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Abstract 

In the current climate of economic pressure and evolving political priorities, organizational change 

within public bodies is becoming an increasing priority. However, change is a complex process that 

can have negative as well as positive outcomes and as such it is worth looking at the available 

evidence so that the process is conducted as efficiently and effectively as possible. In order to help 

manager access the vast range of literature on organization change, this short paper sets out the 

findings of a rapid literature review that it is hoped will provide a starting point for those wishing to 

become familiar with the evidence. It starts by discussing the literature on change management from 

an organization-wide perspective, before going on to look at the concept of the psychological 

contract. The paper next discusses the research on sustaining change and behavioral change theories 

more generally, before concluding by setting out a number of options for taking the work forward in 

terms of a more comprehensive exploration of the literature and possible empirical research. 
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Introduction 

It is an irony in today’s world that change is the only thing which is constant thus reiterating 

Darwin’s theory of “survival of the fittest”. This particular article covers the hard side of change 

management that is the inertia or resistance to change and how to crack the code of change. It also 

gives illustrations about the incorporation of changes many spheres. As such, the paper calls for the 

more widespread use of the concept of ‘competing histories’ and ‘multiple change narratives’ in 

theories which seek to explain processes of organizational change. It also includes that a leader’s 

behavior is also important for the successful implementation of change. Bringing change involves 

hard work, risk, correct framework and right input to be successful. 

Why change is being resisted, when this is the only constant thing in the universe? This reluctance is 

seen everywhere: on following some new roads, to buy something new, to change the 

board/university syllabus, exam patterns, technology and above all changes in working 

process/procedures. 

When in such an era, where every single thing is being automatised, then why workplace changes are 

still not accepted happily? Is it that tough to learn? To which we say no: if people can learn and work 

on new technology without being technocrats, then why hesitate to accept Organizational Change. 

Change Management, if seen, is not the change in the working methodology, but it is a change in 

goals, objectives and strategy too. No doubt in stronger culture change becomes difficult. Managing 

change is moving from one state to another, specifically from problem state to solution state. People 

normally see change as a solution to one particular problem rather than seeing it as an opportunity to 

be better. Change is an ongoing learning process. Organizational change may also be defined as “a 

state of transition between the current state and a future one, towards which the organization is 

directed”. Although this definition is closer to the definition of change in general, a certain difference 

is indeed visible. The origins of this definition are found in the thinking of Lewin (1947), who 
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formulated the concept of movement between two discrete and somewhat permanent "states", related 

to organizational change. 

One other important element in the definition of change consists of the causes that determine the 

appearance of change, that mainly characterize the radical and paradigmatic change named "change 

of the second degree" by Levy (1986). 

Organizational Change can be in any way: It can be unintentional or might be deliberate. The most 

popular way to classify organization changes is according to how radical a change it appears to be 

(Dunphy and Stace, 1988; Nadler and Tushman, 1989; Gersick, 1991). The most common and 

practical classification of organizational change, is the one consisting of two fundamental changes in 

processes- planned change and random or emerging change. The two types are different – while 

planned change is formal, random change is informal; the former is imposed within the organization 

while the latter has its origins outside it. 

 

Planned Change is the change in which initiation is taken by the members of the organization, in 

response to the need that appears necessary in the upcoming environment and is affecting various 

segments in the organization. It clearly states finding a new way to improve the situation. It is done 

in a planned way. The process unfolds in sequences, as the implementation occurs after the strategy 

has been formulated (Mintzberg, 1990). From this point of view, planned change takes place “by 

way of a systematic process of well led events, monitored by constant surveillance”. Therefore, it is 

clearly implied that the state that must be reached and the means to do it are stated clearly and 

explicitly and that they can be implemented as final concept (Mintzberg, 1990). 

 

Review of Literature 

The most common known targets of organizational change include vision, strategy, culture, 

structure, system, production technology, and leadership style (Yang, Zhuo, & Yu, 2009). 

Business environment changes at a pace faster than organization’s strategy. The above targets of 

organizational change will influence each other. For example, the actualization of vision depends on 

the incorporation of suitable strategy and the organization’s culture. Therefore, in the process of 

organization change, the “systematic viewpoint” has to be taken, so that different change targets can 

be considered as a whole to achieve the organizational change successfully. 

Besides technology, there is a growing knowledge workforce and the changes of accepted work 

practices; change is becoming an important feature of organizational life (Burnes, 2004). However, 

many organizations appreciate the need for change, as many as 70% of the change programmes do 

not achieve their intended outcomes (Balogun and Hope Hailey, 2004). In response to the increasing 

importance organizational change, there are certain other factors that contribute to its success.  

There are various models to assist individuals in the change process but the reaction to change can be 

categorized into four groups: 

 Protesters: Who openly make their objections known to the organization and colleagues; 

however, once issues are identified they can be considered and managed.  

  Zombies: Have no strong opinion and are happy to go along with any proposed changes 

without offering any constructive comment.  
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  Saboteurs: Like to show that the old ways were fine, openly find fault with any new systems 

or process change and seek opportunities to make the change fail. 

 Survivors: Accept the change and make best use of any new situation for their own 

advantage. 

Knowledge about these groups will help in making tasks easier 

Firstly, when we are clear of why do we need to change? We can move to the next step, of from 

where to start, in what direction we should take a move. 

An effective strategy is the base for any task. A clear vision, mission are important elements. 

Planning is obviously start of anything to move forward. This is the most basic level of any work and 

should be stated clearly: 

The objectives to be achieved by the change;  

 The agency’s proposed new direction, core business, structure and staffing arrangements to 

accommodate the change;  

 How the change is to be implemented, including how the change will be communicated to 

the workforce and other stakeholders;  

 The resources to be used, and the timelines;  

 The relevant human resources principles and policies to be applied, particularly in relation 

to staffing issues; and  

 The means by which performance in the changed environment will be assessed in relation 

to the stated objectives; i.e. how the organization will know when it has achieved the 

desired change (Performance indicators and measures). 

Above all change has to be navigated, leaving things considering they will work automatically, will 

again will make things land into a problem and it becomes tough to get things inline. 

Now, what all and who all are the people and processes necessary to bring about the change. 

Nothing happens without a readiness to change 

Back in 1981, British Airways brought on board a new chairperson. When this chairperson started, 

he noticed that the company was very inefficient and was wasting a lot of valuable resources. To 

make the organization more profitable, this chairperson decided to restructure the entire 

organization. Systematically, the company began reducing its workforce. But, before this was done, 

through his change management leadership, the chairman gave the company the reasons for the 

restructuring and privatization of the company in order to prepare them for the upcoming change. 

Thus, through leadership and communication, he directed his company through a difficult time that 

could have been disastrous without effective change management resistance communication. 

First, the top management had to move in such a way that how to convince employees, so that they 

are ready to incorporate change. To bring about change: Managers, Leader or Change Agent have to 

play the most important role. 

http://www.brighthubpm.com/change-management/34940-overcoming-resistance-ignorance-and-denial-in-change-management/
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When top management is clear about the necessary changes, then comes into the picture how to get 

this change executed. For that efficient articulation is needed, obviously what an organization may 

see is reduction in output, giving up and request for transfers, quarrels or may be strikes and of 

course, reasons for why change cannot be made!!!! 

Alcoholic Acronym pairs experienced members, or sponsors, with newcomers for one-on-one 

support; research has shown that these role model relationships increase both parties’ ability to stay 

sober. The corporate version, called peer coaching or mentorship, has been widely embraced:  

For example, 70% of Fortune 500 companies use it with their salespeople. We find that identifying 

and celebrating early adopters of the behaviors a company wants to instill can create positive 

contagion. Pairing these role models with slower-to-adopt colleagues can be far more effective than 

coaching by outside experts. Change managers should take a lesson from this practice and find ways 

for employees to demonstrate and celebrate incremental achievements. One of the biggest reasons 

corporate transformations fall short, according to ‘change guru’Kotter, is that managers fail to 

“systematically plan for, and create, short-term wins. 

A change agent/leader/ manager, has to be play a role of vital importance in these making them 

realize the need and benefits of change. Changes are obviously done to be better performer in 

industry. People once getting used to one way of working are not willing to change, it’s not that the 

other way is tough or they can’t do it, but they don’t want to do come out of their comfort zone to 

move or to change the way they work, that is actually psychological factor. 

So, to get things done a strong reasoning has to be given for implementing that change. The other 

question which arises is shall we need to involve Employees, while making any kind of new 

strategy??Will that be sensible enough or not??? 

This could be quiet unacceptable, because an employee might not be able to correlate or see the 

things as top management is viewing. Also there are things which one is not suppose to disclose to 

employees. 

Things shall be articulated in such a way so that each and every employee should feel connected and 

sees it as his/her development. Also a careful selection of doer is an important factor. An appropriate 

communication channel will makes the task easier. A one who have confidence and who can build in 

confidence in employees. 

Concrete measures to deal with each and every department. Different members from all departments 

can be a part of managing change team. 

There are various models that describe various aspects of change. 

One of the model which was interesting to study, says that lower level changes are easy to accept and 

made-a clear example could be “harvest the lower hanging fruit” 
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Conclusion 

For a change to succeed, a corporate social environment needs to be designed in such a way, which 

is encouraging and rewarding for leaders/change agents/managers for incorporating desired behavior 

and changes. Implementation often results in tension for some duration. It is not only execution of 

hard and fast rules but rather an acceptance and ownership of the impact these factors have in 

shaping organizational behaviors during periods of change. 
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