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Triple Bottom Line
With the successful management of business risk, a company has the potential to improve the triple bottom line: the social, environmental, and financial accountability of a business.

Risk identification and strategy using quantitative evaluation can be used to assess and quantify business risks in a proactive way.

Risk management comprises a series of steps which can be used as milestones for reporting, review and action.  The steps are outlined as follows:

1.
Define context and risk management criteria.

2.
Identify the risks.

3.
Assess significance of risks

4.
Identify, select, and implement risk treatment options.

5.
Implement performance monitoring review and corrective actions.

From e-commerce to m-commerce?

Many people are only just taking on board the idea of computer-based e-commerce, but already technology enthusiasts are touting another development—mobile e-commerce, or m-commerce.

The door to m-commerce was opened partly because the growth of the Internet and the obsessions with mobile phones happened at the same time.  The convergence of the two has been helped by collaboration between wireless and computer industries.  The produce of this marriage is the smart phone, which allows you to check you e-mail, look up the latest news headlines, on the Web, as well as make calls.

However, m-commerce still has a long way to go before it can catch up with e-commerce.  The key word in the future is convergence.  Internet users will expect a seamless service whether they access via a computer or a mobile phone.

Marketing Unwrapped

A number of factors are influencing the way marketers are currently operating, and these have implications for the future.  In the 1970s we were operating in a commercial environment in which packaged goods reigned supreme.  In the following two decades, customers have been persuaded to use brands in more varied ways—eating breakfast cereal at night or taking out supermarket branded credit cards or mortgages.

In summary:

· Customer expectations now lead marketing

· Marketers have to become more interactive with other stakeholders and drive customer added value.

· Marketers need a long-term perspective and need to build brands.

Management Style—Monkey Business
Studies of leadership reveal that there is no unique set of traits that lead to corporate success.  An autocratic leadership style, however, can have nasty side affects, particularly after the leader departs.

Let’s illustrate with the story of four monkeys in a zoo pen with a bunch of bananas set on a pole in the center.  One monkey makes a dash for the pole only to be hosed down with icy water by a zookeeper.  Drenched and disconsolate, the monkey retires to the edge of the pen to recover from the ordeal.  Just for good measure, all the other monkeys receive a drenching, too.  Next, another monkey heads for the bananas, only to suffer the same fate, and so it goes on.  Soon the monkeys are actively holding back any one of their number that ventures toward the pole to avoid the general hosing down.

Next, the zookeeper takes out one monkey and replaces it with another.  Any attempt by the new monkey to grab the bananas is met with resistance from its pen mates, fearing the deluge to come.  The final situation is a pen full of monkeys who have never seen a soaking—yet none will venture toward the bananas.
The parallel is an organization where independent ideas and drive from employees are continually hosed down.  The company may run well—provided the leader makes the right calls, but autocratic leadership can result in the next generation’s demise of the company.

So the first rule to remember if you report to an autocratic leader is keep going for the bananas—it doesn’t matter how many times you get drenched.  They may not show it, but that’s why they hired you in the first place. 
