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Introduction

The “Ottawa way” thrive is an article which focuses on the need for a country, Ottawa County has adopted the customer-centric culture intending to offer quality services to newcomers or the visitors, to the inhabitants as well as to the employees with the end goal being the facilitation of conducive business environment. The county in the article is located in the south west of the Ohio states. The county has a population cross to three hundred thousand people who all enjoy the Michigan beaches as well as the 700 acres of the county parks (Vanderberg & Capodagli, 2015). Besides, Ottawa County is a vocational destination of the Holland more so during the Grand Havens as well as Michigan’s tulip time. The two are an essential asset which means, the county is ready to offer quality services to the visitors, the county employees as well as the inhabitants. As a result, county officials engaged a company which would establish –customer service culture that was Disney-like. 

Analysis

Most of the inhabitants have wondered the disconnection between Disney-like customer-centric culture and the public sector services. Things are very different in the private sectors; this sector has provided competitive forces which provide a certain level of incentive to ensure emulation of the highly performing customer services like Disney, the Starbucks as well as the four seasons Hotels as well as results (Vanderberg & Capodagli, 2015). The counties have gained the monopoly on their services, many of which have been initiated as regulatory measures. Hence the Ottawa County is not exempted. There are reasons why the county should be concerned with customer services. As time progressed, most of the county official realized that Ottawa County had gained its reputation due to the people who reside in the county, as well as visitors who do business with the people. As such the Ottawa County owe visitors great services, as much as it owes the residents as well as the employees.

In the business context, it is said that, when a new company locates within the Ottawa region, it affects the employment directly; for example, the business provides jobs opportunities to the people. Also, it impacts people indirectly in that people sell their raw materials to the company and seek local services from the people (Vanderberg & Capodagli, 2015). Thirdly, the ripple effect is the flow of wages spent on paying the employees, and such income can provide other jobs as employees may choose to invest the money. When the official contracted the Disney way, Ottawa county team realized that the three are thirty-three areas which affect business, but the Disney experience was fundamental since it drives them all.

And from that time, Ottawa County’s customer culture was called the customer-centric culture and later referred to as the Ottawa way (Vanderberg & Capodagli, 2015). The steering committee developed the preliminary dream and vision, identified the preliminary values as well as establishing the codes of conduct which would strictly be followed in the organization. Also, the team identified the potential barriers to implementation as well as developed a road map for changes.

These points are significant to the way communication affects strategic planning because, in the very early stage, the strategic plans depend on the company or business vision. The strategic plan must establish the business values and develop the organization code of conduct which would ensure everything is done as planned in the organization

Conclusion

The Ottawa lead to the formation of customer-centric culture which did business to expand in the county at a very high rate. The model had helped in laying down the steps for customer services training. This essay has discussed various point on the premise and their significance in strategic planning.
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