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Organizational leadership is one of the most fundamental processes used by leaders to help in the achievement of organizational objectives. These objectives are achieved through the communication of a vision and mission, establishment of a strategic plan, and motivation of team members. The main outcomes can be achieved by ensuring that the firm’s objectives are consistent with the vision. Besides, leadership focuses on the achievement of personal goals and those of the team. According to Moccia (2011), effective organizational leadership is imperative because it enables a company to operate optimally in a highly dynamic and competitive business environment. Also, it propels the company towards the achievement of competitive advantages, by lowering the debt to equity ratio and increasing the profitability of the company. As the VP of marketing at Mikes Bikes, it was essential to adopt effective leadership strategies, which can help in effective decision-making in key areas, including production marketing, firm marketing, operations management, design and development, and finance. Adopting good leadership theories can be used to improve in these areas, which will, in turn create a higher shareholder value.
For success to be realized in the company we, worked as a team. Teamwork helped make informed and creative decisions. One of the areas that we focused on was investing in the creation of new products. Produce development is the process of bringing new products into the marketplace. This process is prompted by increased competition, changing consumption behaviors, new opportunities, and technological advancements. Therefore, comprehensive marketing research is required to understand the market, develop smart products, and meet and exceed customer expectations. Leadership theories that were important in the process of product development are adaptive leadership and transformational leadership theory.
Adaptive leadership focuses on the achievement of organizational objectives at times of change, promote public engagement, and address issues of sustainability (Burke, 2007). In this context, adaptive leadership helps understand the research market, changing consumer behaviors, and ways in which sustainability can be achieved for the benefit of future generations. This theory was helpful in product development because it promoted flexibility in development to account for changing consumer preferences. In a research by Woods and Woods (2004), it is argued that adaptive leadership establishes an environment where all stakeholders are involved in decision-making. Allowing the target customers to contribute in decision-making was necessary because it allowed them provide information on the qualities they need in their bikes and what areas should be improved. Gathering this information through public engagement provided important insights on product attributes, the estimated prime cost of the new design, budget, and time. Adaptive leadership was imperative because it helped in the determination of the prime cost, which prompted increased funding for product design. Conducting a market research provided an important opportunity to understand what was needed for new products, new qualities, and maintenance of the physical integrity of products while lowering the cost of producing one unit. Making these decisions in a dynamic environment was improved by adaptive leadership because it advocates for open communication between stakeholders. Communication between team members is vital because it ensures that all information regarding the design of new products, improvement of existing products, and reduction of prime cost is shared effectively in all departments. In the team, effective communication was achieved by the use of modern technologies to convey information in all departments at the same time and regularly (Khan, 2005). Transformational leadership was vital in product design because it helped motivate team members, establish an organizational culture, and promote the achievement of organizational goals. Establishing an organizational culture is necessary because it shows a firm’s reputation and its role in community improvement. An organizational culture determines the probability of achieving set goals. Also, it optimizes communication between team members, thus positive changes. Adaptive and transformational leadership theories were vital in product development because they facilitated the achievement of open communication and optimal decision-making. These theories played out in a good way because they helped allocate resources effectively and constructively, which improved performance and productivity through reduced prime costs. 
Repurchasing equity was another task that I engaged in. This task was aimed at lowering the debt to equity ratio, which would lead to a higher share price. Repurchasing equity was improved through situational leadership. Situational leadership is based on the assumption that the actions of a leader should vary depending on the situation (McCleskey, 2014). In this context, the actions of the team to repurchase company shares were prompted by the need to maximize shareholder wealth in the long-term and appease stakeholders in the short-term. Repurchasing shares at the current market price with a 5% premium on equity would help the company raise its equity and maintain a lower debt. Another action that was favored by situational leadership is improvement of investor relations. Investor relations in a company are improved by ensuring that investors have adequate information about the company at all times. Provision of regular updates to the shareholders helps investors understand its current position in the market. This task was accomplished by increasing the amount of money on investor relations budget. Expansion of this budget was done to lower information risk and help achieve higher returns without depressing share price, earnings per share, and profits (Rappaport, 2006; Karolyi et al., 2019). Increasing the budget on investor relations would ensure that information risk is minimized, thus avoiding “short-term earning obsessions” (Rappaport, 2006), avoiding investor uncertainties and increasing share price. Adaptive leadership helped improve investor relations by providing investors with comprehensive report on business performance, which showed corporate responsibility. 
Checking inventory levels was another important task I performed in the company. This task was performed to ensure capacity and quality are upheld to avoid losses. Checking inventory would focus on meeting customer demand, lead times, enhancing cash flow, batch tracking, basic stock and turnovers. These tasks were improved by the adoption of the goal-directed leadership. This theory focuses on setting clear, specific, and achievable goals based on acquired experience. This approach to leadership helped address issues of capacity and quality by aligning them with demand and supply in different markets. 
The actual MB outcomes were to create shareholder value. These outcomes validated the different leadership theories adopted. Using these theories helped in informed decision-making, improvement of communication, flexibility, understanding the target market, and increase competitive advantages. 
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