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ABSTRACT

The form and structure of an organization's pauéitdry communication empowerment system can affect
employee motivation levels in several ways. Orgations can adopt various participatory communicagmpowerment
practices to enhance employee satisfaction. Rezimgnthe importance of participatory communicateanpowerment in
achieving flexibility in an international contextgands the types of research questions relateuketoole of participatory
communication empowerment functions in product ngangent, such as selection of participatory comnaiin,
training and compensation and performance apprdisal most important factor in successful managémethe product
research program is a reliable relationship ambegoartners in the chain in such a way that theyheeve mutual trust in
each other's capabilities and activitiesThis pammrsiders the value of participatory communicatasan important
intangible asset of an organizational product mansmt. The strategic importance of workers is dised and their
interaction, as an asset, with other important miggdion assets. The basic methodologies for vglworkers explained

and their limitations are considered.

KEYWORDS: Product Management, Participatory Communication @&mgyment, Human Empowerment,

Organizational Performance, Product Research Progra
INTRODUCTION

Granting business credit favors the organizatiadds in various ways. Business credit can achasffactive
price cut. It is an incentive for customers to asgmerchandise at times of low demand. It allowstemers to check that
the merchandise they receive is as agreed quaanityquality and to ensure that the services caetlacarried out.
However, organizations that invest heavily in ineep and trade credit can suffer reduced profitabiby product
management. Continuous training, employment secyrérformance appraisal and alternative compessatlystems can
motivate skilled employees to engage in effectisertionary decision-making and behavior in resgoto a variety of
environmental contingencies. There is no doubt ¥haiing acquired intangibles such as brands, patemd workers lists
makes a lot of sense rather than placing thesenizag#on critical assets in the accounting blacleHmown as goodwiill.
Modern approaches recognize that selection of gyaatiory communication empowerment is a complexcess that
involves a significant amount of vagueness andextivjty. There are approaches applied by accotmtamd the resulting
values, however, equally valid for strategic plaighand product management measurement or simplpensnto satisfy
the information requirements of investors and &ffit tax planning. Tangible assets as such macghibeilding, stocks
and shares are straightforward to value, theiblésand corporeal nature makes them relatively &aslgfine and in most
cases, there is an active market from which vaaurederive. In contrast, intangible assets are mesily defined while it

is rare that they are actively traded.
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34 Nasser Fegh-Hi Farahmand

PRODUCT RESEARCH PROGRAM

The Product research program includes all the iietwrelated to the processing of materials amdcinversion
of goods from the stage of raw material to the estafydelivery to the final customer, as well as ithi@rmational and

financial processes related to them, along withrdioated and integrated management.

In a broader sense, a product research progranist®$ two or more organizations that could be panies,
which produce parts, constituents, and final pregloc they could even include the supply-and-diste service providers
or the final customer as well. The most importadtdr in successful management of the product relsgaogram is a
reliable relationship among the partners in theircha such a way that they can have mutual truseach others’
capabilities and activities. Therefore, in the depment of any integrated product research progriagreasing the

confidence and trust among the partners and dgvthim reliability for them are the crucial factdosachieve sustainable

Success.

In the current industries, choosing business pestard establishing a successful and sustainabiencmication

with them regarding the previous standards andraaiis not feasible.

Hence, determining the quantitative criteria andapeters through which the most suitable partneidcbe
chosen seems to be useful. The reliability facda@l$o one of the most effective criteria which meee probability of the

intact and flawless performance of the system fdefinite and pre-scheduled period of time.

On these grounds, the present paper aims to shelyeliability rate in the product research progrand to
determine whether the relationships within the pmtdesearch program have a high reliability ratenat. In order to
study this, the product research program operdtiogfarence, which is a valuable tool to analyzedpict research

programs, has been used as Figure 1.
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Figure 1: Product Research Program Operational Refence
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The product research program operational referemogel supports the operational evaluation metrickie
levels. The metrics of level one provide an apphno@acproduct research program in order to assesagement and the
metrics of levels two and three include more speeihd detailed criteria regarding the categoried elements of the

processes.

The metrics of level one are systematically divideth five operational criteria, three of which eliability,
flexibility and responsiveness, are customer-factigbutes, and the other two, costs and assetsnternal-facing ones.

Each of these metrics is further divided into minaatrics at the lower levels.

Level three of the product research program untigdysalso has minor and more detailed metrics far t
assessment of the above-mentioned metrics. Itssilple to calculate the reliability rate of eacbdoof the broad chain

under study during different pre-scheduled timequks.

In order to measure the reliability rate of the \ehproduct research program under study at a oceptaiiod.
First, it is necessary to identify the type of heduct research program formed in one of the fiesitions-series, parallel,
series parallel, parallel series, or compositethrd, based on the reliability formula of the rethsystem; it is possible to

calculate the reliability of the whole system attperiod.

In comparison to previous studies this researcldbyulating reliability measurement metrics in €ifint levels
of product research program. Identifying the impzaitie of each of these metrics on variances @bility criterion in
different periods, has been able to offer a newhowkffor prioritizing decreasing reliability factos a product research
program in order to reduce their effects. In additithis research is a case study in Iran, whiduitable for computing

reliability of product research program for Iran@iganizations.
PRODUCT RESEARCH PROGRAM MANAGEMENT

Product research program is a network of orgamimatin related processes and activities and creales by
submitting products and services to customersehernl, a product research program includes twoare organizations,
which separated from each other lawfully and relat® each other through material flows, informatemd financial
flows. Product research program is primarily coneerwith the efficient integration of suppliers¢tiaries, warehouses
and stores so that merchandise produced and disttibin the right quantities, to the right locasaand the right time to
minimize total system cost subject to satisfyingviee requirements. In according with mentioneange bellow factors

explains expectations from each departments:
* Purchasing: Stable volume requirements, flexiblevelgy time, little variation in mix and large quidties.
* Manufacturing: Long run production, high qualitygh productivity and low production cost.
*  Warehousing: Low inventory, reduced transportatiosts, quick replenishment capability.
e Customers: Short order lead time, high in stockyemwus variety of products and low prices.

The literature argues shows that the extent to kvbach determinant of performance impacts firmgrerénce is

a function of the performance metrics.

Further, define performance as the sum of all geee that will lead managers to taking appropégatens in the

present that will create a performing organizafiothe future or in other words, doing today whait igad to measured
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value outcomes tomorrow.

Systematic management recent research reviewimpe coaching programs that we can see this rfrowe

intuition towards rationalized models as compleragnaind off-setting to developments in strategionaggement.

Like all scientific enterprises, a period of accuation of evidence will be required before defiwiticonclusions

may be drawn.
ORGANIZATIONAL PARTICIPATORY COMMUNICATION

They comment that capturing the wrong participat@ymmunication information, unclear goals, and
inappropriate selection. Use of technology, in&pilo integrate workers and processes and use sleading metrics or
improper measurement approaches are the majoretsanm implementing, managing participatory comroation
empowerment projects systems that seek to idemmtifividuals with the ability to learn and adaptrtew situations, and
markets can provide a firm with competitive advagetalnternational organizations can adopt varicastces to enhance

employee skills s follows:

» Efforts can focus on improving the quality of tmalividuals hired, or on raising the skills and #igi$ of current
employees, or on both. Employees can be hiredophisticated selection procedures designed to saaeall
but the very best potential employees. Indeedarekeindicates that selectivity in staffing is pivgly related to

firm performance.

e Organizations can improve the quality of currentptoyees by providing comprehensive training and

development activities after selection.

The more we understand people and their total enmient, the more their needs are likely to be Wéten we
talk about valuing workers relationships, the scopdefinition is expansive. On the one hand, isifaply the value that
workers generate for the organization. On the oltaerd, it is purely the value of the relationshiither definition is
more correct than the other; however, the purposk approach for valuing each are different. A pesitexperience
throughout the workers cycle should foster trust davelop loyalty, therefore allowing an organiaatto generate more

revenue for less incremental expenditure. For examp
e Happy existing workers are more willing to operatar services and try new operation or serviceroffgs.

 Making empower workers aware of operation and thst ©f operation existing workers can be lower and,

operation predicted.

ORGANIZATIONAL PARTICIPATORY COMMUNICATION IN PRODU  CT RESEARCH PROGRAM
MANAGEMENT

Participatory communication capital refers to thgamization investment in short-term assets. Enipedsn the
management of participatory communication capgalriportant to the businesses of all sizes. Thjgomance is hinged

on many reasons:

* The amounts invested in participatory communicatapital are often high in proportion to the totalsets

employed and so it is vital that these amounts used efficient way.
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 The management of participatory communication eapiirectly affects the liquidity and the profitéityi of the
corporate firm and consequently its net worth.

» Participatory communication capital management aiahs maintaining a balance between liquidity and

profitability while conducting the day-to-day opgoas of a business concern.

The effects of participatory communication capitednagement on corporate performance have beerua &c
substantial amount of empirical research for maggry. Studies have concentrated on large orgamisatiperating within
well developed money and capital markets of devedogconomies.

Findings from these studies becomes difficult toegalize for relatively small sized organizatioremgtes within
a rather rudimentary business markets, where arghons mostly rely heavily on owner business, drackdit and short
term their needed investment in participatory comitation capital.

Existing literature characterized participatory eoomication capital management as an area largekjrig in
theoretical perspective.

More specifically, the limited general theory whidioes pertain to working capital management likpitah
budgeting emanates from the finance literaturefandses on the relationship between risk and piofity by define and
finding of relative problems as Figure 2.

Define the problem
and research objectives

Y

Develop the
research plan

Collect the
information

Y

Analyze the
information

4

Present the
findings

Figure 2: Finding of Relative Problems Process

Thus, the relationship between profitability andrticgpatory communication capital helps understahe
relationship between profitability and liquidithe dual goals of the working capital managemenhlgh, there seems
to be that the scholars who have written on thistienship have not completely synthesized theifous hunches into a

theory, there is noticeable consistency in theaigew guiding concepts in working capital managetigerature.
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These concepts labeled the theoretical framewddc-afl; a theory is a supposedly tenable explanatibout a
relationship.

The operating cycle theory looks explicitly at oside of working capital that of current asset actswand
therefore gives income statement measures of aagimnal operating activities, that is, about prtehn, distribution and

collection.

Receivables, for instance, are directly affectecth®y credit collection policy of the firm and theeduency of

converting these receivables into cash mattedseamwiorking capital management.

By granting the customers more liberal credit polihie profitability will be increased but at thanse time
liquidity will be sacrificed. The same analysis gder other components of current asset accounteher, the operating
cycle theory tends to be deceptive in that it sstggthat current liabilities are not importantlie tourse of organizational

operation.

Finally, the sources of organizational activitiesde assailed as a result. Given this inadequiaihyemperating

cycle theory, it is essential to infuse currenbilisies in the picture to enhance organizationalgsis and understanding.

The product research program integrates both siflgzarticipatory communication capital. This methofi

participatory communication capital as part of edaler framework of analysis known as the workingjtehcycle.

Participatory communication capital in product sgsh management has the administration role obotiassets
in product management as the name of cash, maflketsdcurities, receivables and inventories. Padiory
communication capital management is important beeaof its effects on the organization profitabilapd risk and

consequently its value or product management.

In addition, larger inventory reduces the risk aftack-out. Product management may stimulate $meause it
allows customers to assess product quality befaggng. Because suppliers may have significant edstintages over

financial institutions in providing credit to thedgustomers, it can also be an inexpensive sourcedit for customers.

Another component of working capital is accountygide. Delaying payments to suppliers allows a ftom
assess the quality of the products or services litoaigd can be an inexpensive and flexible sourckusfness for the

organization.

On the other hand, business credit is a spontansousce of product management that reduces the r@mou

required to finance the sums tied up in the invignémd customer accounts.

But organization should bear in mind that financfrgm suppliers can have a very high implicit cdsearly
payment discounts are available. Since, moneylatdeed up in participatory communication empowerméme greater

the investment in current assets, the lower the bist also the lower the product management @tofity obtained.

In spite of the touted impact efficient participgta&communication empowerment management may have on
business survival, product management and grovathmuch has done in the area of the provision gfigoal evidence

in support of the claims of participatory commurtiga capital management on profitability performarmd organizations.
PRODUCT MANAGEMENT BY PARTICIPATORY COMMUNICATION EMPOWERMENT

Employees are one of the most valuable resourcdsoaganizations have to remain competitive. Modern
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organizations might achieve this by using organiertdn empowerment and development participatory cemication
empowerment that promote the development of a huwrapital pool possessing a broad range of skilkksthat are able to

engage in a wide variety of behavior.

One way of considering how workers relationshipsate value is within the framework of Porter's eathain. In
according with Porter organizational activitiesegairies to support and main as Table 1, we knowattgmnizational goal

attachment is depending on all of them.

Table 1: Strengthening of Organization Activities
Infra Structure (IF)

Organizational Human Empowerment and Development (HED)
Ssupport Activities Technology Development (TD)
Organizational Resources Procurement (ORP)
Orgamzaﬂonal primary Input activities Prch;s Oqu_u_t Ma.rk_e:tlng Serv!c_es
activities activities activities activities activities

Ref: (Feghhi Farahm and, 2004; Schmitz & et al, 4300

The chain of activities gives the products moreeatidalue than the sum of added values of all dietsvilt may
be reasonable to suggest that it is the workeectdor indirect relationship with each of thesevéots that creates value

for the organization.

Participatory communication empowerment as orgdioizal ssupport activities, organizations tend ¢éohtighly
decentralized and use informal means of coordinadi@ control. The reasons have to do with humamdbed rationality.
Bounded rationality refers to the fact that sineenhn's Empowerment and development have not linttgghcity,

organizations can always find the absolute optsoaition by it.

Adjusting to an international assignment can pravédelings of helplessness in unprepared manadwr,may
have difficulty sorting out appropriate from inappriate behavior. As all activities create valuenfrand contribute to the
workers relationship, it follows that the value the organization and the value of the workers i@tship could be
considered to be the same. Expatriate manageneam@ved from the comfortable environment of theirgmtal culture

and placed in a less familiar culture.

The value chain is often criticized as a dated éaork that is only applicable to manufacturing isglies and

considers marketing in a silo rather than enconipgtke whole enterprise.

A management style that works at home may fail imdpce the desired response abroad, or it may be ev
counterproductive. Workers relationships appedéeaimilar; there are enough subtle differencedigoount using brand

value as a substitute for the value of a workdegiomship.

In contrast, there are operation drivers that cabeaattributed to the brand but can have a sicaniti influence
on the workers relationship with a organizationr Egample, inertia is considered to be the sindgégdst driver of
workers retention in the banking industry; cleattys is not attributable to brand and thereforeldde considered as part
of the workers relationship value. Many organizasicare becoming aware of the need to provide aoedirhands-on
training rather than just pre-departure awarenessing. In contrast to pre-departure training, tposival training gives
global managers a chance to evaluate their stiesdtar they have encountered them. Documentaryirgacoersonal

training methods have additive benefits in preganranagers for intercultural work assignments.
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PRODUCT MANAGEMENT BY PARTICIPATORY COMMUNICATION EMPOWERMENT
SYSTEM

Compensation is the linkage between reward and @raplsatisfaction. Reward systems are concernddtwwit
major issues: performance and rewards. Performamdedes defining and evaluating performance andviding

employees with feedback. Rewards include bonuarsaicreases, promotions, stock awards, and petesli

Participatory communication empowerment practicegéneral and compensations systems in particaee h
shown to be highly related to organizational perfance. International organizations have considerdlsicretion in the

design of pay policies and the choices made hanseruences for organizational performance.

Overall, from the point of view of performance maasnent and strategic planning, the value and itiefinof a
organizational relationship with its workers mayt e particularly relevant. It is more practicaldabeneficial to
determine the value generated per workers fronatisets employed in the organization to measurenpeahce and plan
for the future.

Organizations that are similar in terms of typeseofployees and jobs, product market, size, andnsmay
choose compensation system designs that diffdrein effectiveness for attaining similar goals. fBenance appraisal is
defined as the process of identifying, evaluatind developing the work performance of the empldyethe organization
so that organizational goals and objectives amctffely achieved while, at the same time, bengfitmployees in terms
of recognition, receiving feedback, and offeringresa guidance. The terms performance assessmerigrmance

evaluation and performance management are alsotoskgscribe the process.

PRODUCT MANAGEMENT BY PARTICIPATORY COMMUNICATION EMPOWERMENT
STRATEGY

The concept of participatory communication empowardiscussed above for strategic purposes is very
different from the accepted definitions applied twpse involved in carrying out technical valuatioias financial
reporting. Product management appraisal as pethapmost central participatory communication empaoment function

is required to justify a wide range of decisionstsas selection, compensation, promotions anditigain

Fewer employees work under individual incentivenplavhile greater numbers of individuals work unseme

type of group incentive system.

A substantial body of evidence has focused on thpact of incentive compensation and performance
management systems on group performance. For falaneporting, an intangible asset should be reizeghas an asset
apart from goodwill if it arises from contractual other legal rights. Managerial strategies difsggnificantly across

organizations, particular with regard to variables.

Organizations tend to make different decisions &abmantingency, or variability. In general organinat
implement incentive compensation systems that geovewards to employees for meeting specific gdatsintangible
asset may also be recognized only if it is separathlat it is capable of being sold, transferrécknsed, rented or

exchanged.

Effective performance feedback is timely, specifighavioral in nature, and presented by a crediblece.

Performance feedback is effective in changing eygdowork behavior and enhances employee job satisfiaand
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performance.

Participatory communication empowerment feedbacksisential in gaining the maximum benefits fromlgoa
setting. Without feedback, employees are unabiagke adjustments in job performance or receivetipesieinforcement

for effective job behavior.

The common approaches for valuing intangible assethiding workers-related intangibles, are atofet. Each

method is based on strong, rational theory andilygiractice, each method may produce starkly difievalues:

« Participatory communication empowerment effectippraach; the historic cost is distorted by the tiakie of
money and evolvement of the competitive environmeiotv much did it cost to create the asset or hawehrit
would cost to replace it? Estimating value underhlstoric cost approach is simply a case of surgralhcapital
invested in creating the asset in question. Inctee of a workers base, the historic cost coulddpsidered as

equivalent to the total amount of marketing invessttrexpended.

» Participatory communication empowerment approdeé;amount paid for the asset or similar assets. hew
product or service market with relatively few conifmes, economic theory suggests that workers aitipm
costs should be relatively low before graduallyréasing as the market for new workers becomes more

competitive, forcing companies to capture markerastirom rivals in order to realize growth.

« Participatory communication empowerment for produetnagement approach; the present value of fumsk c
flows, that is, how much income the asset will gateethroughout its useful life, accounting for thee value of

money and associated risk.

At all hierarchical levels and across all departteeim a modern organization effective participatory

communication empowerment means managing the admiixdties successfully in an international context

The product management of organization by partioifyacommunication empowerment management is dasent
to a participatory communication manager job. Ttratsgic areas and unit's level: where decisioesraade by the
general manager of the official organization uniid athe other top organization leaders, and measumnegrtaken
concerning the entire particular official organiaat and especially the future competitiveness @f dinganization and
management of the whole organization system areeaseld. Very often in corporations there are difierofficial
organization areas that may be at different devety stages. Valuing participatory communicatiorpewerment based
on historic cost demonstrates the effectivenedhemarketing team rather than providing a robadication of workers
value. For example, one major hospital definepa@dicipatory communication empowerment systemshasmarketing
databases and campaign management and consid&ibutlan methods to be a separated systems inesdtrarea.

Regardless of the basis for calculating costs, lisually true to say that; the cost of somethangly reflects its worth
CONCLUSIONS

In a mature market it is likely to cost consideyabiore to replace the workers base than it costeieelop
originally. For this reason, the replacement cdsthe asset may be deemed to be a more reasonabig for value.
Estimating the costs required to replace an intdagisset, however, would be an extremely subjeetkercise and would

hinge on the estimated effectiveness of the margjetctivities.

A significant finding from this study and own exjegrce is that many issues remain unrecognizedafoiob long
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after they are first identified. Valuing intangiblessets, in particular workers-related intangiblissclearly not a
straightforward exercise. Each valuation methodsguibed by accountants has different strengths kmesses and
complexities and yet none are able to provide disputably accurate and reliable value. Althougéséhvalues are not as
robust as we would hope, it is certainly betteatiempt to attribute value to intangible assets ttiassifying everything

as goodwill.

Many of organizations have sustained their produghagement of organization by participatory comication
empowerment management systems focus over tinneuglh these investments may or may not consideagdpa long-

term product management of organization by pasiciy communication empowerment strategy.

The principal weakness of the multiple excess egmiapproach is that it is complicated to carry. out
Furthermore, correctly identifying all the valuavérs operating functions and intangible assetsleyad and calculating
their respective functional returns and presentieslis open to distortion and inaccuracy due tos#esitivity of the

valuation to key assumptions and source data.

In the case of an acquisition, the excess retuifisalso include the value of any synergies resgitfrom the
organization combination. The key issue is whetherfirm wants to make use of these relationshipihé way it manages
customers or not, and whether a given customersaartte an actively managed relationship with #r@ise provider, or
not.

Organizations compete with the quality level ofitheperations. An organization, which can not manag
operations competition, will have problems surviyin order to be able to do this successfully, dhganization has to

view its business and its customer relationshipmfa service existence.

Different organizations have different prioritiemdavarying amounts of funding to invest in partatipry
communication empowerment. Many of these orgarminati have sustained their participatory communioatio
empowerment systems focus over time, although thim@sestments may or may not considered part of rg-term
participatory communication empowerment strategy. €&ample, one major international bank definegérticipatory
communication empowerment systems as the markdatapases and campaign management and consideitsutin
channels to be a separated systems investmentMagagers have too many successful measures, amdpéified set
with fewer yet more important metrics would leadstgperior successful. Successful management systentsndered by

too many low-level measures.
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