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What is the Product Life Cycle? 

According to many authors, products have a life cycle, which is based on the statement that 

products have certain life limits - from the moment the idea for a new product arises to the 

moment it goes out of the market.  



The concept of the product life cycle is important for marketing because it gives an in-depth idea 

of product dynamics. The classic version of the product life cycle concept is represented by 

three image curves. It is divided into four stages - introduction, growth, maturity, and decline. 

Products have a life cycle, which is based on the premise that products have certain life limits. 

According to Pride, William M. and Ferrell, O. C: “Product life cycles, like biological cycles, go 

through introduction, growth, maturity, and decline. As the product goes through the cycle, 

strategies on competition, promotion, distribution, pricing, and market information need to be 

periodically evaluated and changed. The product life cycle concept is used to determine the 

introduction, development, and termination of the product. Thus, companies can maintain 

profitably and abandon unprofitable products. ” Reference: 

https://books.google.com/books/about/Marketing.html?id=yzu6u373WsIC&redir_esc=y 

The concept of the product life cycle is important for marketing because it gives an in-depth idea 

of product dynamics. 

The product life cycle concept summarizes 

● The product range is analyzed based on the product life cycle and the ratio between new 

and discontinued products is balanced. 

● The product life cycle makes it possible to predict and predict the changes that will occur 

in consumer requirements and in competition. 

● The products have a limited life 

● Product sales have clearly defined stages 

● Profits change at each stage of the product life cycle 

● New marketing strategies are required at every stage 

In today's highly dynamic marketing environment, the company's marketing strategy must 

change with the changes over time of the product, the market, and competitors. 

To say that a product has a life cycle is to say these four statements: 

● The products have a limited life; 

● Product sales go through different stages with different challenges, opportunities, and 

problems for the seller; 

● At different stages of the product life cycle, sales increase and decrease; 

The products require different strategies for marketing, finance, production, supply, and 

personnel at every stage. 

https://books.google.com/books/about/Marketing.html?id=yzu6u373WsIC&redir_esc=y


The life cycle is not normative but a descriptive characteristic. It manifests itself as a trend under 

the influence of the specifics of the products themselves, the behavior of buyers, and the 

activities of competitors. 

All this variety of conditions and factors for the market destiny of the products can modify the 

stages in the life cycle and present different configurations of the curve. Reference: Four Steps 

to Forecast Total Market Demand, hbr.org 

Therefore, market development is not always reduced to the classical version of the life cycle 

curve. In many cases, the so-called incomplete life cycles develop, ie life cycles that do not pass 

through all phases. 

In many cases, product life cycle curves develop repeat cycles. Usually, the revival of the 

second wave is achieved by activating marketing efforts to stimulate sales. 

The product mix is formed by different types of products and alternatives 

As the product mix is formed by different types of products and their alternatives, the market 

destiny of a business organization depends on how it combines the life cycles of different 

products so that there are always leading products in the group to provide its main revenue. 

Therefore, the analysis of product life cycles is a necessary prerequisite for the choice of 

marketing tools to achieve the set goals. 

The product life cycle concept is best suited for interpreting product and market dynamics. As a 

planning tool, this concept helps managers identify the main marketing challenges at each stage 

of a product's life and develop their main alternative marketing strategies. As a control tool, the 

concept helps the company measure product performance against similar products in the past. 

The product life cycle concept is less useful as a forecasting tool, as the sales history 

demonstrates different models and the stages differ in their duration. 

Phases of the product life cycle - stages of introduction, growth, maturity, 

decline 

The classic version of the RCP is an S-shaped curve, which can be divided into four stages: 

1. Introduction - the appearance of the product on the market; a gradual increase in sales 

volume; there are no profits because the costs of introducing the product are high; 

2. Growth - a period of rapid acceptance of the product on the market, a significant 

increase in profits; 



3. Maturity - a period of "saturation", ie. slowing sales growth; profits stabilize or begin to 

decline due to increased marketing costs for product promotion; 

4. Decline - a period of a sharp decline in sales and profits; 

It should be emphasized that determining the beginning and end of each of the four stages is a 

bit arbitrary. In addition, for most products, it is quite difficult to determine at what stage of their 

life cycle they are. The trend of increasing competition over time leads to shorter product life 

cycles, which means that products must become profitable in a shorter period. 

The phases of the product life cycle are the following: "development, implementation, increase, 

saturation and decline". 

The Zero phase in the product life cycle 

We can include the zero phase to the product life cycle - the development phase. In many 

theoretical marketing developments, it is not included in the product life cycle. But it is a 

necessary preparatory phase, at the end of which the products are "born". 

After that, the typical market life cycle of the product begins. The "development" phase includes 

all efforts to generate ideas for products, their technical and economic development, preliminary 

studies, and evaluations of the possibilities for their production and sales, its adaptation to the 

needs of the market and the interests of the business organization. 

The costs incurred in this phase are not covered by any income, so the profit curve here 

constantly falls down to negative values. The business organization expects to redeem them 

through the proceeds from future sales. This is a phase of investment in which all guarantees of 

success or risks of failure of future products are set. The marketing efforts of this phase are 

differentiated as innovation strategies. They come down to preparing the market for future 

products and shaping future consumer behavior. 

1. Introduction stage. 

It starts with the launch of the new product. An important feature is the high ratio of costs for 

promotion, investment, research to sales. This is because sales during this period are low and 

the cost of promotions is high due to the need: 

● Inform potential users. 

● Implement the distribution path. 



● To establish the distribution itself. Organizations focus their sales on those buyers who 

are most willing to buy, usually high - income groups. 

A policy of low or high prices can be adopted. Prices are rather high, as costs are high due to 

the relatively low production volume, technological problems in production, and the high rate of 

profit required to meet the high costs of product launch and promotion. The main marketing 

goals are related to informing consumers, gaining fame, generating demand, and more. 

Companies need to decide when to enter the market with a new product. Most studies show 

that the market pioneer has the greatest advantages. 

There are four possible strategies for introducing a new product 

The quick profit strategy relies on the high price of the product and a high level of promotion 

costs. This strategy can be successful if a large part of the potential market is not aware of the 

product if there are enough high-income consumers willing to pay the high price and if there are 

potential competitors. 

The strategy of slow profit implies low costs for promotion. This is acceptable when the market 

is small in size and a large part of consumers are aware of the product and accept the high 

price. 

A strategy of rapid market entry involves launching the new product at a low price in order to 

gain the largest market share. It is applied in strong competition. 

The strategy of slow market entry, unlike the previous one, relies on low promotion costs along 

with the low price of the product. It is applied in a large market, in demand with strong price 

elasticity, in good knowledge of the product. 

2. Stage of growth. 

The growth stage is a rapid increase in profits. This is a period of rapid acceptance of the 

product on the market, rapid growth in sales and profits. The competition is emerging. The 

market share is expanding. The first users to accept the product, if they like it, make repeat 

purchases and new users appear. 

Attracted by the new opportunities, competitors enter the market with new product qualities and 

wider distribution. 

Prices remain the same or fall slightly depending on how fast demand grows. 

Price reductions are used to attract lower-paying consumers. 



Sales increase faster than the cost of promotion and lead to the desired reduced ratio of 

promotions/sales. 

The ads emphasize selective demand, indicating the competitive advantages of the products. 

Advertising is no longer just about informing, but also convincing customers. 

The introduction of product modifications, new models, and versions of the already known 

product, which is being improved, can begin. The number of endpoints in sales is expanding. 

At this stage, profits are growing. Promotion costs are divided into a larger volume of units sold. 

Production costs fall faster than price reductions due to the "smarter manufacturer" effect. 

At this stage, the organization uses several strategies to maintain rapid market growth for as 

long as possible: 

● Improving product quality, adding new properties and improving design; 

● Adding new and related products; 

● Entering new market segments; 

● Increasing the distribution coverage and entering new distribution channels; 

● Change from advertising aimed at informing about the new product, to advertising 

highlighting its advantages; 

● Reduce prices to attract the next layer of more price-sensitive buyers. 

3. Stage of maturity 

The stage of maturity usually lasts longer and therefore most products are at this stage of their 

life cycle. This is a stage of market saturation, ie. slowing sales growth as profits stabilize or 

decrease. 

Managing a mature product and choosing the right marketing strategies are relatively the most 

complex. 

When the rate of sales growth begins to decrease, it can be considered that the product has 

entered the stage of maturity. 

Competition is intensifying due to the oversupply of the product. New market niches are being 

sought. 

Organizations are forced to lower prices and increase promotion costs. As a result, profits fall. 

Prices are reduced and the goal is to achieve brand loyalty and enter new markets for the 

company, for which the product is new. Promotional activity increases. 



There are three possible marketing strategies for the mature product: 

Market modification 

Through this strategy, the company seeks to increase the size of the market by increasing the 

number of consumers and the frequency with which they buy the product. 

This can be achieved by attracting new users; entering new segments, winning customers' 

competitors, and stimulating more intensive consumption and more diverse product 

applications. 

Product modification 

This strategy can be implemented in several ways. 

● Improving the quality in order to increase the functionality of the product. 

● Improving performance. 

● Improving the appearance in order to increase the aesthetic appeal of the product. 

Product modifications are effective when there are enough users who appreciate the 

improvements and merits of the product and are willing to pay for it. 

Modification of the marketing mix 

The organization may modify one or more of the elements of the mix. For example, by reducing 

the price, including a new distribution channel, more effective advertising, sales promotion. 

The competition in this phase reaches its maximum. The products are known on the market and 

are mastered as production by many manufacturers and in various modifications. 

At the distribution points, there is a diverse range of products, all possible buyers are covered, 

as a result of which strong competition in trade develops. A flexible pricing policy is pursued. 

4. Stage of decline 

This is the last stage of the product life cycle 

At the stage of decline, sales of most products and brands go down for the following common 

reasons: 

● Technological progress 

● Change in consumer searches 

● Increased local and international competition. 



All these factors lead to overproduction and a greater reduction in prices and profits. 

New strong competitors are emerging. 

As sales and profits decline, some organizations withdraw from the market. Other organizations 

may reduce the number of products offered. They can withdraw from smaller market segments 

and weaker trade channels. They can also cut their budget for promotions and reduce their 

prices even more. 

Harrigan identifies five possible strategies: 

1. Increasing the company's investments; 

2. Maintaining the investment level until the uncertain elements in the industry are clarified; 

3. Selective reduction of the investment level, abandoning non-profitable consumer groups, 

while increasing investment in profitable niches; 

4. Collecting the company's investments in order to quickly recover the funds; 

5. Quickly sell the business by selling off its assets as profitably as possible. 

Product life cycle curves, sales, profits. 

The classic variant of the product life cycle is an S-shaped curve (Reference: aitriz.org), which 

can be divided into four stages: 

● introduction; 

● growth; 

● maturity; 

● decline 

It should be emphasized that determining the beginning and end of each of the four stages is a 

bit arbitrary. In addition, for most products, it is quite difficult to determine at what stage of their 

life cycle they are. 

The trend of increasing competition over time leads to shorter product life cycles, which means 

that products must become profitable in a shorter period. 

There is no specific length of the product life cycle. There are a number of different product life 

cycle curves and each requires a different marketing strategy. 

This is due to the difference in the characteristics of the products themselves - seasonal, 

modern, satisfying basic needs or whims, requiring training for use or not, etc. 

E. Berkovich and co-authors consider the product life cycle curves depending on the 

characteristics of the products, which are divided into: 



Products that require extensive user training to be used. These products have a long 

introduction period because consumers need to realize the benefits of purchasing such a 

product or be trained to use it. For example, a computer or microwave ovens. Special manuals 

and other materials are provided with them. 

Products that do not require training. Their introduction takes place in a short period of time 

because the benefits of them are easily realized and little knowledge is required about the use 

of the products. But these products are easily imitated by competitors and have many 

substitutes. They require large-scale production that meets the demand and occupation of a 

large market share and retail space to repel competing substitutes. 

Fashion products. They are introduced quickly, but also quickly fade away and return after a 

while. 

Products that satisfy whims. 

Product life cycle phase management 

There are three ways to manage the product life cycle. 

Product modification 

Strategies are used for modifications, changes in product characteristics, such as quality, 

appearance, etc. Modifications can be structural, stylish, functional, quality. The product 

changes depending on the changing consumer preferences and thus prolongs their life cycle. 

Modification of the market 

It means increasing usage, finding new applications, or discovering new users. Finding new 

applications for the product increases its life cycle. 

Repositioning 

Placing a different place in the consumer consciousness through the elements of the marketing 

mix. Repositioning can be expressed in reacting to the position of competitors; in reaching a 

new market; in detecting a new trend; in changing the value offered to the consumer. 

Eg. Danone in 1984 introduced Jop - liquid yogurt, but the product fails because no one is 

interested in such a product. In 1988, Danone repositioned Jop as a soft drink for healthy eating 

and there was a big increase in sales. 



The analysis of changes in consumer trends can lead to product repositioning. For example, 

tanning in the summer was a ritual that led to high sales of beach oil. The growing fear of skin 

cancer in the summer has led to the repositioning of beach oil as a means of protection against 

skin cancer. 

When repositioning the product line, the company may decide to change the value of the 

product by increasing or decreasing it. Increasing the value requires adding new values through 

further improvements or the use of better quality materials. 

What is a business plan? Complete instructions on how to write 

one 

Author: Oliver Cassell 

What is a business plan anyway? 

The business plan is a document that covers the main goals of the company and contains 

detailed analyzes, plans, and budgets showing how the goals will be achieved. 

The business plan is a kind of road map that leads to success. For any entrepreneur starting a 

business, this is a vital first step. For any entrepreneur who has been in business for a long time 

but does not have a business plan, this would again be a very useful step. 

What does a business plan contain? 

The classic structure of a professionally prepared business plan includes several important 

sections. They are: 

● Summary 

● Analysis of the environment 

● Market Analysis 

● Competition analysis 

● Marketing plan 

● Management plan 

● Operational plan 

● Finance plan 

● Applications 



Let's see what a business plan should contain, section by section. 

1. Summary 

The summary is usually placed at the beginning of the business plan, but it is best to compile it 

last. 

The summary summarizes the key elements of the entire business plan and is the first thing 

anyone reviewing your business plan will read. It saves the reader's time on the business plan 

by briefly introducing it to the main idea and preparing it for the details that follow. 

That is why it is important that this summary is at the top level - it is written clearly, concisely 

and in essence. Its recommended length is no more than two pages. 

The summary should also provoke interest in the reader to read the rest of the plan. It should be 

written in an interesting way and in the context of the need for a business plan - for credit, for 

investment, for internal use. 

In general, the summary will include answers to the following questions: 

● What is the product? Do you offer a product or a service? What needs will your product 

meet? See also What is the Product Life Cycle and what are its phases and cycles. 

Strategies for the stages of the product life cycle, BVOP.org 2020 

● What is the market? What does the ideal customer look like? 

● What is the business model? How will your product meet the needs of potential 

customers? 

● What is the competition? Who are your main competitors? What is your strategy for 

competitive supremacy? What are your unique competitive advantages? 

● What is the marketing strategy? What are the key elements of your marketing? How will 

it reach customers? How will it be sold? 

● What is the management strategy? Who are the key executives of the company? What 

are their knowledge, skills, and expertise? 

● What is the operational plan? What are the main stages of starting or developing a 

business? What are the key deadlines and steps? 

● What is the financial plan? What are the main financial indicators that you will strive for in 

the next one to three years - income, expenses, profit, etc.? 

● In addition, and as appropriate, information may be added to the summary of the 

business plan about: 

https://bvop.org/journal/product-life-cycle/
https://bvop.org/journal/product-life-cycle/


● What is the company's mission? What does the company do? What are its key values 

and business philosophy? 

● What is the history of the company? How did it originate? When was it founded? By 

whom? What are the most important facts about it, such as the number of employees, 

production facilities or sales offices, etc.? 

Remember that the resume is the first thing the reader of your business plan will read. 

Therefore, when you compose it, put yourself in the place of the person who will read it and ask 

yourself - “Is it exciting? Is it interesting?" If the answer is "No", think about the reasons and 

correct the summary. 

The summary is often defined as the most important part of the whole business plan. 

2. Analysis of the environment 

The analysis of the environment is that part of a business plan that presents the industry in 

which the company operates, incl. trends, major players in the industry, key factors, market size 

and volume, market shares. Reference: Analysis without paralysis: 12 tools to make better 

strategic decisions by Babette E. Bensoussan and Craig S. Fleisher 

When compiling this part of the business plan, it is useful to consider the environment as 

consisting of two parts - the external environment and the internal environment. 

With regard to the external environment, you should address the following topics: 

What is the industry? What is its size? What are the trends in it? What niches does it include? 

What factors have the greatest influence? What are the key economic, social, demographic, 

technological, political factors? 

What is the legislation? What basic laws, procedures and rules should be followed in the 

industry? 

Who are the main market players? Who are the main competitors? Who are the key suppliers? 

With regard to the internal environment, you should address the following topics: 

What exactly are you doing? What is your product? Is it a commodity? Is it a service? Is it a 

combination of the two? 

What is your target market? What is characteristic of him? 

What is your unique offer to customers? What specific customer benefit does your product 

bring? What specific need best satisfies? What makes you special for customers - lower price, 

higher quality, faster delivery times, better service? 



What is your market share? What is the maximum market share you can win? What are the 

shares of the main competitors? 

What are the barriers to entry is the industry? How will you overcome these barriers? 

How do you protect your product or company? What brands do you own? What partnership 

agreements have you signed? What patents, exclusive or special rights do you have? 

You should be able to summarize the analysis of the external and internal environment in a few 

paragraphs. Some of the topics in this section will be covered in more detail in the following 

sections of the business plan. 

3. Market analysis 

Market analysis is that part of a business plan that describes the target market of the company, 

incl. the main features of customers and their needs. Your main task here is to show that you 

have an excellent understanding of the customers you want to sell to and clarity will be your 

marketing strategy. 

The most important thing here is to define your target market. In the language of marketing, this 

is also called "segmentation". 

For example, if you offer products on the B2C market (business to customer - customers are 

individuals), it is possible to use the following indicators for segmentation: 

Age. In what range does the age of the customers vary? Are the customers children? Are they 

elderly? Are they retired? 

Gender. Are the customers men? Are they women? Are they of both sexes? 

Marital status. Are the clients family? Are they single? 

Family. What are the peculiarities of the family in the clients? How many children do they have? 

Who else participates in the household? 

Location. Where do customers live? How will I sell to them - locally, regionally, nationally? In the 

international? 

Education. What is customer education? Average? High? 

Income. What is the average income of customers? 

Lifestyle. What are the main features of customers' lifestyles? 

Location. Do customers live in a particular location? 

Motivation. What excites customers? What are they most interested in? What motivates them? 

Size of the target market. What is the size of the target market? 



There are other indicators of market segmentation, but for the purposes of your business plan, 

the above should do a great job. 

Example 

For example, if I have a restaurant, my target customers may be vegetarians and vegans, men 

and women, from the city, aged 25-49, with a very good education, high income, who lead a 

healthy lifestyle. 

If you operate in a B2B market (business to business - customers are companies), it is possible 

to use the following indicators for segmentation: 

Branch. In which industry do customers work? How long have you been working in this 

industry? 

Size. What are the annual turnovers of client companies? How many employees do they have? 

Are they micro-companies? Small businesses? Medium companies? Big companies? 

Location. Where are the customers? How will I sell to them - locally, regionally, nationally? In 

the international? 

Positions. What positions do people who make purchasing decisions occupy? Are they top 

managers? Of middle rank? Of low rank? What is their functional (technical) specialization? 

Served markets. Who are your customers' customers? Who do they sell to? What are they 

selling? 

Motivation. What excites customers? What are they most interested in? What motivates them? 

Size of the target market. What is the size of the target market? 

For example, if I offer accounting services to other companies, my target clients may be micro or 

small companies with an annual turnover of up to BGN 200,000, with a staff of up to 10 people, 

from the city and the region, without restrictions in the industry or business. 

You should be able to summarize the market analysis in a few paragraphs. If you serve several 

target markets, you will need to make room for each of them in your business plan. 

4. Competition analysis 

Competition analysis is that part of a business plan that identifies direct and indirect competitors 

and presents a vision of how to overcome their strong competitive advantages. 

Competitive analysis is a challenging task. Accurate information is needed to make such an 

analysis, and this requires research. 



Depending on the target market that your company focuses on, determine the main competitors. 

Think of all the companies that offer similar products to customers in your target market. Think 

about companies that offer substitutes for your products. They can also be serious competitors. 

Example 

For example, if I sell laptops, my competitors may be other laptop stores in the city. But they can 

also be large national equipment chains. They can also be online merchants. They in turn can 

be Bulgarian or foreign sites. Etc. 

The harder part follows. You need to gather specific information about your main customers. 

You should be aware of: 

What markets do competitors serve? What are their main market segments? 

What exactly do competitors sell? What are the main features of their products? What are the 

main benefits of them? 

Why do customers buy from the competition? What are the unique competitive advantages of 

the competition? What specific needs do they meet? 

What are the features of competitors' products? What is quality? What are the prices? What are 

the delivery times? What is the service? 

What is the marketing strategy of the competitors? How do their customers learn about them? 

How do their products reach them? How do they advertise? How do they price? 

What strategic advantages do competitors have? Technological advantages? Financial power? 

Market advantages? Experienced leaders? 

In the business plan, you should clarify what your competitive strategy is, ie. how your company 

will fight the competitors in question. This will require you to formulate a package of features 

and benefits of your product that are attractive and even unique, in order to be able to find an 

insufficiently well-served market niche to conquer and dominate. 

Example 

For example, if I open an online flower delivery store, I could try to offer customers the widest 

selection of fresh flowers and bouquets, with the highest quality decoration, with free shipping 

and a refund option in case of dissatisfaction. 

The purpose of analyzing competition in a business plan is ultimately to find your own 

competitive advantage - the unique benefits that only your company can give to customers and 

the competition cannot. 



5. Marketing plan 

The marketing plan is that part of a business plan that reveals how the company will combine 

the elements of its marketing mix to get customers to buy its products. 

In other words, the marketing plan clarifies the question of how and thanks to what your 

products will reach customers. 

To this end, the marketing plan should include information on: 

Product. What are the characteristics and benefits of the product? What is your unique offer to 

sell to the target market? 

Pricing. What price range does your product fall into? Low, medium, high? What is your pricing 

strategy? What is your cost? How will you realize sustainable income and healthy profit? 

Sales and distribution. How will your product be sold? What distribution channels will be used? 

What is the process you go through to get the product to your customers? 

Advertising and promotions. How will the product be advertised? Television, radio, press, 

internet, magazines, catalogs, direct mail, point-of-sale advertising? How will the product be 

promoted? Through free samples, discount coupons, displays at points of sale, product 

demonstrations? 

Here you can describe all other important activities related to the marketing of your company - 

advertising materials, PR campaigns, internet presence, participation in trade fairs. 

You should offer information about the marketing plan in a few paragraphs. 

6. Management plan 

The management plan is that part of a business plan that describes the key managers and 

employees who will contribute to achieving the business goals. The management plan also 

presents the management structure of the company. 

People who will read your business plan will probably pay special attention to this part to find 

out who are the people behind the realization of the business idea. It is not very difficult to 

prepare a good-looking business plan, but when things come to fruition, you need people with 

specific competence - knowledge, and skills. 

In the business plan, present information on the following topics: 



Property. 

What is the legal form of the existence of the company? Whose property is it? 

Management team. Who runs the company? What is his education, training, experience? Who 

manages the production? Marketing? Sales? If the company is larger, who heads the R&D and 

Human Resources departments? 

Organizational structure. 

If the company is bigger, what is its organizational structure (diagram)? 

Staff. 

How many and what employees does the company need? What part of them do you have at the 

moment? Are new people to be hired, in what positions, when? 

External assistance. 

What external specialists and consultants does the company use? 

A business plan can only benefit if it includes the professional CVs of key executives. Such 

biographies should be concise and specific, preferably in a volume of 1 page each. They should 

describe the specific knowledge and skills with which each member of the management team 

contributes to the success of the company. 

Even if you make a business plan for a very small company, incl. and from one person, having a 

well-designed management plan section will show that you are thinking seriously about your 

business and the human resources you will need once the business grows. This is normal. After 

all, a business plan is a document that looks to the future. 

7. Operational plan 

The operational business plan is that part of a business plan which describes the physical 

assets of the company - production facilities, equipment, buildings, warehouses, offices, 

representative offices, as well as any important details related to the production process of the 

product. 

The operational plan provides information on: 



Manufacturing process. How is the product produced? What are the main stages? What is the 

production time? What are the main problems within the production? What are the risks? 

Delivery. What does the supply chain involve? Who are the key suppliers? Who are the 

alternative suppliers in case the work with the current ones is stopped? 

Quality control. How is quality control carried out? Is the company certified according to the 

rules of a certain quality system? 

Tangible assets. What tangible assets does the company have? What buildings? What 

technique and equipment? What materials? What other important tangible assets does the 

company own or should own to ensure smooth product production? What is their value? 

Available in stock. How are stocks of finished products, raw materials, and materials stored and 

tracked? 

Cost. How is the cost of the product calculated? 

You should be able to summarize the operational plan in a few more detailed paragraphs. Some 

parts of the operational plan may require a more detailed description, but this is normal. 

8. Financial plan 

The financial plan is that part of a business plan in which a financial analysis and forecasts for 

the financial condition of the company are made. This is where information about the company's 

balance sheet, income and expenses, and cash flows (or their forecasts) is provided. 

Depending on the specific needs in connection with the preparation of a business plan, the 

information should be given here on: 

Sources of funding. Is borrowed capital used? Shareholder? Own? Are subsidies used? 

Repayment schedule. How will loans be repaid in case of the availability of borrowed funds? 

Estimated income and expenses. Revenues from sales by products (goods or services). Costs 

for salaries, rents, raw materials, materials, warehousing costs, marketing costs, rents, 

consumables, maintenance, etc. 

Estimated cash flows. What are the cash trends by month, based on forecasts of expected 

revenues versus estimated costs? 

The financial plan should be prepared using tables, be concise, reasonable, and well reasoned. 



9. Applications 

This part of the business plan, which is usually the last one, includes any additional useful 

information that is relevant to the business idea. This may include: 

● Product photos; 

● Copies of contracts, agreements, patents; 

● Certificates from various organizations; 

● Market research. 

● What should be the length of a business plan? 

Probably the most correct answer is "It depends". It depends on the purposes for which the 

business plan is prepared, for which company, by which managers, etc. 

As a rule, if the business plan is being prepared for presentation to other people or 

organizations, for example when seeking funding, it should be more detailed. If the business 

plan is prepared more for internal purposes, for example, to outline the main goals and strategy 

of the company, it may be shorter. But it may not be. 

As a guide, the length of the summary could be 2-3 pages, the main part of the business plan 

could be 10-20 pages, and all the details, as long as there are any, can be added in appendices 

to the plan. In this way, everyone who reads the business plan will be able to get acquainted 

briefly with the basic information, but also to go into details if they wish. 

Some managers or entrepreneurs may find such a length too restrictive  

Some managers or entrepreneurs may find such a length too restrictive for their business, 

especially if the subject of the activity is more complex or the product range is wider. In such 

cases, the business plan may reach 50, 100, or even more pages. 

I personally am not in favor of such an approach. I believe that the business plan should not aim 

to describe absolutely every detail of the company's plans and strategy. Rather, it is important to 

present the main ideas and the most important things. 

That is why I believe that the business plan should be as concise, concrete, and clear as 

possible in order to do real work. A volume of 15-25 pages should generally be sufficient. 

The tight structure and synthesized volume of a business plan are offered, for example, by the 

Sequoia Capital business plan model. 



1-page business plan 

Various business publications around the world in recent years have commented on a curious 

topic - a one-page business plan. They claim that it is a useful exercise for an entrepreneur or 

manager if he manages to reduce his business plan to an absolute minimum and to place 

everything important on one page. 

In practice, there is not much difference between a one-page business plan and a summary of 

the plan. But while a resume usually fits on 2-3 pages, a one-page business plan should fit into 

one page. 

The following structure can be used for this purpose: 

Description of the problem of the clients - needs, needs, desires 

Your decision - a product or service; 

Target market - who are your customers; 

Competitive advantage - what makes you unique, what makes you the best; 

Marketing - how your product will reach customers; 

Management team - who will manage the processes; 

Financial forecast - income, expenses, cash flows, need for capital. 

In order to gather everything on one page, one paragraph should be separated for each point. 

Such a minimalist approach provokes to think in-depth about the essence of business. 

Thus, in practice, the one-page business plan will show the business model of the company or 

in other words - how you will make money. 

In summary 

Creating a business plan is a serious task. But not impossible if you have clarity about its 

structure. 

I will also note that the business plan is the so-called "First creation" of things. These are the 

strategic ideas of the company's management, put on paper. Only when this "first creation" of 

things is successfully completed, it can be considered that the so-called. "Second creation", i.e. 

the transformation of ideas into deeds will be crowned with success. 

Given this, you will not regret taking the time to plan your business. This time will pay off in the 

form of more focused and conscious actions in the management and development of your 

company. 



Market research. Definition and classification of market research 

Author: Will Mattingley 

What is market research? 

In the conditions of a perfect market economy, market research is an essential and significant 

element of marketing in business enterprises. Market research is the basis for making a certain 

management decision, as well as for solving a specific problem.  

The specificity of the problem determines the direction of the market research, which in its 

essence is a process of purposeful collection and processing, analysis, and evaluation of data.  

Definition of market research 

The American Marketing Association defines market research as a function that connects the 

consumer and society with the market through information and data used to identify and define 

marketing opportunities and problems.  

All these efforts aim to generate, improve, and evaluate marketing actions, control marketing 

performance, and to improve understanding of marketing as a process.  

What is Marketing Survey 

The Marketing Survey identifies the information needed to obtain these results, as well as the 

projects and methods for recruiting. information, manages and executes in the process of data 

collection, analyzes the results, presents the conclusions and their application.  

Market research can be defined as a systematic, ongoing process in order to ensure reliable 

management and executive activity within a company, but also as targeted actions carried out in 

a certain sequence with the help of specific equipment and technology to solve a competitive, 

significant marketing problem. In practice, a marketing study can be carried out differently 

depending on the goals of the company, its knowledge, and experience in this field. etc.  

Market research types  

The division of market research into different types can be done and by different criteria, as a 

marketing study can be assigned to different types depending on the chosen criterion. The most 



commonly used criteria are: according to the strategic orientation of the study to open new 

market opportunities and utilize existing ones; according to the life cycle of the product 

introduction, introduction, growth, maturity decline, according to the service of the 

decision-making process, dispute the type of data obtained, according to the type of data 

sources, according to the applied strategy and method of data acquisition. Reference: When 

Data Creates Competitive Advantage by Andrei Hagiu and Julian Wright 

The strategic orientation of the studies 

According to the strategic orientation of the study are divided into the product for the discovery 

of new and to improve existing products and market for the discovery of new market 

opportunities, as well as for the exploitation of opportunities research channels for distribution 

and advertising. product image, success in completing the product line. 

The study of product quality is difficult to separate from consumer preferences, but here we 

consider the optimal combination between price and product quality, always bearing in mind that 

quality is ultimately assessed by consumers, ie Product accessories are of higher quality when 

there is a higher consumer value. 

Product accessories mean the packaging, brand, and price, which undoubtedly affect the 

consumer's behavior and preferences for the respective product and will help to make the 

necessary management decisions and actions.  

The main types of market research include the following topics 

The main types of market research cover: market research studies provide an opportunity to 

determine the target market; sales research consists in the quantitative measurement of sales. 

of purchasing motivation a lot of valuable information that will give us an answer to the question 

of why buy our product or that of the competition, study of consumer habits need to know the 

habits of consumers because very often they determine whether to buy a product or not. 

The pre-introduction phase of concept and tests 

The pre-introduction phase includes concept tests, product laboratory tests, positioning 

research, brand name tests, packaging, advertising concepts, real market tests, introduction 

phase, market share research, product availability, product awareness, consumer reactions, 

reuse, growth phase, consumer behavior study, segmentation studies, sales forecasts, mature 



phase, a study of new consumer applications of the product, diversification studies, competition 

strategy study, availability study product and advertising effectiveness, phase of "decline" study 

of price elasticity, study to reduce costs. 

According to the service of the decision-making process, research is divided into preliminary, 

actual, final, and follow-up. Preliminary research is necessary when there are no more reliable 

ways to identify the marketing problem or the risk of misidentification would be too great gather 

information to properly define the problem, properly understand its environment, and verify the 

data that indicated the presence of this problem, the actual study should allow finding different 

alternatives to solve the already identified problem when there are no routines ways to directly 

find alternatives in solving the problem and at the same time the risk of wrong decisions is too 

great, the final studies allow on the basis of the collected and processed information to propose 

specific measures, follow-up studies are used to identify and identify divergent it from the 

normal “behavior of the basic parameters of the company, thus identifying the relevant 

problems. 

Quantitative and qualitative market research 

According to the type of data obtained, surveys are divided into: quantitative and qualitative. 

Quantitative research is conducted when the marketing problem is sufficiently well defined, the 

solution of which requires quantitative data, subjected to appropriate processing.  

These studies are strictly formalized and run in a certain sequence As a rule, these surveys are 

based on large samples of respondents. The collected quantitative data are processed using 

statistical techniques through appropriate computer programs. The most important feature of 

quantitative surveys is their representativeness. 

They require complex organization, large budget, a team of diverse specialists, and enough 

qualitative research is used in cases where the solution of the problem can not be done on the 

basis of quantitative data but requires understanding, reasoning, explanation, etc. They are 

used to identify and formulate marketing problems and hypotheses, as well as and in the need 

to make sense of and explain the quantitative data. 

Studies based on secondary and primary data 

According to the type of marketing data sources, the studies are divided into studies based on 

secondary data "office study" or "field study" and studies based on primary data "field study" or 



"field study". The golden rule in conducting each study is that before proceeding to the collection 

of primary data, we must exhaust all possibilities for finding secondary data. In many cases, 

they are sufficient to solve the problem or reduce the need for a large amount of primary data. 

The study is cheaper, is carried out more quickly, and in many cases proves to be extremely 

necessary, as it helps to more accurately formulate the topic of the study, research hypotheses, 

planning surveys, interviews, etc. The field study is carried out by collecting primary data 

targeted from the original source. Primary data are collected using different methods. 

Depending on the methods used, studies can be implemented in different ways and forms: 

quantitative methods are unstructured, flexible, and adaptive, usually used to generate ideas 

and hypotheses. 

By using them, the research can be in the form of an unstructured interview, group discussions, 

projective methods using proactive techniques, expert evaluation, etc. The method of 

observation provides data on the actual behavior of various economic entities. When using this 

method, the survey can be: simple, on, secret, self-monitoring, observation "by record", etc .; the 

survey this method is expressed in the systematic collection of structured data From the use of 

this method, the survey can be conducted as a direct personal, postal, home survey, a survey of 

respondents, street survey, group survey, personal interview, group interview, telephone 

interview. 

When using the experimental method, the causal relationships between two or more variables 

are investigated by introducing changes in the independent variables when tracking the 

changes in the dependent variables. There are two main types of laboratory and field 

experiments. of formulaic, descriptive, and experimental. 

The market research as a concept includes a daily and continuous 

collection of data 

Apart from the fact that market research as a concept includes the daily and continuous 

collection of data on the marketing environment, it is also a consequence of some contradiction 

between what is desired and achieved or the presence of untapped, existing and new 

opportunities. 

The identified or insufficiently unambiguously formulated problem can lead to high costs of 

money, time, and labor, without any coverage. and researchers can make sense of it in terms of 

the requirements of market research. the problem itself contains the object. 



Related to many problems, this is the market of a product or group of products. Each real object 

is a set of many variables, but the problem itself allows some of these variables to be removed, 

and based on the other variables the subject of the study is obtained. this gradually narrows the 

field of study by focusing only on those variables that are relevant to the problem being studied. 

Career planning and development: Definition, and goals of career 

development. 

Author: Amelia Williams 

 

Until recently, people spent most of their working lives in an organization. But in the decade 

after World War II, loyalty to the employer organization began to gradually decline, increasing 

job opportunities. In the 1980s, young people starting their careers in the United States changed 

jobs an average of six times. 

The processes taking place in the modern world will increase the mobility of workers, as they 

are guided by new principles and interests. No one entering any job thinks that he will go all his 

way in it. After acquiring a certain level of education, usually, everyone enters as a specialist in 

a given organization and faces the real opportunities for growth hierarchy. 

This, of course, depends on the qualities of the individual himself, but also some objective 

conditions in the organization, limiting or providing prerequisites and conditions for his career 

growth. When a person gets the opportunity for professional development in the organization, 

he is motivated to achieve high work results, develops his potential, and identifies his 

aspirations for self-realization with the goals of the organization for high achievements. 

Not a good attitude or lack of it towards the career development of the staff leads to a loss for 

the organization - it loses its good employees, for the employees themselves, who fail to 

develop their potential. Organizations need to attach importance to human resources, to look at 

its development as a means to achieve long-term goals and achievements. 

One of the ways for its optimal use and for achieving the satisfaction of both parties (employer 

and workers) is the planning of the human resources career. Many people ask themselves what 

they need to do to create a career, what is the area in which they would best perform, what 

actions should they take to advance in their professional growth, what is the basis of moving in 

the hierarchy. in the organization, what is the security to stay in the current job, and is it possible 



to start a new career at a later stage of human development? The answers to these and other 

questions provide the basic steps that ensure career advancement. 

What is a career? 

A career is a set of positions that a person has held in his professional life, which enriches the 

experience of the individual and ensures his growth in the profession. The sequence of 

activities, including education, training, gaining professional experience determines the career 

path. It is related to the opportunities for holding a higher position in the future. 

What is Career planning? 

Career planning is a process in which personal skills, qualities, knowledge, motivation, and 

other characteristics are realized, information about job opportunities and choices is collected, 

specific goals are set for achieving success in the career, a specific plan for achieving is 

developed. for these purposes. 

Career development is a series of activities aimed at establishing, developing, succeeding, and 

enriching a career. 

Proper career planning is based on the definition of professional goals - the future positions to 

which a person aspires on the path of his career. For some people, moving these positions 

involves developing preliminary plans and strategies, others rely on their luck, but although it 

helps in some cases, the right education, experience, abilities, and their proper development are 

necessary conditions to create and career development. Career planning is important for the 

realization of goals set in the field of professional development. A person who makes a plan to 

achieve career goals does better. The process helps people to realize their potential according 

to their abilities and to be more satisfied if, thanks to planning, they succeed in achieving the set 

goals. 

According to the so-called "Cone-shaped" model of E. Shine, the career develops in three 

directions: 

● Vertically - when raising and lowering 

● Radial - when increasing or decreasing the volume of responsibilities 

● Peripheral - moving to another functional area 

Career planning is a process that takes place in the organization. From her point of view, the 

career planning of employees increases their motivation, helps to reduce turnover. If the 



organization carries out career planning activities, it reduces the desire of employees to leave it. 

The very fact that the organization cares about the careers of its employees has a positive effect 

on them, people understand that they are part of a comprehensive plan for the development of 

the company. See Effective steps to career planning, MIT.edu 

The organizational view of career planning is related to achieving the following goals: 

● Knowing the needs of employees; 

● Informing employees about the potential opportunities for development in the 

organization; 

● Development of employees' abilities; 

● Assistance for the manifestation of the potential of the employees; 

● Improving personal growth; 

● Satisfying the needs of employees. 

Main activities of human resources management: Relationships with other 

management sciences 

The main activities of human resources management, such as staff assessment, training, and 

qualification, planning of human resources needs, etc. There are two main focuses on these 

activities. The first is the traditional focus on these activities is that they serve the organization in 

recruiting staff - to meet the needs of staff with appropriate people with the necessary qualities, 

abilities, and interests. 

The second focus considers them through the prism of career planning and development - the 

main human management activities serve to satisfy the long-term interests of employees, to 

increase their motivation, to stimulate the development of staff potential. Staff planning, training, 

and qualifications are central to the career planning process. 

Personnel planning, for example, can be used not only to forecast labor needs but also to fill 

vacancies with potential candidates from the organization. Similarly, the periodic assessment of 

employees is used not only in determining pay but also provides information on the needs for 

development and qualification of employees, is used in the development of individual 

development plans. In other words, all personnel management activities serve to meet the 

needs of both the organization and its employees. The organization receives a better 

performance of staff, and employees receive a richer and more challenging career. 

https://bvop.org/learn/candidatesonboardingoffboarding/


Training and development are part of the company's strategy 

Along with training and development, career management is part of the company's strategy. 

Career planning programs are becoming an extremely important part of human resource 

management. Their main goal is to help employees analyze their abilities, set their professional 

goals correctly, and synchronize their needs for growth in the organization. 

Today, more and more senior managers and managers in the field of human resources see in 

career breading opportunities to meet the needs of the organization and its employees. The 

process involves setting goals by employees that motivate additional training and education. 

Employee expectations 

The career planning process should be in line with the expectations of employees in this regard. 

Regardless of the differences related to gender, education, qualification, the expectations 

regarding career planning are related to: 

● Impartiality and fairness in the process; 

● Equal opportunities for all participants; 

● Awareness of all participants; 

● Assistance from specialists in the field of human resources management. 

Key roles in the career planning process. 

In the process of career planning, the main roles are played simultaneously by the individual, 

the immediate manager, and the organization. 

There is much controversy over who is responsible for career planning. The issues of 

responsibilities in career planning are also discussed in practice. Initially, the responsibility for 

the path and growth of employees is assumed by the organization, which determines the rate of 

growth and to which position the employee will reach. This approach has its supporters in the 

50s and 60s of the last century. Gradually, however, poor results show his inefficiency in terms 

of career development. 

There is also an understanding that career planning is the responsibility of the employee 

himself, not the organization. It is considered that the main responsibility for the career in the 

organization lies with the employee himself. An expression of this view is the minimal or no 

support that the organization provides to its employees in the field of careers. Such a position 

https://bvop.org/humanresources/


could be based on a lack of knowledge and experience in carrying out the overall career 

planning process. Today, more and more organizations believe that career work is a joint effort 

of the company and its employees. The main thing in this concept is the perception of the thesis 

that the organization and the employees are partners in career development. Employees need 

to know what skills and abilities they have, what help they can expect from the company in the 

field of career planning. 

Despite the different opinions on this issue, the fact that in the process of career planning the 

main roles is played simultaneously by the individual, the immediate manager, and the 

organization. 

The individual is the one who bears the main responsibility for his career, evaluates his 

opportunities, collects information about the opportunities for development and he is the one 

who takes the necessary actions to achieve a challenging and rich career in the future. 

The manager plays the role of coach, evaluator, advisor to the individual in the career planning 

process. It evaluates work performance, assists the individual in developing a career 

development plan, is a kind of link between employees and career development opportunities in 

the organization. 

The employer (or organization) also has a role to play in the career planning and development 

process. For example, it may offer workers various training programs, career guidance, 

development opportunities, and various career options. 

Career development process. 

Career development activities are related to the preparation of schemes and plans for possible 

career development. These activities are crucial in identifying managers who have sufficient 

qualities and are ready for promotion in the hierarchy; in the appointment of managers for 

promotion, but need additional training, which is carried out in various forms; identifying 

managers who are not suitable for promotion and need to find their rational place in the 

organization. 

Other authors do not limit the career development only to the management staff but include in 

this process all employees in the organization. The main argument for maintaining this thesis is 

that the share of employees who have operational functions of planning, organizing, and 

controlling is growing. All employees are tasked with working in a diminishing role of direct 

control, increasing participation in decision-making, increasing the emphasis on group work, 



quality, and active customer relationships. At the same time, there are changes in the 

motivational mechanism of people, and the motivating impact of professional and professional 

growth for a career in the organization is increasingly sought. It is this need that Maslow puts at 

the top of his pyramid - the need for self-realization, for the development of potential abilities 

and skills, for the achievement of what the individual believes he can achieve. Therefore, the 

thesis that only managers need training has less and less weight. 

The process of creating career development encompasses career planning and management. 

Career planning is a process in which the individual employee determines and implements 

actions to achieve certain career goals. Career management is a process of selecting, 

evaluating, hiring, and developing employees. 

Responsibilities of the employee 

Discuss personal career development preferences with the line manager 

Formation of an agreed action plan with the manager 

Follow the approved action plan 

Providing accurate information to managers about personal abilities, professional experience, 

and career development desires 

Responsibilities of the manager 

Acting as a catalyst, giving guidance to the employee in career planning 

Assessment of the reality of individual goals and needs 

Gives guidance and advice to the individual on the implementation of the mutually agreed 

development plan 

Verification of the information provided by the individual 

Providing information on vacancies for which the manager is responsible 

Use of the provided information for: 1) determination of all suitable candidates for the vacant 

position and selection; 2) determining the opportunities for career development (training 

programs, job rotation) of employees and their proper positioning 

Provides models for career planning, counseling and necessary information for individual career 

planning 

Providing appropriate training on career planning issues 

Training of employees and their inclusion in various development programs 



Responsibilities of the organization 

Providing information system and updating 

Ensuring the correct use of information because of the efficiency of the process 

Career dynamics and analysis 

Career dynamics describe career development - how people develop in their careers by 

increasing, enriching, or expanding their position, acquiring greater responsibilities, or making 

greater use of their opportunities and skills. Career analysis covers the characteristics of 

"professional family" and "professional growth - the ladder" 

● career dynamics: the development of individual careers goes through the following 

stages, in terms of their employment is opportunities for development. 

● growth at the beginning of the career, when new skills are acquired, knowledge grows 

quickly, competence develops, preferences and interests are clarified 

● establishing the path of career development, when acquired during the previous stage, 

have already been applied, evaluated and strengthened by experience when higher 

levels of competence have been reached, full career development (maturity), when 

individuals have taken the already chosen path of career and act according to their 

abilities, skills, and motivation. 

During these stages, different individuals develop at different rates, the progress they make is 

different for each. For example, in the process of maturity, some individuals continue to grow, 

others remain at the same level and some decline. 

The four groups of workers 

There are four groups of workers, given the changes that occur in their career development. 

The first group consists of employees with high development potential, performing below the 

standard. 

The second, employees working in key positions, having the potential for development and 

performing according to the requirements of the standard. 

The third group includes employees who have good performance but poor development 

opportunities and the fourth group consists of people with unsatisfactory job performance and 

low development potential. 



The challenge for the organization is to do what is necessary to make the first group of 

employees into those of the second or third, and to keep the employees of the second and third 

groups from falling into the last group. 

Career growth is associated with the so-called. "Plateau" of the career 

Not infrequently, career growth is associated with the so-called "Plateau" of the career. The 

career "plateau" is considered as a point in the career, where the probability of additional 

hierarchical manifestation is very small. 

Anyone can fall into this situation. In this situation, the organization can take several actions to 

effectively manage the process and prevent falling into the "plateau" of the career. The first 

action involves efforts to keep the well-performing employees in the "plateau" of the career in 

the third group. 

The second action is related to the construction of an effective information system, clarifying the 

accessible paths for personal development and growth, which those who fall into the "plateau" 

can use. 

The third action is related to the possibilities of the evaluation system, encouraging people to 

get out of the "plateau" of the career. 

The task of the management of the organization is to help employees 

The task of the management of the organization is to help employees who have fallen into the 

"plateau" of the career. The question of the usefulness of these employees has been much 

discussed. The arguments of the defenders of the need to restore employees in the "plateau" of 

the career are aimed at their possession of: 

● Knowledge about the specifics of the labor process. Usually, those who fall into the 

"plateau" are employees who have worked for some time in the organization, have 

knowledge of the specifics of the work, have the competence to perform it. 

● Knowledge of the organization. They have the necessary information about the 

organization in which they work. 

● Loyalty. Practice shows that employees who fall into the "plateau" of their careers show 

high loyalty to the organization. 

All this determines the need for assistance from the organization and its employees' managers 

to get out of the "plateau" of the career. There are the following possibilities for this: 



Creating interest in current work. The higher the job satisfaction, the less likely employees are to 

be inefficient. Opportunities in this direction include setting goals and linking them to the goals of 

the organization, the introduction of a competitive principle in the work. 

Establishment of development programs that are not aimed at relocating future work, but at 

strengthening the opportunities for the realization of the current position. The main goal of such 

programs is to help the employees who have fallen into the "plateau" of their careers to work 

more fully and qualitatively in the position they currently hold. 

Change in the behavior of managers concerning the employees who fell into the "plateau" of the 

career. Ignoring those people who are in such a situation does not bring any benefits to the 

organization, but only deepens and complicates the problem. 

The study of career dynamics is essential in determining career management policies in the 

organization, as well as in developing plans for continuity of management (managers). 

The analysis of the career dynamics begins with an analysis of the development of the 

individual in the organization and an analysis of the work performed. This analysis can also be 

used to determine the actions needed to change the path of career development. Last but not 

least, the analysis of the dynamics of the career reveals and reveals quite common phenomena, 

such as unjustified and unjustified increase and the problems of the managers, who mark a 

decline in their development. 

Career analysis. Professional ladder and families 

The professional ladder represents all the steps that individuals take to grow in their careers in a 

certain "professional family". The "professional family" consists of professions that have a 

common main activity, even if they have differences in the level of work performance. 

Career management policy. 

The career management policy outlines the basic principles of the organization on the issues of 

the professional development of the staff. This policy can be long-term or long-term and thus 

determines the funds that will be invested in staff development. They differ: 

Short-term plans - employers choose it (consciously or not) when they are currently interested in 

job performance. The training and education of managers given the future needs of the 

organization are considered a waste of time and money. They are guided by the motto that if 



they hire good employees, they will take care of future needs, if necessary they will hire external 

specialists. 

Long-term plans - these are organizations that have a vision, focused long-term approach to 

career planning, and have a structured approach to this issue. Preliminary staff evaluation 

schemes are prepared for the identification and development of individual talents, for the growth 

and movement of staff. 

Long-term flexible plans - these are organizations that assess the importance of good 

performance at the moment, but to some extent prepare their staff for career development. They 

see the need to develop the talents and potential of their employees. This approach protects 

organizations from the short-sightedness of short-term policies, but in cases of rapid 

development and change in external conditions, changes could not be adequately addressed. 

Career management policy must be consistent with other policies 

Career management policy must be consistent with other policies in the organization, of its type. 

The short-term policy is more common in small organizations, and long-term in larger ones, 

where forecasts can be made of the organization's struggling needs. 

Career management policies find real realization in the concrete plans for the career 

development of the employees. 

The career planning process. 

Many factors influence an individual's needs and reactions to career planning activities. Such 

factors are career guidance, career anchors, career stages, determining career orientation, 

individual abilities. 

Career guidance. 

Edgar Schein (Career Dynamics: Matching Individual and Organizational Needs) developed the 

idea of a career anchor. It is a concept based on the distinctive abilities and motives for work 

that guide, strengthen, and unite the individual professional experience. Shine distinguishes five 

different career anchors. 

Technical ability: represents the current work that individuals are doing and that they want to 

continue using their existing skills. They avoid positions that take them away from established 

competencies and for them, growth increases the volume of skills rather than raising them in the 

https://books.google.bg/books/about/Career_Dynamics.html?id=UyqB19IEM5gC&redir_esc=y


hierarchy. An example of this is an engineer who wants to improve in the design of microchips, 

not to hold a leadership position. 

What is the internal recruitment? Internal recruitment as part of 

the career planning process 

Author: Amelia Williams 

What is the internal recruitment? 

Internal recruitment is the decision to relocate employees (existing) to vacancies in the 

organization. These staff actions include promotion, transfer, or relocation, but at the same 

hierarchical level up and downgrading of employees to a higher or lower hierarchical level. 

Examples of internal recruitment 

In the development of large corporations can be found examples of the needs of internal staff 

movement and the effect it has had on the state of the organization. For example, 12,000 IBM 

workers changed jobs in 1986. Many of them changed their career development by moving from 

surplus departments (such as manufacturing) to those in which there was a shortage at the time 

(marketing, sales). Xerox Corporation Reprographics Business Group redirects its highly 

qualified staff (chemists, engineers, etc.) to computer engineering, a field of activity that is 

completely different from their previous one, as dictated by the high shortage of specialists in 

this field. 

Personnel management processes are not limited to decisions about who will join the 

organization, but also how the transfer of employees in the various hierarchical levels. They are 

becoming increasingly important for personnel management in the organization, given the ability 

to respond adequately and effectively to the rapidly changing and competitive environment. It 

should be noted that the movement of staff within the organization affects career development, 

a fact, which is of great importance for the status of employees, for meeting their needs - 

tangible and intangible, which in turn affects their work motivation and performance of duties, 

respectively the good condition of the organization. 
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How to select candidates for transfer from one position to another 

Here the question is, how to select candidates for transfer from one position to another? What 

are the factors that influence the desire of employees to move to another position, to accept 

certain opportunities for change? What determines the needs of the internal movement of staff? 

The diagnostic approach to internal personnel management gives us answers to these 

questions. 

Although this is a process that focuses on the organization's job search opportunities, there are 

external conditions that determine it. External conditions are the labor market, the legislation in 

the country and the decisions of the trade unions. The state of the organization and the 

employees are internal. 

Although similar to external recruitment, internal recruitment is characterized by working with 

workers from the organization itself. The process of internal selection consists not only in 

selecting the appropriate candidates for the vacant position but also concerning the rejected 

candidates who remain in the organization, as this affects their future job performance and 

motivation. In the external selection, the rejected candidates have little or almost no direct effect 

on the results of the organization. Thus, in the internal selection of staff, the organizations 

simultaneously take into account the organizational and personal interests in decision-making. 

These two factors constitute an important aspect of internal selection - career development. 

Stages of the employee's career 

A factor that is of great importance in career planning is at what stage of the career cycle the 

individual is. The career cycle is the totality of all the stages that an individual's career goes 

through. 

As individuals gain work experience, their professional development can be viewed in the 

context of the biological life cycle of growth and decline. For example, a person at an early 

stage of his career development is less interested in his pension insurance than in his 

opportunities to rise in the hierarchy. The four stages of a career are orientation, job 

establishment, support, and retirement. 

I will mention bellow all stages of the career development of most people. 

https://bvop.org/journal/creer-planning-and-development/


Career orientation 

The orientation stage covers the period from approximately 15 to 24 years of age, in which the 

individual explores career opportunities by comparing them with their interests and abilities. 

During this stage, the young person makes an effort to adapt to the working world. 

Orienteering activities include attempts to clarify and identify interests and skills; enriching them 

through various training programs; overcoming the parental pressure regarding finances and 

directing the interests to a certain field of work. The orientation process is influenced by the 

school family and friends' environment. It is possible to try and reject different professions, to 

fail, but in this way, the young person gains experience and shapes his interests. 

The most important thing during this period is for the individual to realize his specific abilities 

and talents. Gradually he turned to permanent work. This is the transition to the second career 

stage - establishment; 

Establishing the workplace 

The stage of establishment passes between the 24th and 44th year of the individual's life, and 

this is the most fruitful period for professional performances. It is believed that during this period 

the individual has found the right job for himself and his actions are aimed at keeping his job. In 

many cases, a person "anchors" to a certain job at the beginning of the period. 

The establishment stage is divided into three sub-stages: 

Substage of experience: corresponds to the age between 25 and 30 years. During this period, 

the individual assesses whether the professional field to which he or she is oriented is 

appropriate for him or her, and if he or she is not trying to focus on another; 

Substage of stabilization: this is the period that roughly covers the age between 30 - 40 years. 

During this period, clear and specific goals are set for the future development of the already 

chosen profession, detailed career development plans are made, aiming at the fulfillment of the 

set goals; 

Substage of occupational crises; 

Between 35-45 years, the individual takes stock of what has been achieved so far given the 

goals and ambitions set at the beginning of his professional development. They may find that 

some of their dreams of a professional career (such as becoming a company president) will not 



come true. It is necessary within this period to realize the degree of importance of their work and 

the place of their career in their lives. Often during this period, one wonders what one wants to 

be, what one can achieve, and what one must sacrifice to achieve what one wants to be. 

The establishment process includes successful negotiations in the course of job search, 

recruitment, and guidance in the selected organization. During this early socialization in the 

organization and identified his future with her. A process of mutual acceptance follows. The 

individual, colleagues, and managers must get to know each other's abilities. There is a need for 

an open exchange of information and feedback between evaluation and performance. Such 

feedback stimulates the demonstration of capabilities on both sides; 

Support 

In the course of this stage (45-65) the individual is already an important member of the 

organization, has found his rightful place for professional performance and his efforts are 

focused on its preservation. The evaluation of job performance is more important for his 

motivation. The organization relies heavily on the employee's experience. It becomes a model of 

behavior for the younger ones and can train them. During this stage, crises in professional 

development may occur, stimulated by factors outside the work environment, such as family 

changes, children leaving home, divorce, death of parents, changed financial obligations, 

awareness of boundaries, including death, which may lead to a change in goals. These crises 

vary from person to person. 

Withdrawal 

Some authors characterize the last years of his career as a time of retirement. Preparing for 

retirement can lead to a psychological withdrawal from the organization long before the physical 

departure. Characteristic of this stage is a reduced role and fewer responsibilities, the growth of 

collegial relations into friendly and vice versa. 

Some sociologists and psychologists include more stages or merge life with career stages. 

Some describe the transition between the various stages as critical (Manuel London). Others 

accept the existence of a "career clock" that affects the rate of transition from one stage to 

another (J. Rush, A. Peacock, and G. Milkovich). Other concepts are "career turmoil", which is 

transmitted by problems in life; self-unrest - dissatisfaction with one's performance, career 

content unrest - dissatisfaction with the volume and content of work in the chosen career; job 



unrest - dissatisfaction with the work environment. Robert Oliver argues that career unrest 

reduces an individual's ability to put creativity into their work, which affects their productivity. 

Types of professional orientations 

● Realistic orientation: people with this type of orientation are attracted to professions that 

involve physical activities that require skills, strength, and coordination, such as 

agricultural activities. 

● Research orientation: this type of orientation presupposes an interest in careers that 

involve cognitive activities (thinking, organizing, understanding) rather than emotional 

ones. For example, biologists, chemists, and other precise sciences. 

● Social orientation: people who have an interest in professions that are characterized by 

interpersonal relationships and contacts, rather than physical and intellectual work. For 

example, psychologists, service professions; 

● Standard (conventional) orientation: this is an orientation that presupposes an interest in 

activities structured and subject to different norms. For example, accountants, bankers, 

etc .; 

● Entrepreneurship orientation: these are managers, entrepreneurs, and other 

management activities; 

● Artistic orientation: these are people who are attracted to careers in which they can 

express qualities such as artistry, emotionality, creativity (artists, musicians, advertising 

agents. 

Often people have more than one of the listed types of orientation, for example, they can have 

social, research, and realistic orientation at the same time. 

According to Holland, the closer and more compatible the individual's orientations, the easier it 

will be to choose a career. to explain and illustrate his claim, Holland places on each corner of a 

hexagon one type of orientation. The model has six angles, each of which corresponds to a type 

of personal orientation. 

According to Holland's study, the closest two orientations in the figure are the most compatible. 

If the first two priority orientations of the individual lie on one side of the hexagon, then the 

choice of career should be the easiest. In case the orientations lie on two opposite angles 

(realistic and social orientation) the process of career choice is accompanied by certain 

indecision. 



Determining specific abilities and skills 

Once the individual career orientation has been determined, the career stage in which the 

individual finds himself, it is time to determine the specific abilities. 

Successful and good work performance depends not only on the motivation of the individual but 

also on his abilities. The individual can have a conventional professional orientation, but his 

abilities and talents will determine the specific profession to which he will focus. Whether he will 

be an accountant, banker, or manager depends on his abilities and talent. There are many tools 

and methods for assessing individual abilities. 

Organizational change management in successful companies 

Author: Bianca P Robson 

Organizational change management in successful companies depends on many factors like 

employee engagement, motivation and the application of strategies in the process of change 

The organization uses its resources (people, machines, technology, materials, money, time) to 

work for the benefit of its users and for itself. Reference: How Organizational Resources Affect 

Strategic Change and Performance in Turbulent Environments: Theory and Evidence by 

Matthew S. Kraatz, Edward J. Zajac, 2001 

Even if it maintains its equipment well, it becomes obsolete and needs to be repaired first, and 

later replaced. 

Even if it was modern, the technology became obsolete and began to need small improvements 

on-site, and subsequently more and more improvements, and finally a replacement. 

Even if it is properly developed, each product reaches its stage of maturity and it is necessary to 

look for new solutions - first cosmetic improvements, and later - deeper - by radically changing 

the product or by replacing it with a newer one. 

Similarly, they gradually remain and cease to meet the necessary management structure, 

information system, payment system... Economic efficiency may begin to decline. 

Today, large companies often carry out dozens of initiatives - mergers and acquisitions, 

experimenting with e-business, developing new products, or entering new markets. This is 

required by the ever-changing environment. The consequences are that managers are 

constantly helping employees learn to work with a new program and deal with an uncertain 



future. Reference: A Guide to Organizational Resources and How to Manage Them By 

Grantham University, 2019 

The major concerns about every change 

There are three major concerns about every change, said Peter Theiss, CEO of Delta 

Consulting Group. 

What will the future bring? 

People ask themselves the following questions: "Will I be better financially? Will I succeed? Who 

does my career, my future depends on? ” 

What to do now? 

Employees wonder what to say to their family, colleagues, etc. about the situation in which they 

find themselves. They are hesitant about how to react to the change. 

Can I handle this? 

"Can we continue to perform well as we make the change?" 

These worries are not expressed aloud, but are a topic of conversation during the lunch break, 

for example. ”These worries in the cafe will reduce productivity and cause your most talented 

employees to leave the company, says Catherine Yates, senior consultant at Hewitt Associates. 

Managers responsible for change know that they need to communicate with employees and 

diligently distribute newsletters and create PowerPoint presentations. These methods 

disseminate information by telling employees what to expect, but rarely allay their worries or 

enthusiasm about their future opportunities. 

The successful organization and its employees 

Every successful company builds a strong emotional bond with its employees, believes John 

Katzenbach, whose book "Supreme Performance: Win the Hearts and Minds of Your 

Employees" describes 5 different strategies for achieving emotional attachment. During change, 

positive employee emotions are often the best antidote to feelings of anxiety and helplessness. 

The manager's job is to link change to goals that excite employees. ”Discover the emotionally 

https://bvop.org/learn/emotionsmanagement/


hot buttons of the group - what your employees respond to and what would interest them,” 

Katzenbach advises. 

Technicians are excited about innovation and making exciting developments. Sales 

representatives like the idea of gaining market space. 

Employees of companies such as Home Depot and Marriott are hired because they are 

interested in offering great service. Depending on the context, there is an opportunity to 

motivate employees for each of these goals or others, for example, the chance to win a big 

bonus or to acquire new skills. 

As Corning Cable Systems prepares to undertake a significant corporate restructuring, CEO 

Sandy Lyons kicks off the process by holding individual meetings with about 50 managers. The 

goal is to make them think, "It's entirely possible", explains Lyons. 

Most employees want to have the opportunity to express their opinions. "Be open, engage your 

employees and make them part of the solution," advises Lyons. It is also good to conduct 

surveys of employees' opinions about the change. Effective communication during rapid change 

is two-way. During the restructuring of Corning Cable Systems, says Sandy Lions, ”we created a 

site for the internal network. He informed me about everything related to the change. Anyone 

could come in and ask a question. A response was received within 48 hours. Many worries go 

away when people get their questions answered. ” 

Most change initiatives have been imposed on companies, says Chris Turner, a longtime Xerox 

employee. (Reference). Coercion, however, rarely succeeds. Even if employees do their job, 

they will lack enthusiasm. Invite employees to participate in the change and work with that 25 % 

who agree, Turner recommends. 

Leadership may cause the company to meet its stated goals. "If the company wants more 

entrepreneurship, but the method of payment does not encourage such behavior, the role of the 

manager is to say: The current system does not encourage entrepreneurial behavior. We need 

to rethink the way we pay our employees. ” 

The manager can apply different strategies in the process of change 

In political strategy, the goal is the structure of power. It relies on attempts to influence formal 

and informal leaders. The economic strategy relies on financial stimulus. Therefore, from this 

point of view, the one who controls the organizational budget has the power to buy and change 

everything, especially in the firm belief that everyone has a price. 
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The academic strategy is based on the assumption that providing sufficient information and 

credible facts to people will lead to acceptance of the need for change. 

The engineering strategy adopts the technocratic approach, according to which the change in 

the physical nature of the work will inevitably cause the people who perform it to change. 

The military strategy relies on the approach of "brutal force" and "ignorance" to change a 

situation. Physical strength and endurance are required, and the following plans are rewarded. 

Confrontation strategy is a high-risk approach, as it is based on the assumption that if you 

manage to arouse people's interest in the problem and then mobilize them to solve it, they will 

change. Much depends on the strategist's ability to defend his position and arouse "enthusiasm" 

for work without creating tension. 

Approaches that organizations are trying to implement 

Some of the more specific approaches that organizations try to implement: 

Training and communication. They help people understand the logic and need for change. This 

process requires mutual trust. 

Participation and inclusion. People are more supportive of change if they have participated in its 

formulation and design. 

Facilitation and support. It is about training and counseling, which is useful, but there is no 

guarantee that it will lead to overcoming resistance. 

Negotiation and consensus. This primarily refers to the negotiation of incentives and 

remuneration. When resistance is caused by something that people perceive as a loss, this 

approach can be very helpful. 

Manipulation and inclusion. This approach involves veiled attempts to influence people, such as 

the selective use of information or the conscious ordering of events. 

Explicit and coercive coercion. The use of threats may work for the time being, but it is unlikely 

to lead to long-term commitment to change. 

Change is effective if three stages are followed 

According to Kurt Lewin, change is effective if the following three stages are followed 

sequentially: thawing, alteration, and freezing. Reference: Lewin’s 3 Stage Model of Change 

Explained, bmc.com 



Change management models, based on K. Lewin's view, are linear and reflect relatively static 

processes (Kanter, Stein, Jick 1992). The metaphor of the organization as an ice cube, which 

can be thawed and refrozen in the desired shape, clearly and easily describes the process but 

creates the feeling of change as something simple and easy to do. In practice, organizations 

never "freeze" to "thaw", because they are constantly undergoing complex and multifaceted 

processes. Managing change in the desired direction. 

 


