party companies have reduced bargaining power compare to likes Wal-Mart and Nike (Frey & Osborne, 2018)
4.3 THREATS OF SUBSTITUES PRODUCTS OR SERVICES
[bookmark: _Hlk76903577]Ram, (2017). believes that when a new product or service enters the marketplace and inevitably meets similar customer needs in various ways, the agricultural industry suffers, especially their profitability. (Marr, 2019) Likewise, For example, Machinery like field Cultivator, seed and planters, plough and Balers, there are companies are out there that recondition these types of Machinery and sell them at a lower price for those farmers who cannot afford brand new agricultural machinery affecting sales and profitability of John Deere and Company
Simon (2016) argues that any threat of a substitute product or service could be damaging to the John Deere & Company. If the substitute offers a high-value proposition that is uniquely different from present offerings in the agriculture industry this will have repercussions within the whole organisation. Charlton et al., (2019). criticises this to tackle the threat of substitutes on the market, John Deere must focus on not just being service orientated rather than just product orientated to create a shift. Also, to combat the threat of substitutes, John Deere must genuinely understand the customer's core needs rather than what the customer is purchasing.
4.4 BARGAINING POWER OF BUYERS
(Windsor, 2019) suggest buyers can be highly demanding. They want to purchase the best discounts available by paying the minimum price possible. Marr (2019) maintains that this can affect John Deere’s ability to make a profit in the long run. The smaller and stronger the customer base is of John Deere &Company, the little power they have over their buyers. Ram (2017) believes that the more bargaining power the buyer has, the higher ability to seek increasing discounts and offers that John Deere & Company may have on offer, the worst-case scenario, the buyer goes elsewhere to purchase another product or service of a similar statue.
To tackle buyer power John Deere & company can build a more extensive database for their customers. The solution will be helpful in two ways. It will reduce the bargaining power of the buyers. The answer will provide the opportunity for the firm to streamline its sales and production process. (Manyika et al., 2017). Frey & Osborne (2018) asserts that by continuously innovating their new products. Long term customers tend to seek discounts on established goods. If John Deere & Company keep on coming up with new products and services, it can limit buyers' bargaining power.
5.0 BIG DATA ANALYSIS AND THE INTERNET (IoT)
[bookmark: _Hlk76915593]According to CISCO (2015), Big data analysis is identified as analytic systems against extensive, diverse data sets that include sets of structured semi-structured and unstructured data from terabytes and zettabytes. Xia, Feng (2012) states that The Internet of Things (IoT) refers to a system of interconnected, internet-linked objects that can collect and transference data over a wireless network without the interruption of human intervention. Ahmad (2016) Data analytics is important for knowledge as it helps to communicate your data visually in a very simple way.
 John Deere & Company to manage (IoT), they can ultimately fuel better and quicker decision-making from top-down in an organisation. Helping and managing knowledge better will only enhance, the Senior Management team will be able to model, predict future outcomes, and enhance business intelligence. As John Deere builds a significant data solution process. Using (IoT) will allow John Deere and Company to work more competent the machines' performances to supply chains, logistics and operations within the organisation. (Brakenridge, 2015)
5.1 EXPLAIN ADVANTAGES 
Here are some of the advantages of IoT As Zeng (2011) has made clear, the benefits for the John Deere company ability to access detailed information from any location at any time on any advice. Improved communications between connected electronic equipment within the organisation. Xia, Feng (2012) endorses this claim. John Deere and Company Can transfer data packets both internally and externally over connected networks, saving time and money.  
 5.2 DISADVANTAGES FOR JOHN DEERE & COMPANY
Giroux (2005) argues that the number of connected pieces of electronic equipment increases and more information .is shared between devices. The chances increase that a hacker could steal confidential information from the John Deere company and use it against them. Ahmad (2016) asserts that John Deere & Company will be handling large numbers-even masses of (IoT) devices and accumulating and managing the data from all those devices will be highly challenging for the organisation.
 It has been contended that if a virus enters the system, it’s more than likely that all other devices will also become corrupted. Also, as there is no international standard of compatibility for (IoT), it’s challenging for all devices from various manufactures to communicate with each other. Frey & Osborne (2018)
6.0 RECOMMENDATIONS
From the report, it is evident from the PESTEL analysis that the threats from new entrants in the agricultural industry are a genuine concern to the John Deere and Company. As mentioned by Frey & Osborne (2018) states that new competitors in Farm & Construction Machinery bring creativity and innovation, including new ways of doing things. Has a significant impact on the bargaining power suppliers and Charlton et al., 2019)? Monika et al., (2017). Suppliers in dominant positions can decrease the margins of the John Deere Company profits in the marketplace. Threats of substitutes products and services as Charlton et al., (2019). criticises this to tackle the threat of substitutes on the market, John Deere must focus on not just being service orientated rather than just product orientated to create a shift. Bargaining power of buyers
JUSTFICATIONS    
· The company must continue to be committed to invest in their (R&D) to remain as the market leaders in the agricultural machinery global market. Having that vison to allow staff to use their imagination, invention to benefit the organisation
· John Deere and Company could take measures to reduce the buyer power by, for example, applying for loyalty programs or by distinguishing their products and services to fit a particular niche market that feeds into their needs and wants.
· The John Deere company can drastically reduce the threats of substitutes by offering additional values to their products through their wider product distribution both locally and globally.
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