5CO01 Organisational performance and culture in practice
AC1.1 
An organisational structure (OS) lays out the framework for how individuals and teams are organised, interconnected, and empowered to achieve its key objectives.  

[bookmark: _Hlk156860319]Aldi (Süd), has become a global success story through its unique OS. Operating under a single management board, its flat hierarchy (Waite et al, 2021) prioritises balancing efficiency, cost-effectiveness, adaptability, empowerment and accountability. 
As key reasons. Aldi has few management layers that encourages increased responsibility and autonomy (Malik, 2023). This motivates employees and fosters a sense of ownership leading to higher employee engagement. Nevertheless, multitasking and increased workload can be demanding, potentially leading to employee burnout. Moreover, the OS limits career paths due to its flat structure.
Aldi’s decentralised regional companies, translates to lower operating costs due to minimal bureaucracy, enabling them to be fast at decision-making and adaptability to offer competitive prices. Whilst efficient, this structure can sometimes lack specialised expertise, yet having a functional structure at national level would account for efficiency and local market adaptability. This allows Aldi to focus on core competencies and budget-conscious customers. When narrowing the product range, this simplifies operations allowing for bulk buying and better deals with suppliers. However, certain customer segments seeking variety, might find Aldi's selection limiting. Expanding product lines in the future could require restructuring their supplier relationships and inventory management.
 
Johnson & Johnson utilises a divisional OS with some hierarchical elements within each of the three divisions serving diverse customer segments: Consumer Health, Pharmaceuticals, and Medical Devices. Each division has its own president, management team and resources, with hierarchical structure for clarity and control. The independence granted to subdivisions in a divisional structure does contribute to several advantages including increased accountability, fostering a sense of ownership, driving better performance and creating a healthy competitive environment where divisions strive to outperform each other (Armstrong and Taylor, 2020). Managing this can be complex, requiring strong coordination and communication from the headquarters. It can also create competition for resources or market share between divisions impacting on overall performance.
Furthermore, each division has the ability to adapt quickly to specific market needs and customer demands due to their autonomy, focus and expertise (Vaara, et al., 2021). Thus, decentralisation can make it harder to maintain control over strategic direction and brand consistency especially when trying to avoid silos and duplication. The effectiveness of this structure depends on careful implementation and ongoing management. Striking the right balance between division autonomy and central control is crucial for maximising its benefits while mitigating its drawbacks.
By understanding the unique dynamics of each entity, we can appreciate the reasons behind their meteoric rise and the challenges they face in a constantly evolving business landscape.


AC1.2 
In the ever-evolving landscape of modern business, few companies have achieved the spectacular growth and sustained success of Amazon. At the heart of this phenomenon lies a powerful synergy between organisational strategy, product offerings, and unwavering customer focus. 
Amazon's strategic philosophy revolves around a simple yet profound principle: customer obsession. It manifests in its four guiding pillars: passion for invention, operational excellence, long-term thinking, and, most importantly, customer obsession itself. By prioritising customer needs above all else, Amazon has fostered a culture of continuous innovation, constantly expanding its offerings to meet evolving demands. This innovation is fuelled by data-driven and technology that leverages analytics to understand customer behaviour and preferences, informing strategic decisions and product development (Arena, 2018).
This customer-centric strategy translates into a unique organisational structure characterised by decentralisation and agility. Empowering teams closest to the customer with decision-making authority enables faster and more responsive action, ensuring alignment with evolving customer needs (Rigby, Sutherland and Noble, 2018). Additionally, Amazon's flat hierarchy minimises bureaucratic hurdles, creating a nimble and adaptable organisation capable of swiftly responding to market shifts and customer feedback.
However, strategy alone cannot guarantee success. It requires tangible manifestations in the form of products and services that resonate with customers. Amazon's diverse product portfolio, ranging from physical goods to digital services, is united by a common thread: providing exceptional value and convenience. Personalisation algorithms curate individual shopping experiences, while Prime membership incentivises loyalty through free shipping, exclusive deals, and streaming benefits (Davenport, 2018). The marketplace platform expands selection and fosters competition, benefiting both customers and Amazon itself. Finally, customer reviews build trust and transparency, empowering informed decision-making.
The customer-centric approach acts as the conductor, harmonising product innovation, operational efficiency, and organizational agility into a seamless experience that anticipates and fulfils customer needs. This focus on exceeding customer expectations has fostered a loyal following, driving growth and solidifying Amazon's position as a leader in the digital age (Honorato, 2023).
By studying the intricate story of Amazon's success, businesses of all sizes can glean valuable insights for their own customer-centric journeys. Understanding the power of prioritising customer needs, fostering innovation, and building an agile and responsive organisation paves the way for creating lasting value and achieving sustainable success in the ever-changing market landscape.


AC1.3 
In the UK, social health care settings play a vital role, providing crucial support to disadvantaged communities. However, their operations are influenced by a complex interplay of PEST factors and trends, shaping their current priorities and requiring strategic adaptation (Taylor and Woodhams, 2022). Examining these factors within the UK context offers valuable insights into the challenges and opportunities shaping the future of any organisation (Battista, 2023).
Political Factors 
The UK government plays a significant role in funding social health care through initiatives like the Levelling Up agenda (Gov.UK, 2023) and the NHS Long Term Plan (NHS England, 2023). However, ongoing budgetary pressures and potential policy shifts create funding uncertainties. Advocating for sustained and equitable funding remains a top priority for these organisations, requiring active engagement with policymakers and securing alternative funding streams (Boccarini et al., 2023). Explore innovative approaches like social impact bonds and philanthropy to build resilience against budgetary fluctuations.

Economic Factors
The UK's cost-of-living crisis directly impacts the wellbeing of underserved communities, potentially increasing demand for social health care services (NHS Providers, 2022). Adapting services to address issues like food insecurity and energy poverty becomes crucial. Simultaneously, an aging population requires adjustments to cater to specific needs, necessitating investment in services like geriatric care and dementia support Respond to emerging needs by embracing data-driven insights to ensure services remain relevant and impactful (Sörensen et al., 2021).

Social Factors
Mental health concerns, particularly among young people, are a growing public health issue. Social health care providers need to prioritize mental health services and collaborate with other organisations to address systemic challenges (CIPD, 2022). Additionally, diversity and inclusion become increasingly important as the UK population becomes more multicultural. Ensuring culturally competent services and addressing language barriers are critical priorities.
Address societal issues like rising poverty, mental health concerns, and an aging population through targeted interventions and service adjustments (WHO, 2023). Remove barriers to service access by encouraging cultural understanding, digital divides, and transportation challenges.

Additional priorities would be to forge strong networks with local authorities, charities, and other organisations to share resources, expertise, and best practice. Furthermore, complex issues to be tackled collectively with other stakeholders to address systemic challenges such as social determinants of health and poverty.
By actively pursuing these priorities, social health care organisations in the UK can navigate the complex landscape, ensure their long-term sustainability, and continue to be indispensable pillars of support for those needing them. 



AC1.4.
The digital revolution has swept across the globe, transforming every facet of human life, including the world of work. One of the most evident benefits of technology is its ability to boost productivity and efficiency. Automation has taken over repetitive tasks, freeing up human time for more strategic activities. This translates to significant cost savings and increased output, enabling organisations to remain competitive.

Part of the gig economy, Uber app, with technology at its core, has undeniably revolutionised transportation, shaping every aspect of the platform's operations and impacting work for drivers, customers, and the broader workforce. The algorithm matches riders with drivers, dynamically adjusts fares, and guides routes in real-time using smartphone as the primary interface. Driver assistance systems and navigation tools further guide drivers efficiently with full reliance on its algorithms for income potential (Montgomery and Baglioni, 2021). Thus, this dependency creates concerns about predictability and control over their work. 
Customer experience, too, revolves heavily around technology, from booking rides to tracking progress and making payments as well as influencing how drivers are rated and rewarded. Whilst, seamlessness and convenience are prioritised, platform management relies heavily on data-driven insights, influencing decisions about pricing, resource allocation, and driver policies (Knight, 2016; Smoliar, 2023). Uber's meteoric rise is a testament to innovation, a disruption to the taxi industry. However, legal battles over driver classification and safety concerns highlighted the need for regulatory adaptation. Today, Uber navigates these challenges while evolving its offerings, reflecting its constant innovation and adaptation.

Other more general challenges come from the potential of job displacement. Automation, while efficient, can replace entire positions, particularly those involving routine tasks. Reskilling and upskilling initiatives are crucial for current and future workforces to thrive in a technology-driven environment. Furthermore, another challenge is the creation of digital divides due to unequal access to technology and digital literacy skills, hence promoting digital literacy education is crucial to bridging this gap and ensuring inclusivity in the digital economy (Leonard-Cross, 2021). 
Finally, the ever-present connectivity facilitated by technology can blur the lines between work and personal life, leading to work-life imbalance leading to stress, burnout, and negative impacts on overall well-being. Organisations need to establish clear boundaries, promote healthy work habits, and encourage employees to disconnect when necessary to preserve their mental and physical health (Green, 2021).
By embracing technology as a partner and proactively addressing the challenges it presents, organisations can unlock its immense potential to empower employees, enhance work experiences, and drive lasting success.




AC2.1 
Organisational culture, often described as an invisible force shaping behaviour and performance, can be difficult to grasp. Edgar Schein's model offers a valuable lens for understanding this complex phenomenon. Adapted from Schein (2010) like an iceberg, his model proposes that organisational culture exists on three levels: 
Artifacts: The visible symbols and practices of an organisation, including its architecture, technology, office layout, dress code, communication patterns, and even documents like employee handbooks. These can be further categorized as formal (explicitly designed) or informal (evolving within the culture).
Values: The desired or preferred behaviours and beliefs within the organization. Schein distinguishes between espoused values (officially stated) and values in use (those actually guiding behaviour).
Assumptions: The deepest level of culture, comprising unconscious beliefs, values, and perceptions that shape how members think, feel, and behave. These fundamental assumptions influence both artifacts and espoused values and are crucial to understanding the true essence of an organisation's culture. 
In conclusion, Edgar Schein's model provides a valuable framework for understanding the invisible power of organisational culture. By delving beyond the surface and uncovering the underlying assumptions, professionals can gain crucial insights for navigating workplace dynamics, facilitate change, attract and retain talent, drive performance, and creating a thriving organisational environment.

Understanding human behaviour is crucial for shaping and understanding organisational culture. The Expectancy Theory, developed by Victor Vroom (1994), sheds valuable light on this connection by linking effort, performance, and motivation.
1. Effort - Performance: This relationship refers to the individual's belief that their effort will translate into achieving desired performance levels. 
2. Performance - Reward: This relationship focuses on the individual's belief that achieving the desired performance will actually lead to the expected rewards. 
3. Reward - Personal: This relationship considers the value or attractiveness of the expected outcomes to the individual. 
In essence, employees perform better when they believe effort leads to success (instrumentality), that success brings desired rewards (outcome expectancy), and that those rewards matter to them (valence). Organisations can leverage this by clarifying expectations and rewards, investing in employee development, tailoring rewards to individual values, recognising effort and achievement (Channell, 2021).
To conclude, this theory focuses on understanding what motivates employees by acknowledging their inherent desire for satisfaction and fulfilment. It suggests that employees are more likely to perform well when they believe their efforts will lead to desired outcomes that they value.

