
WEEK 1 

Megatrends 

Impactful technology 

 90% of the world’s data created in the last 4 years 
 75% of stock trades today are created by algorithm 
 1 trillion objects connected by 2025 
 Artificial intelligence 4:1 win in GO in 2016 

Resource security 

 WEF identifies water crisis as #1 risk 
 Energy consumption to increase by 35% by 2035 
 Clean energy materials at critical levels- Life critical phosphorous will peak by 2050 
 35% increase required in global food production by 2050 

Evolving communities 

 World population 7.5b in 2016, 10b in 2050 
 2015-2100 growth generation from Asia to Africa 
 Millennials are the largest generation in history 
 8% of world’s population over 65 in 2015, 13% by 2030 

Rapid urbanisation 

 2% of world population in cities in 1800, 54% in 2015, 61% by 2030 
 750 biggest cities (of 4,146) contribute 57% of global GDP 
 1.5m per week join cities 

Economic power shift 

 Emerging economies 33% of world total in 2015, 50% by 2025 
 Emerging economies grow 75% faster than developed economies 
 By 2030, 80% of world population in middle class 
 2030 E7>G7 purchasing power 

Empowering individuals 

 400m connected in 2000, 3.2b in 2015 
 Always on, anywhere, personalized nature of Social media- Rise in experiential consumption 
 $5.67tr in socially responsible investments in 2014 

Stakeholders and stockholders play an important role in any business 

Stakeholder is an organisation or a person, such as an employee, customer, or citizen who is involved with 
an organisation, society, etc. and therefore has responsibilities towards it and an interest in its success. 
Basically, a stakeholder is anyone who is impacted by the organisation. 

Stockholder is a person who owns shares in a company and therefore gets part of the company’s profits 
and the right table vote on how the company is controlled 



Mission statements, vision statements and values help provide a reason for why an organisation exists. 
Leaders describe what they want the organisation to become and inspire a new reality 

Mission statement is a short-written description of the aims of a business, charity, government department 
or public organisation 

Vision statement a statement of what a company or an organisation would like to achieve in the future 

Values the principles that help you to decide what is right and wrong, and how to act in various situations 

The statements help to provide context on an organisation's culture 

Organisational culture is defined as “the types of attitudes and agreed ways of working shared by the 
employees of a company or organisation” 

The challenge is often how to: 

 Communicate “desired” organisational culture 
 Build organisational culture 
 Adhere to the communicated culture  

Profit maximisation 

Offshoring of production is an example of profit maximisation 

Offshoring is about changing or moving a process or part of a process to another country or region. Often 
offshoring reduces costs because of lower labour costs, or there might be tax breaks or subsidies that 
reduce costs. If the savings are potentially millions of dollars, this makes sense to many businesses 

However, offshoring is fairly unpopular because one of the side effects can be unemployment in the country 
that the organisation or business is located in 

Corporate Social Responsibility (CSR) 

Corporate Social Responsibility (CSR) are actions that appear to further some social good, beyond the 
interests of the firm and that which is required by law 

Often, we talk about "giving back" as an example of CSR: 

 Donations 
 Sponsorships 
 Funding community projects 

There are critiques of CSR when considering the operational and organisational aspects, which can be 
summarised and categorised as follows: 

 What counts? 
 Longevity of the change? 
 How much counts? 
 Who decides? 

 

 



Creating Shared Value (CSV) 

To be considered CSV, it must benefit the organisation and another stakeholder 

The purpose of the corporation must be redefined as creating shared value, not just profit per se. This will 
drive the next wave of innovation and productivity growth in the global economy. It will also reshape 
capitalism and its relationship to society 

Three key ways of engaging in CSV are: 

 Driving mutually beneficial change 
 Reconceiving products and markets  
 Local cluster development 

Successful CSV has strength. It appeals to both practitioners and scholars alike and can elevate social 
goals to a strategic level.  However, CSV has its critics. Some find that CSV ignores the question of "why 
shouldn't I make a profit, what should I have as a social goal"? Friedman and those who believe in profit 
maximisation, believe that the organisation's mission is to pay for the shareholders and generate profit only. 

 

Social Enterprise (SE) 

Social enterprise is a type of entrepreneurship that is distinguished by social innovation and market 
orientation factors 

A social enterprise is focused on a particular problem and tries to find an innovative way to address that 
problem 

Its strategy is wrapped up around helping or dealing with that particular problem and what its impact is on 
stakeholders, whether it be private, public or social 

Social Enterprises (SE) are established to respond to unmet social needs through business-like and 
innovative means, so: 

 Are profit or non-profit 
 Seek sustainable earned income strategies 
 Use business as a vehicle and a way of thinking 



There are definitely differences between social and commercial entrepreneurs. A commercial entrepreneur 
can be thought of as being a "for profit" entrepreneur while a social entrepreneur is a person who 
establishes an enterprise with the aim of solving social problems or effecting social change 

 

 

 

 

WEEK 2 

Layers in a Business Environment 

 

 

  

 

 

 

Organisation 

 At the heart of a business is the company itself. If a problem exists inside your organisation, your 
internal analysis should be focused here. 

 We might decide to analyse the University of Sydney Business School and its course offerings 

Competitors and markets 

 The layer of competitors (also called collaborators) in a market is closest to organisation. Within an 
industry or sector, some organisations will be competing closer than others 

 Competitors with the University of Sydney Business School would include UNSW and UTS. What 
do other universities provide that we do not, and vice-versa 

Industry (sector) 

 Industry or sectors consists of organisations that produce the same products or services 
 Industry associated with the University of Sydney Business School can be defined within Australia 

(Go8 universities) or if globally, every other business school in the world. Are global business 
schools offering an equivalent product? Could the University of Sydney leverage its many 
international alliances and agreements with universities and research organisations? 

 

 



Macro-environment 

 The macro-environment is the highest-level layer. Factors identified in this layer impact all 
organisations to some degree. Every business has a relationship with either the industry or macro-
environment 

 COVID-19 is disrupting every industry, market and organisation. Education globally has been 
impacted by the need to teach and learn remotely. The University of Sydney Business school is no 
exception 

Price is the money spent by the consumers to buy a product or avail a service from a firm 

Cost is the amount of money incurred by firms to provide a product/service 

Willingness to Pay (WTP) is the maximum amount consumers will pay for a product/service from a firm 

Supplier Opportunity Cost (SOC)- For every product, there is a cost, which is more than the price of raw 
materials only. For the supplier, the company that produced the raw materials, the total cost of materials is 
defined as SOC. If the firm pays anything lower than the SOC, the supplier won’t provide the material 

Value Creation is the difference between WTP and SOC 

The goal of the supplier is to lower the SOC (by adopting a more efficient process or procuring raw 
materials from a cheaper source) while increasing the cost. The goal of the firm is to lower the cost while 
taking price as close to WTP as possible. 

Consumers prefer to create a bigger gap between price and WTP to get greater value. WTP is dependent 
on the consumer's behaviour and is context specific (e.g. we are willing to pay more for the food while 
travelling) 

There are two core parts to Porter’s Value Chain: 

Primary activities 

 Inbound logistics, operations, outbound logistics, marketing/sales, and service 

Secondary (support) activities 

 Firm infrastructure, human resource management, technology development, and procurement 

 

 

 

 

 

 

 

 


