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Executive Summary 
A 52% ownership stake in Rifle-Shot Performance Holding was recently acquired by Madala and 

Associates taking it from a level four (4) B-BBEE to a level one (1) B-BBEE company. The management 

of both companies’ reputation after the transaction is key to the success of it. 

The analysis of both reputation and to a lesser degree corporate responsibility for Rifle-Shot after 

the acquisition, by using models and tools from the Reputation and Responsibility module presented 

in the Henley business school executive MBA programme shows positive results. 

The fact that the two companies are closely aligned in terms of their vision and values makes the 

tasks of reputation management a fair bit easier. It was found that these support the companies’ 

strategies of building long-term relationship with customers and drive perceptions of customer and 

employees, the most important stakeholders, towards being more open to long-term relationships. 

It was further found that Madala and Associates see corporate responsibility as part of its business 

and it is part of its vision which further underlies Rifle-Shot as being the correct partner for many 

companies. 

It is therefore recommended, given that the building blocks for a good reputation is already present 

in both companies, that Rifle-Shot spends some effort to increase the visibility of these vision and 

values to existing and prospective customers and employees, and draw on the close relationship 

with Madala and Associates to stress not only these but also past achievements. 
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1. Mapping the situation 
Rifle-Shot Performance Holdings operating in South Africa ‘is a distributor, reseller and implementer 

of leading operational management software systems for large and medium businesses’ (Rifle-Shot, 

2017a). Rifle-Shot is a small company with less than 15 permanent employees it serves customers 

from various industries including chemicals oil and gas, engineer to order, automotive components, 

food and agriculture, mining and minerals as well as utilities ranging in size from mediums sized 

privately owned companies to large state-owned parastatals. My role since my appointment in 2009 

is that of functional consultant at Rifle-Shot. Rifle-Shot is certified as a Level Four (4) Broad-Based 

Black Economic Empowerment or B-BBEE company (Rifle-Shot, 2017b).  

B-BBEE as per the Economic Development Department (2017) is a policy or initiative that promotes 

the participation of the majority of South African citizens in the economy. The policy aims to achieve 

this trough amongst other actions preferential procurement, meaning that companies can score 

significant points towards their B-BBEE rating by ensuring that their suppliers are highly rated 

certified B-BBEE companies. Many large and medium sized businesses have adopted a procurement 

strategy of only engaging with companies of a specific level B-BBEE rating or higher in an attempt to 

achieve their own B-BBEE targets. The achievement of a better B-BBEE rating for a supplier or service 

provider such as Rifle-Shot widens that potential customer base as well as eases the process of doing 

business with these companies. It is of strategic importance for Rifle-Shot to improve it B-BBEE 

rating to ensure its future growth and sustainability. 

Madala and Associates a Level One (1) B-BBEE certified company (Madala and Associates, 2017a) 

was approached to obtain a 52% share in Rifle-Shot. This will increase Rifle-Shot’s B-BBEE rating to 

Level One (1) by means of ownership. The transaction was completed in September 2017 and Mr. 

Dilley Naidoo from Madala and Associates was appointed as Business Development Director for 

Rifle-Shot. 

The issue selected to be addressed is the management of Rifle-Shot’s reputation with this acquisition 

and to a lesser degree the corporate responsibility that both parties have towards each other and 

stakeholder such as, Rifle-Shot’s current customers and suppliers. 

The Process model of driving value through management of reputation and corporate responsibility 

as shown in Figure 1 adapted from Mirvis et al (2009, cited by Hillenbrand et al, 2014:3), is used as a 

framework to guide the examination of the issues that will impact Rifle-Shot’s reputation and 

responsibility. Now that we have mapped and described the situation we will delve into the mission 

and values of each company, determine the stakeholders affected then looking at the measurement 

and in more detail the management of reputation. Lastly, we will look at the corporate responsibility 

and how all of these link into a strategy for Rifle-Shot after the acquisition. 
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Figure 1 The Process model of driving value through management of reputation and corporate responsibility adapted 
from Mirvis et al (2009, cited by Hillenbrand et al, 2014:3) 

 

2. Exploring vision and values 
Rifle-Shot’s vision is to enable its customers to achieve ‘exceptional growth and performance’ (Rifle-

Shot, 2017a). It aims to achieve this by successfully combining expert skilled consultants (people), 

made for purpose software (product) and a unique methodology (process). It is clear by the stated 

vision that Rifle-Shot is a customer focussed company and as per CEO Ian Huntly (personal 

communication) ‘focusses on building long term relationships with customers’, Rifle-Shot works with 

their customers taking the journey together to add value and increase customer performance. 

Peter & Waterman (1982, as cited by Hillenbrand et al, 2014:38) states that companies are most 

effective when values are at the heart of the organisation and closely aligned with strategy. Rifle-

Shot’s values of integrity, openness and accountability align great with its strategy of fostering long 

term customer relationships. 

Madala and Associates has the following stated vision for South Africa: 

‘An Integrated, Transformed, Productive and Prosperous SA, utilizing all its resources to their full 

potential for the benefit of All its People’ 

(Madala and Associates, 2017b) 
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Their philosophy is to work ‘in partnership’ with their clients working with key personnel to enable 

the client’s personnel to be part of the change by using ‘best practices, customised for SA/African 

reality’ (Madala and Associates, 2017b). Their values are stated as ‘Innovation, Professionalism & 

Integrity, Fairness & respect (Ubuntu), Passion to Excel, Breakthrough Results’ (Madala and 

Associates, 2017b). 

It can already be seen by exploring the vision and values of each of the companies that there is 

already a significant alignment between Rifle-Shot and Madala and Associates. We can use the 

revised theoretical model of relations among motivational type values, higher order values, and 

bipolar value dimensions, Figure 2, adapted from Schwartz (1992: 45, cited by Hillenbrand et al, 

2014:34) to plot both companies’ values and illustrate whether these values in fact support long 

term partnerships with customers. The model can also show where values might be in contrast with 

one another. 

Figure 2 Rifle-Shot and Madala and Associates Value Types adapted from Schwartz, (1992: 45, cited by Hillenbrand et al, 
2014:34) 

 

Figure 2 shows the alignment of many of the values for both Rifle-Shot and Madala and Associates in 

the benevolence section. These values support the building of trust as stated by Hillenbrand et al 

(2014:34) and align well with both companies’ vision of partnership and relationship building with 
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customers. It is worth noting that Madala and Associates’ values of innovation, a passion to excel 

and breakthrough results provides balance to the value framework and can support Rifle-Shot’s 

growth which is always intended by Rifle-Shot but not stated explicitly. 

These combined values drive the behaviour of employees and management to act in such a way that 

value is delivered to customers in a sustainable way so that long term relationships are built that will 

benefit not only the company but customers as well. 

3. Engaging with stakeholders 
It is important for the organisation to consider its engagement with its direct and indirect 

stakeholders and how this influences its reputation. Stakeholders are defined by Freeman (1984, as 

cited by Hillenbrand et al, 2014:56) as anyone who ‘can affect or is affected’ by the organisation. 

This can be an extensive list of individuals/groups and organisations. Rifle-Shot is however a small 

company that delivers business-to-business solutions, taking this into account the main stakeholders 

are customers, employees, shareholders, suppliers and the government. 

Mitchell et al (1997:874) defines a framework shown in Figure 3 that can be used to define the 

stakeholder type and assists in understanding how these stakeholders should be managed. 

Stakeholders are mapped according to the following attributes: power, legitimacy and urgency. 

Table 1 shows this classification in terms of the identified stakeholders for Rifle-Shot. 

Figure 3 Stakeholder Typology (Mitchell et al 1997:874) 
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Table 1 Rifle-Shot’s stakeholder attributes 

Stakeholder Power Legitimacy Urgency Stakeholder Classification 

Customers High High High Definite 

Employees High High High Definite 

Shareholders High High Low Dominant 

Suppliers Low High High Dependant 

Government High High Low Dominant 

 

Rifle-Shot has only a limited number of customers, these customers have high ratings for power 

legitimacy and urgency as they are key to Rifle-Shot’s existence. Employees score high on legitimacy 

and power in the organisation as they are responsible for the interaction with the customer, their 

urgency is also high due to their close relationship with the customer and rapid response required. 

Shareholders have high power and legitimacy ratings but are more patient and thus score low on 

urgency. Suppliers score high in terms of their legitimacy and urgency claims but lack power as most 

of them are looking at Rifle-Shot as an African partner and Rifle-Shot has the relationship with the 

customers and thus more of the power. The government, lastly, scores high in terms of power and 

legitimacy as they can control how business is conducted in South Africa but score low in terms of 

urgency as their needs are often more longer term. 

The ‘Definite Stakeholders’ in Rifle-Shot’s case are the customers and employees they exhibit both 

power, legitimacy and urgency and they should receive priority in their claims and in managing the 

relationship. Shareholders and the government are ‘Dominant Stakeholders’ these would need to 

have, as Mitchell et al (1997:876) puts it, a ‘formal mechanism’ in place to manage the relationship 

and ensure that expectations are met. Suppliers are ‘Dependant Stakeholders’ and the relationship 

with them are typically managed through the values and beliefs of management.  

The management of Rifle-Shot’s reputation after Madala and Associates have acquired a 52% stake 

in the organisations should focus on the customers, employees and ensure that the expectations of 

both shareholders and government are met. They key focus however should be with the ‘Definite 

Stakeholder’ i.e. the customer and employees in the next sections we will look at how the reputation 

can be measured and managed for these. 

4. Measuring and managing reputation 

Corporate Character Scale 

The next step in the process model for managing reputation is measuring and managing reputation. 

The two most important stakeholder groups that was identified in the stakeholder engagement 

section is customers and employees. The ‘Corporate Personality scale’ or ‘Corporate Character scale’ 

developed by Davies et al (2001a, cited by Davies, G & Chun, R, 2002:147) allows us to measure the 

reputation of the company ‘by asking customers and employees to make judgements about the 

personality of an organisation.’ (Hillenbrand et al, 2014:94). Table 2 below shows the ‘Facets’, 

’Factors’ and ‘Items’ as identified by Davies et al (2001a, cited by Davies, G & Chun, R, 2002:146). For 

each of the ‘Factors’ a single ‘Item’ was selected that is most relevant to Rifle-Shot as organisation, 

these are also highlighted in Table 3 and expanded on thereafter. 
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Table 2 Corporate Character Scale adapted from Davies et al (2001a, cited by Davies, G & Chun, R, 2002:146). 

Factors Facets Items 

Agreeableness Warmth 
Empathy 
Integrity 

Friendly, Pleasant, Open, Straightforward 
Reassuring, Supportive, Agreeable 
Honest, Sincere, Trustworthy, Socially responsible 

Enterprise Modernity 
Adventure 
Boldness 

Cool, Trendy, Young 
Imaginative, Up-to-date, Exciting, Innovative 
Extrovert, Daring 

Competence Conscientiousness 
Drive 
Technocracy 

Reliable, Secure, Hardworking 
Ambitious, Achievement oriented, Leading 
Technical, Corporate 

Chic Elegance 
Prestige 
Snobbery 

Charming, Stylish, Elegant 
Prestigious, Exclusive, Refined 
Snobby, Elitist 

Ruthlessness Egotism 
Dominance 

Arrogant, Aggressive, Selfish 
Inward-looking, Authoritarian, Controlling 

Informality None  Casual, Simple, Easy-going 

Machismo None Masculine, Tough, Rugged 

 
It is important for Rifle-Shot to be ‘Honest’ its vision and strategy focusses on building long-term 

relationships with clients, honesty is a cornerstone of a good relationship and form part of integrity 

which is key value of Rifle-Shot. As a provider of software being ‘Innovative’ is important to Rifle-

Shot not only in the product that the organisation offers but also the methodology in which they are 

offered. Good long-term relationships are also built on being a ‘Reliable’ partner, this is the third 

item that is most relevant to Rifle-Shot. The organisation is active in a market where the software is 

fit for purpose thus being ‘Exclusive’ is important as the offering should bring value to the table that 

a more generic or competitive offering cannot. In terms of ruthlessness the item ‘Inward-looking’ is 

most relevant as Rifle-shot strives to provide the best people, product and process to the customer 

to ensure results for them. ‘Casual’ best explains Rifle-Shot in terms of informality with processes 

being flexible to meet customer’s and employees’ needs. The last item most relevant to Rifle-Shot is 

that of ‘Tough’ as Rifle-Shot needs to compete in a highly competitive market and should strive to 
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not only provide the best solution to its customers but also be ‘tough’ and durable to survive long 

enough to build these long-term relationships with customers. 

Each of the relevant items is now given a rating on a seven-point scale for how both customers and 

employees perceive Rifle-Shot. The ratings were determined by informal discussions with both long-

standing customers of Rifle-Shot and Rifle-Shot employees. The findings are presented in a spider 

diagram in Figure 4 for both the customers and employees. 

Figure 4 Rifle-Shot's Corporate Character Scale 

 
There is alignment between the perspectives of both stakeholder groups in terms of honesty. Rifle-

Shot is perceived as an honest organisation and scores high from both an internal (employee) and 

external (customer) view point. 

Rifle-Shot scores a 5 and 4 respectively from the employees and customers in terms of being 

innovative, although these rating are aligned employees being more familiar with Rifle-Shot does 

rate the company to be more innovative than customer rate the company. 

In terms of being reliable there is again alignment between the perception of the customers and the 

employees. Customers however rate Rifle-Shot one rating point higher, 6, than employees, 5. This 

could be due to Rifle-Shot being customer focussed and ensuring that the customer sees the 

organisation as reliable, it might be at the expense om employees in some cases. 

Exclusivity was identified as a relevant metric for the perception of Rifle-Shot and although the 

ratings between customer and employees are aligned they are both on the low side with customers 
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rating Rifle-Shot a 3 and employees rating Rifle-Shot a 4. The ever-improving nature of technology 

and improvement in connectedness means that the solutions that Rifle-Shot offer and it 

methodology is becoming less and less exclusive as not only customer but also employees become 

aware of other offerings in the market place as well as what is available on the cutting edge of 

technology. 

There is a lack of alignment when it comes to the perception of Rifle-Shot being an inward-looking 

company, customers rate Rifle-shot a 3 yet employees rate the organisation a high 6. Employees are 

more aware of process and product improvements than customers are and customer do not always 

appreciate the improvement made and work behind the scene as they often only see the final 

offering. 

To a lesser degree there is misalignment between the customer and employee perspective on Rifle-

Shot being a casual organisation that is willing to do things differently. Employees rate Rifle-Shot a 7 

as they have first-hand experience on the casual nature of the business whilst customer only give a 

rating of 5. This is due to many customers working with rigid formal service providers in the past and 

they are not aware of Rifle-Shot’s flexible nature. 

Lastly Rifle-Shot is perceived by both customers and employees as a somewhat tough company with 

a rating of 4. Although the company has survived for the better parts of 16 years. The perception is 

there that due to its size it might not be tough and unsusceptible to leaner times in the market. 

Findings 

The Corporate Character scale model has its limitations as discussed by Hillenbrand et al (2014:96) 

and although it highlights differences in perception of the relevant stakeholder groups it does not 

necessarily speak to the significance of the rating or the significance of the difference in ratings on 

the reputation of the organisation. However, as Hillenbrand et al (2014:96) points out Davies et al 

(2004: 138, Table 4, cited by Hillenbrand et al, 2014:96) found in a further study that  

‘the dimensions of ‘Agreeableness’, ‘Competence’, ‘Enterprise’, ‘Machismo’ and ‘Chic’, in that 

order, correlated most strongly with satisfaction. ‘Ruthlessness’ was highly correlated with 

satisfaction levels in a negative way, and ‘Informality’ seemed less important to overall 

stakeholder perceptions.’ 

Taking this into account, Rifle-Shot as organisation will have to focus its reputation efforts in the 

areas of ‘Enterprise’ where it only scored a 4 and a 5, ‘Machismo’ with a rating of 4 and ‘Chic’ with 

ratings of 3 and 4 where although the ratings are aligned they are not as high as Rifle-Shot would like 

them to be. The last area of focus is where there is significant misalignment and that is the area of 

‘Ruthlessness’ which can have a big negative impact. The impact of the misalignment in the ‘Casual’ 

area is as Davies et al (2004: 138, Table 4, cited by Hillenbrand et al, 2014:96) found of lesser 

importance to stakeholder in their perception of the organisation. 

Reputation Quotient 

The Reputation Quotient model as defined by Fombrun et al (2000, cited by Hillenbrand et al 

2014:89) can be adopted to support and supplement the Corporate Character Scale to determine 

the reason behind the ratings. The Reputation Quotient model was originally designed to derive 
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insights from the general public but adapting it from a Rifle-Shot perspective can provide the key 

insights to managing reputation effectively. 

Each of the 6 factors on the Reputation Quotient model was given a rating out a seven (1 = poor and 

7 = Excellent) from a customer as well as employee perspective. The results as well as the correlation 

(highlighted) is shown in Table 3 below. 

Table 3 Reputation Quotient model adapted for Rifle-Shot from Fombrun et al (2000, cited by Hillenbrand et al 2014:89) 

6 Factors 20 Items Customers Employees 

Emotional 

appeal 

I have a good feeling about the company. 

I admire and respect the company. 

I trust this company. 

4 5 

Product and 

services 

Stands behind its products and services. 

Develops innovative products and services.  

Offers high-quality products and services. 

Offers products and services that are a good value 
for the money. 

4 4 

Vision and 

leadership 

Has excellent leadership. 

Has a clear vision for its future. 

Recognises and takes advantage of market 
opportunities. 

4 4 

Workplace 

environment 

Is well managed. 

Looks like a good company to work for. 

Looks like a company that would have good 
employees. 

5 5 

Social and 

environmental 

responsibility 

Supports good causes. 

Is an environmentally responsible company. 

Maintains a high standard in the way it treats 
people. 

5 5 

Financial 

performance 

Has a strong record of profitability. 

Looks like a low-risk investment. 

Tends to outperform its competitors. 

Looks like a company with strong prospects for 
future growth. 

3 3 
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Findings 

An analysis of the ratings given in Table 3 shows that the ‘Emotional appeal’ of Rifle-Shot for 

customers closely correlates to their perception of Rifle-Shot’s ‘Product and services’ as well as its 

‘Vison and leadership’, from an employee view however the correlation is more towards the 

company’s ‘Workplace environment’, which is understandable, and its ‘Social and environmental 

responsibility’. This gives us insight in to what is actually driving the perception and Rifle-Shot’s 

reputation. 

Managing reputation 

Combining the findings from both the Corporate Character Scale and the Reputation Quotient 

models from a customer perspective, Rifle-Shot needs to focus reputation activities on its ‘Products 

and Services’ as well as its ‘Vision and Leadership’. It should drive these factors to improve 

perceptions of customers in term of Rifle-Shot being ‘Innovative’ and ‘Exclusive’.  Rifle-Shot needs to 

improve communication with customers that emphasise the best of breed software, process and 

people that its offering entails and highlight the why these offerings are best of breed and how they 

compare favourably with the competition. This can also improve the poor alignment that was found 

under the ‘Inward-looking’ metric and can speak to how Rifle-Shot is ensuring that it provides only 

the best to its customers. The communication of the acquisition by Madala and Associates of Rifle-

Shot can also be used to share with customers the vision that leadership has pertaining to the 

direction that Rifle-Shot is moving towards with the new ownership. The alignment between the 

vision and values as already explored in previous sections between the two companies already 

means that he capabilities are in place it is just a matter of ensuring that existing as well as 

prospective customer are aware of them. 

The factors from an employee perspective that comes to light are those of ‘Workplace environment’ 

and ‘Social and environmental responsibility’. Here management can also do well in underlining the 

successes of both Rifle-Shot and Madala and Associates to employees, speaking towards the ‘Tough’ 

item identified in the Corporate Character Scale to improve employees’ perception. Reputation from 

an employee viewpoint can be further bolstered by highlighting the additional management 

expertise that Madala and Associates brings to Rifle-Shot as well as Madala and Associates vision for 

South Africa as mentioned earlier which underlies their commitment to being a responsible 

corporate citizen. 

5. Embedding corporate responsibility 
It is already clear from analysis in previous sections that Rifle-Shot has a good although not excellent 

reputation from a customer and employee point of view. Madala and Associates as well as Rifle-Shot 

also has a clear strategy of building long-term relationships with customers and key to this is to have 

almost equally long-term employees that can build and grow these relationships. Hillenbrand et al 

(2014:127 points us to the fact that equity plays a big part in relationships. Here corporate 

responsibility can have a significant impact in promoting this concept of fairness which leads to the 

building of good relationships. 

Hillenbrand and Money (2007, cited be Hillenbrand et al 2014:130) found that  

‘customers and employees conceptualise corporate responsibility in three ways: 
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1. equity and fairness in business behaviour towards them 

2. equity and fairness in business behaviour towards other stakeholder groups 

3. evidence of business behaviour that ensures a business’ own success’ 

Rifle-Shot will be well served to ensure that all its dealings with customers and other stakeholders 

are equitable and fair. This will positively influence the perception by customers and employees of 

the corporate responsibility of Rifle-Shot. Evidence should also be provided of actions and strategies 

that ensures that the business itself prospers. Already the acquisition by Madala and Associates 

present this positive evidence. 

The triple bottom line theory (Elkington, 1997 cited by Hillenbrand et al 2014:141) allows us to 

further measure corporate responsibility in terms of the three dimensions of the model, the 

economic, ecological and social dimension. 

Economic dimension 

The acquisition of Rifle-Shot by Madala and Associates places a responsibility of Rifle-shot to deliver 

economical value to its new partner / owner. It is the responsibility of both parties to ensure that 

Rifle-Shot can sustainably grow its business and contribute to the economy. It is also the vision of 

Rifle-Shot to assist their customer to grow and perform. This contributes to employment and the 

South Africa economy and uplifts society. 

Ecological dimension 

Rifle-Shot as a small company’s direct impact on the environment is very little but the impact of 

improvements achieved at its customers are significant. The industries that customers of Rifle-Shot 

are active in impacts greatly on the environment and Rifle-Shot should deal responsibly with the 

improvement initiatives that it drives through its business and be aware of the impact that it might 

have on the environment. Managing operations more streamlined which is essentially what Rifle-

Shot enables, allows customers to be able to take responsibility for the environment. 

Social dimension 

The last dimension of the triple bottom line theory is the social dimension here again Rifle-Shot plays 

a big role in that through some of the software that is sells it ensure safer working environments for 

employees. An interview with Dilley Naidoo (personal communication) from Madala and Associates 

and Business Development Director for Rifle-Shot sheds some further light about the organization’s 

approach to the social dimension on the triple bottom line. Mr. Naidoo states that ‘corporate 

responsibility is more than just corporate social responsibility’, ‘that often is nothing more than a 

marketing exercise.’ It is being an individual and organization with a ‘social and political conscience’ 

that can ‘drive social change’ by not only paying lip service to initiatives but partnering with 

stakeholders to get pass the what to do but to get to the how to do it and how to do it sustainable to 

ensure long-term success. 

The analysis shows that Rifle-Shot and Madala and Associates are doing well in terms of its 

corporate responsibility and it is to some degree already embedded in both the companies’ visions 

and espoused values. Sustained communication both within and outside the organization can ensure 

that these are embedded further and that it can be drawn upon as a building block for successful 

business relationships. 
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6. Linking reputation and responsibility to strategy 
The final step in the reputation and responsibility process model used as framework for this analysis 

is that of linking reputation and responsibility to strategy. The analysis thus far has shown that Rifle-

Shot has already taken steps in improving its reputation with its key stakeholders namely customers 

and employees by being acquired by Madala and Associates. The alignment between the vision and 

values of both these organizations was key in this decision and emphasizes both companies’ 

commitment to being responsible towards each other and their respective stakeholders. 

The ‘Linking reputation and strategy’ model shown by Money (2017) in Figure 5 assists us to 

formulate some strategic recommendations for Rifle-shot to ensure that Rifle-Shot’s reputations 

supports it strategy but also that its strategy supports its reputation.  

Figure 5 Linking reputation and strategy (Money, 2017) 

 

Purpose 

Rifle-Shot’s purpose is to ‘ensure exceptional growth and performance’ (Rifle-Shot, 2017a) for its 

customers. The company exists to enable their customer to streamline and better manage their 

operations and by doing so drive sustainable economic growth in South Africa. 

Strategy 

It aims to achieve its purpose by bringing together the best niche software, excellent skilled 

consultants and a unique process approach to enable it to perform for its customers with which it 

aims to build long-term partnering relationships. 

Goals 

The strategy in turn can only be achieved by attracting the right mix of resources and customers. 

This is where reputation and responsibility plays such a vital role for Rifle-Shot. It has already been 

shown that by driving the perceptions of its most important stakeholders i.e. customer and 
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employees that Rifle-Shot is a responsible, innovative, exclusive, tough and ever improving company 

it can build the foundation for long lasting beneficial relationships. 

Standards and Values 

This perception can only be achieved by being reliable in the way that the company and its 

employees behave which in turn is driven by its values of integrity, openness and accountability. 

Madala and Associates bring a further focus on performance into Rifle-Shot which can further 

improve reputation and attract a wider customer base and top employees. It also brings values of 

benevolence stated in its vision for South Africa that brings to the fore Rifle-Shots shared vision as 

driving business forward in the country. 

Recommendations 

The acquisition of a 52% stake in Rifle-Shot by Madala and Associates has the potential to cause 

serious harm to both companies’ reputations. The analysis undertaken however shows that the 

already existing alignment of the vison and values of both companies a reduces that risks and 

underlies the responsibility of both companies to each other to partner with organizations that share 

similar culture and values. 

I believe that the underlying values, vision and strategy of the organization are aligned and poised to 

drive the correct sustainable growth. It is just a matter of ensuring that the two identified ‘Definite’ 

stakeholders of customer and employees are made more aware of these as well as the responsible 

behavior of both parties towards each other. I would recommend that further study is undertaken 

into methods of how these great qualities can be highlighted to the stakeholders so that long-term 

relationships can be built and maintained to the benefit of all. 

(Word count 4952)  
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