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Introduction
The world today is changing in different perspectives, and market environments are not left to be. With the rapid increase in technology and consumers having an increase in knowledge, there is no doubt that market changes and opportunities are occurring in society. It is the business owners’ or stakeholders’ role to identify these challenges and ensure they are for a better perspective and not causing harm to consumers. Market changes result in a firms’ unprecedented opportunities to tap on, making consumers satisfied, the businesses to be competitive, and an increase in revenue generation. However, before the identified benefits are achieved, techniques can help understand the market changes, directions markets are taking, and later determine opportunities that businesses should tap on appropriately.
Techniques for Identifying Market Change and Opportunities
The Competitive Market Analysis Technique
Most businesses venture into analyzing the demand and purchasing supply in the market. However, despite these strategies, it is important to focus on supply analysis in the market. It is an appropriate strategy that helps understand the existing players in the market posing a competitive threat. The technique helps identify opportunities that the competitors have not ventured into and lucrative (Ekman et al., 2020). When using the technique, there are relevant questions to be asked, such as the different products that are significantly growing in the business? One can also ask what the value propositions are available in the market? These strategies open up business innovation capabilities and make stakeholders understand the opportunities or market changes.
Listening to Consumers/Customers
The second technique is to assess the customers in the market. It is important to view the marketing strategy as a two-way process whereby the company markets the consumers’ products and responses. In this perspective, business owners will learn that they are not only communicating with the audience, but the audiences are also in a position to communicate with business managers (Ekman et al., 2020). Business managers should cut middlemen who pose obstacles in businesses and interact directly with consumers who will give out their perceptions regarding the market, businesses, or products they need (Kaartemo & Nyström, 2020). Changes in consumer preferences also indicate changes in the market and the possibility of opportunities to be implemented. The future needs of businesses emerge from such interactions with customers.
Organizational Models that Facilitate Success in Changing Markets
The functional organization model can be argued to be the best model that brings about success in changing markets. There are different portions of the organization for the functional organizational model, and these portions emerge based on different purposes that the departments will do. For example, a functional organizational model has a marketing department, sales department, communications department, or a production department. Each department has a head who guides the employees to complete their tasks and make the organization function as a unit in the long run. Hence, it serves as a model that brings about success in changing markets. It minimizes confusion and allows employees in different departments to be innovative and focused on tasks presented before them.
Regardless of the benefits accrued from a functional organizational model, a contrast emerges, stating that setbacks in the model hinder success. The main highlighted challenge is the coordination and communication of employees who are in different departments. There are limited communication and slow delivery of information before an informed judgment about market changes and opportunities (Jenkins et al., 2020). Hence, these setbacks make it difficult for the business to succeed in changing markets. It attracts employee resistance to change, resulting in businesses using huge resources to overcome the barrier.
The second model that helps bring success in changing markets is the divisional organizational model. It works effectively for larger companies that have a large geographical area of operation. Moreover, it is a successful model for smaller companies that are within an umbrella group. The aim is to help cover different types of products or reach out to different market areas (Lo, Nag, Xu & Agung, 2020). Such business models’ success is extracted from the benefits accrued in the model, which is helping businesses and consumers meet their needs quickly. Furthermore, success is achieved because each division of the organization can operate independently, meaning they set their goals and work towards achieving the goals.
The contrasting point is from the negativity of the model. The divisional organizational model is a cumbersome model based on why communication is inhibited since employees in the different divisions are not working together towards success. Cases of employee resistance to change are also common with such a model. Success in businesses also means that there is a profit being extracted from operations. The divisional model application indicates that it is a costly structure because of the size and scope (Jenkins et al., 2020. Small businesses have an opportunity to use a divisional structure in small scale environments by having different offices operating in different cities. But in the long run, these models are costly and can stagnate success or even make it difficult for the organization to succeed in changing markets.
Analysis of Traditional Organizational Models
Traditional organizational models are approaches that represent organizational hierarchical business structures. In general, power flows vertically, going upwards in a traditional organizational model. Further, the model employees are departmentalized with a chain of command that all employees have to follow. In each department, the manager becomes the chief coordinator, while there will be an overall head who gets reports from departmental managers. Since they have different departments, traditional organization models operate on their different rules and regulations, with employees being given different tasks. The employees have to show accountability for the actions that they are doing. Business strategies are set annually, and they have to be followed to the latter.
It is argued that traditional business models support adapting change to new markets, while others argue these models do not support the changes. First, in supporting an adaptation to a new environment, traditional markets allow employees to be innovative and work hard in different departments towards bringing success. Changes can either be in the communications department or the product department. It is the manager’s role in these departments to analyze the changes as well as available opportunities and communicate them early enough to the organization’s overall leader. This helps develop departmental goals and establish strong teamwork that will help overcome the challenges and align activities towards changing markets (Shinkarenko, Smirnov & Beloshitskiy, 2020). The second method on how traditional organizations support the adaptation of new markets is allocating resources, human, time, and financial resources towards emerging markets. Resources facilitate the employees towards working hard in the business and fitting in the new environment.
The counterargument is that traditional organizational models do not support adaptation to new markets. The reasons given are that traditional organizational models are rigid because they make annual plans, and changing these plans can be challenging. Hence, markets do not depend on yearly outlook to change as they can change at any time. With a rigid model, adapting to a new environment can be challenging, which in the long run limits the growth of the business (Joseph & Gaba, 2020). The second argument is the absence of teamwork among employees working in the organization. Each department has its own employees, and they rarely interact with each other, meaning they reduce cohesion and teamwork. Innovation or productivity of these employees also declines, causing low levels of success towards adapting to new markets.
Conclusion
In conclusion, market changes in the environment today occur rapidly, and when businesses are not prepared for these changes, they end up suffering in the long run. It is important for business stakeholders to learn about the market changes and opportunities presented o that they can apply proper business models to bring success. Application of transformational leadership and allocation of adequate resources towards understanding market changes and opportunities are highly advised for businesses to succeed.
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