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BBEAEHUE

B ycioBusix coBpeMeHHOT0 00IIIeCTBa ¢ €ro CTPEMUTEIbHO HapacTa-
FOIIMMM TeHACHLIMSIMU TJI00aJIM3aIIM1 BO BceX cchepax HaydHOM, ITOJIUTH-
YEeCKOI, SKOHOMUYECKOW U KYJIBTYPHOU XU3HU BCE OOJIee aKTyaTbHBIM
CTAHOBUTCS BOIPOC O KAUECTBEHHOM OCYIIECTBICHUU MEXKYIBTYPHOU
WHOSI3BIYHON KOMMYHUKAIINH.

CTaHOBSICh MOIIHBIM JIEWCTBEHHBIM CPEICTBOM, OPTaHU3YIOIIEH CH-
JIOI, OKa3bIBaloIlel BIMSIHUE Ha BCE 001aCTU XXKU3HEACITSIbHOCTU YeJI0-
BeKa, yCIIeIIHAsI MHOSI3bIYHAsI KOMMYHUKAILIMS IIPEACTABIISIET CO00I 0C000
BaXKHYIO COCTABJISTIONIYIO CUCTEMbI OCHOBAHWIA U YCJIOBUIA CTAHOBJICHUS U
(byHKILIMOHUPOBaHNS 00111eCTBA U JOCTUXKEHMS O1ar0NOoTyYust JTIOAbMMU.

Takum obpazoM, dopmupoBaHue TpodeCCUOHATBHO OPUEHTUPO-
BaHHON WHOSI3BIYHON KOMMYHUKATUBHOM KOMIIETCHLIMHU CTYICHTOB
SKOHOMUYECKUX CIeIIMaTbHOCTE! By30B SIBJISIETCS aKTyalbHOM 3amauei,
pellleHre KOTOpOil IMO03BoJisieT 0oJjiee OefCTBEHHO OCYLIECTBISThH I1O-
CTaBJIeHHbIe TTpoheCCUOHATbHBIE 3aaud, ToJlydaTh Pa3HOCTOPOHHIOW
HaaEXHY0 MHOOPMAIMIO U3 aJbTepHATUBHBIX UCTOYHUKOB U YCTaHaB-
JmBaTh 3G (GEKTUBHOE B3aMMOIIOHMMAaHUE B MpoheCCUOHATbHON esd-
TEJIBHOCTU CTIIELIMATIACTOB.

ITpakTukym «Management: key strategic issues» nmpeaHa3HaueH IS
cryneHToB OakanaBpuata Il Kypca, oOydamwluxcsi IO HaIlpaBJIEHUIO
MOArOTOBKM BbICHIEro MpodeccuoHanibHOro obpazoBanus 38.03.02
«MeHemxkmeHT» (poduiu «[Ipou3BoaACTBEHHbBII MEHEIKMEHT» U «J10-
TUCTHUKA») OYHOM U 3a09HOM (DOPM OOYICHUS IJIT N3yUEHUS TUCITUTLIA -
Hbl «AHIJUUCKUNA S3bIK B cepe MpodhecCUOHATbHON KOMMYHUKALIMW»
B cootBeTcTBUU ¢ PI'OC BITO.

AKTyaJTbHOCTh HACTOSIIIIETO ITPAKTUKyMa 00YCIOBJICHA TIPEXKIIE BCETO
TEM, YTO JIEKCUKO-TpaMMaTH4YeCKUE W CTWIMCTUUECKUE peasiuM SI3bIKa
OCBaMBalOTCS CTyAeHTaMU (KaK U TpeOyeT 3aKa3 COBPEMEHHOIO PhIHKA)
Ha OCHOBE IMPOodeCCHOHATLHO-OPUEHTUPOBAHHOIO MaTepuaia, padoTa
C KOTOPBIM TOATOTABIUBAET CTYJEHTOB K JaJbHEHIIIEMY U3yIeHUIO aH-
ruiickoro B cdepe mpodeccuoHaaIbHOM KOMMYHUKALIMKA U TTO3BOJISIET
co31aTh HalEXHyIo 0a3y I UX IpodecCuOoHaIbHON KOHKYPEHTOCITO-
COOHOCTH B OynylleM.



LEJIN N 3AAAYU KYPCA

1leav — popMUpoBaHUE Y CTYACHTOB MHOSI3bIYHOM KOMMYHUKATUBHOM
KOMITETEHLIUM, JOCTATOYHOM MJIsl JaJibHEeulIeil y4eOHOM NesTeIbHOCTH,
obecreyrBarolIeil BO3MOXHOCTb YYaCTUSI B MEXKYJIBTYPHOM OOIIIEHUU U
npodeccuoHaibHO-OPUEHTUPOBAHHOM e TETbHOCTH, TTO3BOJISTIONICH pe-
aJIM30BaTh CBOM IPOdeCcCUOHANIBHBIC TTAHBI U YCTPEMIICHUS.

3adavu:

1) oBnagenue Hosvim croeapem B oobemMe 3500—3800 nekcuueckux
€AMHULL U CJIOBOOOPA30BATEIbHBIMU MOJEISIMU, XapaKTEPHBIMU IS
COBPEMEHHOTO aHTJIUICKOTrO sI3blKa, a Takxke (hOpMUPOBAHUE YMEHUM
MO0 YBEPEHHOMY HCIOJIb30BaHUIO HauboJjiee yIOTPEeOUTEIbHBIX SI3bIKO-
BBIX CPEACTB, HECNELUATbHOU M CIIEUMATIbHOU JIEKCUKU, YCTOMYMBBIX
U UAMOMATUYECKUX BbIpaXKE€HU, a TakxKe OTAEIbHBIX CTUIUCTUUECKUX
CpPencTB (3MUTETOB, MeTachop, CPaBHEHUIT) HA OCHOBE CUCTEMHOIO U3Y-
YEHUS JIEKCUKM U Te3aypyCHOTO MOIX0/1a;

2) pa3BUTHE YMEHUSI OCYILECTBISTb CMbICAOBOU AHAAU3 U CUHME3
mexcma, POTHO3UPYS JIMHENHYIO MOCJIEI0OBATELHOCTD €TI0 2JIEMEHTOB,
KOMITO3ULIMOHHYIO CTPYKTYPY Y CMBICJIOBOE COJIEPXKAHUE B 3aBUCUMOCTU
OT Pa3JIMYHbIX TEXHUK YTEHUSI (O3HAKOMUTEJIbHOE, U3yvalollee, Mouc-
KoBoe); (popMupoBaHUE HABBIKOB MO M3BACYCHUIO U3 TEKCTa SKCILIU-
LUTHOM Y UMILUIMIIMTHOM MH(OPMAIIUK B IIPOIIecCe YTCHMS 1 TIepeBoa,
B TOM YHCJIE C UCTOJIb30BAHUEM SI3bIKOBO OraKy O 3HAYEHUU HE3Ha-
KOMBIX JIEKCMUYECKUX IMHUIL Y TPaMMaTU4YeCcKuX (hopM 1o ux hyHKIIUU,
MECTOIIOJIOKEHHIO, COCTaBY KOMIIOHEHTOB;

3) coBeplIEHCTBOBAHUE U pa3BUTUE YMEHUN 8 obaacmu 2080penus
B BBICKA3bIBAHUSIX MOHOJIOTMYECKOTO W MAJIOTMYECKOro Xapakrepa,
a TakKe TP YIaCTUM B IUCKYCCHU TPO(eCCHOHAIBHO-OPUESHTUPO-
BaHHOTO, JEJOBOr0o, OOIIEHAyYHOTO, COLMATIbHO-KYJIBTYPHOTO U 00-
IIECTBEHHO-TIOJIUTUYECKOTO COJIEPKAHUS HAa AHIJIMMCKOM SI3bIKE — C
HCIIOJIb30BaHNEM OOraToro pasHoooOpasus (GopM COBPEMEHHOTO JIH-
TEpaTypHOIO U Pa3roOBOPHOrO SI3bIKa, YMECTHOTO B CUTYyaLlUsSIX opuiu-
aJIbHOTO U Heo(UIIMATBLHOTO OOIIIEHUS; COBEPIICHCTBOBAHUE MeXHUKU
YCMHOU npe3eHmayuu;

4) pa3BUTUE HABLIKOG NUCbMEHHOU pevl, POPMUPOBAHUE YMEHUIA aH-
HOTUpPOBaHMSI, pedeprupoBaHUs, PE3IOMUPOBAHUS, MEPeBOIa TEKCTOB
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npodeCcCHOHATFHO-OPUECHTUPOBAHHON HAaPaBJICHHOCTH C TIOHUMAaHU-
€M KaK OCHOBHOTO CMBICJIA, TAK M Pa3JIMYHBIX IeTaJICi COIePKaHUS OpH-
THHAJIBHOT'O TeKCTa 00IIIeHAyYHOTO, IeJI0BOTO U COIIMAIbHO-KYIBTYPHO-
TO XapakTepa;

5) GhOpMUPOBAHUE HABBIKOB CAMOOpeaHU3auuyu C VICTIOJb30BaHUEM
METOIMKU CaMOCTOSITEIbHOM pabOThI CTYASHTOB, HallpaBJICHHON Ha Co-
BEpIIICHCTBOBAHME YMEHMI IO paboTe CO CIEUMAIbHON JTUTEpaTypoit
Ha aHIJIMHACKOM SI3BIKE C IIEJBI0 MOJydeHUs MpoheCCHOHATBHON WH-
(opmany U3 pa3TMIHBIX UCTOYHUKOB C MCITOJIb30BaHUEM I€YaTHBIX U
3JIEKTPOHHBIX Y4eOHO-METOINUECKIX MaTePUAIOB M CJIOBapeii, a TakKe
ayTEHTUYHOM JIUTEPATYPHI B LIEJIOM;

6) paciMpeHue 3HaHUI 6 o0aacmu cmpanosederus, Kyabmypoaocuu,
0en106020 3muKema, CBI3aHHBIX C COLIMATBHO-KYJIETYPHBIMU U NCTOPUIEC-
CKIMU 0COOCHHOCTSIMU CTPaH M3y9aeMOTO SI3bIKa.

ITpakTuKyM CTpOUTCS B COOTBETCTBUHU C OOIIIEeil KOHLIETLIMEN Mperno-
JMaBaHMST aHIJIMICKOTO SI3bIKa Ha HESI3BIKOBBIX CITCLIMATBHOCTSIX TOJbSIT-
TUHCKOTO TOCYIapCTBEHHOTO YHHUBEPCUTETA, MMEET MPodeCcCHOHAIBHYIO
HaIpaBJIeHHOCTbh 1 KOMMYHUKATUBHO-OPUEHTHPOBAHHBINM XapaKTep.



TPEBOBAHMUA K 3HAHUAM, YMEHUAM, KOMMETEHUNAM

ITpakTUKyM CITOCOOCTBYET (hOPMUPOBAHUIO CIICTYIOIINX KOMITETCH -
umii B coorBeTcTBuu ¢ @PT'OC BIIO:

1) BMageHue KyJbTypOoit MBIIIJIEHUsI, CTOCOOHOCTHIO K BOCTIPUSITHIO,
0000IIEHNI0O U1 9KOHOMUYECKOMY aHaJIM3y MH(OpMalnu, MOCTaHOBKE
e U BBIOOpY myTeit ee qocTimkeHus (OK-5);

2) yMeHue JIOTMYECKN BepHO, apryMEHTUPOBAHHO U SICHO CTPOUTh
YCTHYIO ¥ TTHCbMEHHYI0 peub (OK-6);

3) rOTOBHOCTh K KOOIIEpallMK C KOJJIeraMK, paboTe B KOJUIEKTUBE
(OK-7);

4) criocoOHOCTb HAXOAUTh OPraHU3allMOHHO-YMpPaBIeHYECKUE pe-
IIEHUST U TOTOBHOCTb HECTU OTBETCTBEHHOCTH 3a HUX (OK-8);

5) cTpeMyieHre K TUYHOCTHOMY 1 TTPO()eCCUOHATTLHOMY CaMOpa3BU -
tnio (OK-10);

6) 0CO3HaHME COLIMATIbHOM 3HAYMMOCTH CBOEi Oyayliieii mpodeccuu,
oOJlamaHue BHICOKOW MOTHBAIIMEN K BBITIOJHEHUIO MPOodeccuoHaIbHOM
negtenbHocT (OK-12);

7) BlIageHNEe OMHUM M3 MHOCTPAHHBIX SI3BIKOB Ha YpPOBHE, obecIie-
yuBatoieM 3pdekTuBHyI0 mpodeccuoHanbHyo aesateabHoCcTh (OK-15);

8) crmocoOHOCTh OCYIIECTBISITH JEJ0BOE OOlIeHME: MyOJIUYHbIE Bbl-
CTYIUIEHUsI, IEPEroBOPbI, IIPOBEAECHUE COBELIAHMIA, IEIOBYIO IEpEIiu-
CKY, 2J1eKTpOHHbIe KOMMYHUKauuu (OK-19).

B pesynbsrare u3ydeHus Kypca CTYJAEHT J0JKEH

* 3Hamb:

1) Ha npodykmusenom yposene — 1500 1. en1., Ha peyenmuHom ypogHe —
3500—3800 7. ex1., OTHOCSIIMXCS K OCHOBHBIM T€OPETUYECKUM 3HAHUSIM
¥ KOHIISIIIIMSIM B3aMMOICHCTBUS JIIOACH B OpTaHM3alllM, BKIIIOYas BO-
MPOCHI MOTUBALIUM, TPYTIOBON TMHAMWKHN, KOMaHI000pa3oBaHuUsl, CO-
JepXaHWsI MapKETUHIOBOM KOHLIEMIUM YIIPaBJIeHUs] U OCHOBHBIX 3Jie-
MEHTOB CTPaTerMYeCKOro mporecca;

2) OCHOBHBIE epammamuyecKue 58AeHus, HEOOXOMUMBIe IJIsS OBJIa-
JEHUS CIeMDUUECKMMU HaBBIKaMK TOBOPEHUS 1 YTEHUSI OPUTMHAIBHOM
JINTepaTyphl, IOHUMAHUSI OOIIETO COMEPXKaHMUS ITPOYUTAHHOTO U TIEPEBO-
Jla TEKCTOB C aHTJIMICKOTO $I3bIKa Ha PYCCKUI, a TAaKXKe B LIEJIOM — JIJIsT
NPOAYLIMPOBAHUST KAYECTBEHHON PeYU AUATOTMYECKOT0 1 MOHOJIOTMYEe-
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CKOTO XapakTepa B o0acTu nmpodeccroHaIbHO-OPUEHTUPOBAHHON Te-

MaTHUKH, 8 UMEHHO:

a) aKTUBHYIO U MaCCUBHYIO (hOpMY IIaroja 1 ero BUao-BpeMeHHbIe (pop-
MeI (Simple, Continuous, Perfect, Perfect Continuous),

0) obpazoBaHue CIOXHBIX (DOPM MH(MUHUTUBA, TEPYHIUS U MPUYACTUS
B (hopMe IeiiCTBUTEILHOIO U CTpaIaTe/IbHOIO 3aj10ra,

B) 0OpaTHBIN MOPSIIOK CJIOB B BOITPOCUTETLHOM TIPEIIOKEHUN; TTIOCTPO-
€HHE CJIOKHOCOYMHEHHBIX U CJIOKHOTTOMYMHEHHBIX, a TAKKE YCIIOBHBIX
MPEUIOKEHUI pAa3IMYHBIX TUIIOB,

T) 0cOoObIe cTyyan 00pa3oBaHUsI MHOXECTBEHHOTO YKCIIa CJIOKHBIX CYIIe-
CTBUTEJIBHBIX, BCTPEYAIOIIMXCS TIPY OITMCAHUK OM3HEC-TTPOLIECCOB,

1) 3HAUEHUE U YIIOTPeOIeHUE MPOCThIX, COCTABHBIX M TPYMIIOBBIX IIPEI-
JIOTOB, a TaKxXe TPEJIOTOB, COBIANAIOIINX MO (OpMe C HaApPeUUsSIMU
B KOHTEKCTe MpodeCcCMOHaTbHO-0PUEHTUPOBAHHOM TEPMUHOJIOTUH,

€) MOJaJIbHbIC [JIar0Jibl, HApe4Msi, COI03bl U 3HAKM ITyHKTYallUH,

* ymems:
1) B obnactu eosoperus:

a) aleKBaTHO YIIOTPEOJISITh JIEKCUYECKMIT MUHUMYM Ha MPOAYKTUBHOM
ypoBHe — 1500 1. exn., Ha peuenTuBHOM ypoBHe — 3500—3800 . en.,
OTHOCSIIITUXCSI K OCHOBHBIM TEOPETUISCKMM 3HAHUSM Y KOHIETIIMSIM
B3aMMOJICCTBUSI JIIOJEH B OpraHU3alliu, BKIIOYasi BOIPOCHl MOTH-
BallMy, IPYIIOBOM AMHAMMKM, KOMaHI000Pa30BaHMS, COAEPXKAHUS
MapKeTMHTOBOM KOHIUEIIIMU YIIPaBJICHUsS WM OCHOBHBIX 3JIEMEHTOB
CTPaTernyecKoro mnpoliecca,

0) BBICTpanMBaTh IpaMMaTUYECKU KOPPEKTHO C(HOPMYJIUPOBAHHBIE BbI-
CKa3bIBaHMsI, MOAOMpas peieBaHTHbIE peueBble KOHCTPYKIIMM B 3a-
BUCUMOCTM OT CUTYyalluM TOBCEAHEBHOIO, JAEIOBOTO U Mpodeccu-
OHAJTLHOTO OOIIEHUsI, UCTIONb3Ys] TEXHUKU YCTHOW M MHUCHbMEHHOWU
Tpe3eHTaIM1, apTYMEHTUPOBAHHO M SICHO M3JIarasi CBOIO TOUYKY 3pe-
HMS Ha IUIAHMPOBaHUE U Pa3BUTHE MAPKETUHIOBOI CTpaTeruu KOM-
MaHuu,

B) YIMTBIBATh COLIMAJIbHBIC, KYJIBTYPHBIC, MPOMeCCHOHATbHBIE acTIEKThI
peYM MpH OCYLISCTBICHUU TUAJIOTUIECKOrO 1 MOHOJIOTMYECKOTO B3a-
HMMOJEICTBUS C COOECETHUKOM;



2) B 00JIaCTU umeHus:

a) U3BJIeKaTh OCHOBHYIO JIM0O JETaJIM3MPOBAHHYI0 MH(MOPMAIUIO TIPH
paboTe C TEKCTOM, MPUMEHSISI 03HAKOMUTEJIbHOE, U3yJalollee, MOMC-
KOBOE, TIPOCMOTPOBOE UTCHHE,

0)4YnTaTh U MEPEBOIUTH TEKCTHI MTPOheCCUOHATbHO-OPUEHTUPOBAHHOM
HaIpaBJIEHHOCTH, MOJIb3YSCh OTPACICBLIMU CIOBApSIMU U CIIPaBOY-
HUKaMH¥ (OMJIMHTBAJIbHOTO M MOHOJIMHTBAJIEHOTO THIIA); aKTUBHO HC-
TTOJTb30BaTh TPAHCKPUIIIINIO JIJISI COBEPIIIEHCTBOBAHMSI HABBIKOB pabo-
ThI C BHOBb BO3HHUKAIOIIIEH Crieln(ruIecKoil TIEKCUKOM,

B) IPUMEHSITh U CaMOCTOSITEIbHO COBEPIICHCTBOBATH aBTOMATU3UPO-
BaHHYIO TEXHUKY YTCHUS TEUYATHBIX W 3JICKTPOHHBIX U3TaHUI U ApY-
I'UX UICTOYHUKOB MH(POPMALINK 32 CYET TPUOOPETEHHBIX PELICTITUBHBIX
JIEKCHKO-TpaMMaTUIECKIX HAaBBIKOB YTCHMS,

3) B 00J1aCTH nucbmMa: OTIMCHIBATh MPOLIECCHI, OTHOCSIIMECS K YIIpaB-
JIECHUYECKO 1 OpraHn3allMOHHOM IesITeIbHOCT OM3HECa, COCTABIISITD Pe-
310Me, TTaMSITKWA, MHCTPYKIIUUA W OTIMCAHUS MapKETUHTOBBIX CTpaTeTHit
OusHeca;

4) B 00J1IaCTH ayouposanusi:

a) TOHUMATh CMBIC]I MOHOJIOTHIECKOTO M TUAJIOTMYEeCKOrO BBICKA3bIBa-
HUI TIPY OCYIIECTBICHUU MEXKYJIBTYPHOM, NeJIOBOM U Tpodeccuo-
HaJIbHOIT KOMMYHUKAIIUH,

0)BlameTh HABBIKAMHM OIICHKM PEUYEeBON CHUTYalldM, ITO3BOJISTFOIIMU
OCYIIECTBIISITh aJeKBATHBIN BBEIOOD SI3BIKOBBIX 1 KOMMYHWKATHUBHBIX
CpEeNCTB OOILLEHUSI.
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METOAUYECKUE PEKOMEHAALIAU

O6Jactb podeccuoHaNbHO AesITeIbHOCTU 0aKajaaBpOB, MOJIYyYUB-
1LIMX BhICILIee 0Opa3oBaHue Mo HanmpaBieHno moarotoBku 38.03.02 «Me-
HemkMeHT» (rmpodunu «IIpon3BOACTBEHHBINT MeHEIKMEHT» U «Jloru-
CTHKa»), BKJIIOYAET YIIPaBJICHUE MPOLIECCOM ITPOU3BOIACTBA MPOAYKIINHI
¥ IIPEIOCTABICHMS YCIIYT B IIMPOKOM MEKOTPACIeBOM pa3pese.

HoBoe comepxxanue M IMIMPOKKWE MacIITaObl yIIpaBlieHUeCKas Ies-
TeJIBLHOCTh IIPHOOpesIa B COBPEMEHHBIX YCIOBUSIX MEXKIYHAPOIHOTO MO-
HOTIOJIM3UPOBAHHOTO PBIHKA, TPEOYIOIIETO TPaMOTHOTO OOeCIICUCHUS
(byHKIIMOHMPOBAHUS CIIOXKHOM CUCTEMBI YIIPaBJIeHUS. AKTyaTbHbIM, Ta-
KM 00pa3oM, CTAaHOBUTCS oOpalieHre K MaTepraiaM COBpeMEHHBIX aH-
[JIOSI3BIYHBIX MYOJMKALM U ayTeHTUYHBIX HaydHO-UCCIIeI0BATEIbCKUX
paboT, KacalouIuxcs TEOPEeTUYECKMX, MPAKTUYSCKUX WM MPUKIIAIHBIX
aCIeKTOB COBPEMEHHOIO MEHEIKMEHTA, MOCTYKUBIIUX KOHUEINTYalb-
HOW OCHOBOM 11 JAHHOTO U3IaHU4.

IMpakTukym «Management: key strategic issues» COCTOUT U3 ABYX OC-
HOBHBIX YacCTe:

Part 1. World of work: the human dimension (4 TaBBI),

Part 2. Key strategic issues (6 r1aB).

Kaxmast rmaBa HaumHaeTCs C OBYX WM TPEX B3aMMOIOIIOTHSIFOIIIX
IPYT ApyTa pa3fesioB, OObeAMHEHHBIX OOIIEil TeMOIl M pacKpPBIBAIOIINX
collep>KaHue MapKeTUHTOBOY KOHIIETIIIUY YIIPABIEHUS U OCHOBHBIX 3J1e-
MEHTOB CTPaTeTUIECKOTO IMPOoIlecca C BbIACIEHHBIMY KIIFOUEBBIMU TIOHSI-
TUSIMA ¥ TEPMUHAMM, C TIOSICHUTETbHBIMY TaOIMIIAMU U CXeMaMMU.

Meroauyeckuil anmapar MpakTUKymMa COAEPXKUT SICHYIO gopmyau-
POBKY membl B Hauajie KaxKI0 IJ1aBbl M OMIpeessieT yeau, HalpaBIeHHbIE
Ha npuobpereHue 3POEKTUBHBIX KOMMYHUKATUBHBIX YMEHUI U HaBBI-
KOB, aKTyaJIbHBIX B paMKax 3asiBJICHHOI TEMBI.

Pa3zHooOpasHble Mo MpuéMaM U XapakTepy npakmuueckue 3a0aHus
K KaXIOoi Ii1aBe CHaOXEHBI PeKOMEHIAIUSIMU, MHCTPYKIIUSIMUA U IO~
POOHBIMU HpuMepamu BBHITIOTHEHUS 3aIaHUM, a TakKKe ITOIKPETUICHBI
SIIEKTPOHHBIMU CCbLAKAMU Ha TOTIOTHUTEIBPHBIC NICTOUHUKH, TIOJIC3HBIC
IUIST paOOTHI ¢ KaXKIOM OTIEIbHOM Ii1aBoit (Reference).

ITpucyrcTBytole mMaTepuaibl K UCTIONb3yeMoOi dhopMe obpamHoil
653U OTMEYEHBI CIIELATbHEIM HaOOPOM 3HAYKOB LHIHILL! — Kak Mate-
pUaIbI IJI1 CAMOKOHTPOJIS.



ITocTeneHHOE yCIOXKHEHNE COMEPKAHUS OT TJIaBHI K IJIaBE MO3BOJIS-
€T CTy[IeHTaM MPUoOpeTaTh, OTPadaTHIBATh U COBEPIIIEHCTBOBATH HABBI-
KM B pa3JIMIHBIX BUIAX PEUCBON NESITCIHBHOCTA — UYTCHWU, TOBOPEHUM,
ayIMpOBaHWU W IMUCBME, JaBask BO3MOXHOCTh MOAEIMPOBATh U OTHCHI-
BaTh MPOILIECCHI, OTHOCSIIIMECS K YITPaBICHYECKON 1 OpraHM3allMOHHOMI
JesITeJIbHOCTU OM3Heca.

B xaxnmoii rmaBe mpeacTaBieHbl pa3HOOOpa3Hble (hOPMbI OpraHu-
3alMU PabOThI, TTO3BOJISIIONINE BapbUPOBATh MHAMBUIAYAIbHYIO U TPYII-
IOBYIO paboTy, MCII0JIb30BATh «MO3IOBOM IITYPM» U «KPYIJIbIe CTOJIbI»,
a Takke o0yJaTh CTYICHTOB M3J1araTh CBOIO TOUKY 3pEHUS B AMAJIOTHYC-
CKHX ¥ MOHOJIOTMYECKMX BBICKA3bIBAHUSIX, HATIPABJICHHBIX Ha pa3BUTHE
CITOCOOHOCTH K ITPAKTUICCKOMY B3aMMOIEHCTBUIO COTPYIHUKOB B Op-
TaHW3allMA U TIOHUMAHUIO COACPXKAHUS MapKETMHTOBON KOHIICTILINHI
YIIPaBJICHUS B IIEJIOM.

TTpakTKyM BKITIOYAET TAKKe TPU OCOOBIX BCIOMOTaTeIbHbBIX pa3/esia;
1. Additional texts — 6aHK HeaIanTUPOBAHHBIX TEKCTOB JJISI CAMOCTOS -

TEJILHOTO YTEHHUS T10 IVIaBaM;

2. Building your vocabulary — miupoKuit CIEKTp CIIPaBOYHbBIX MaTEpPUaIOB
10 aIeKBaTHOMY MCITOJIb30BAaHUIO CYIIECTBYIOIIMX YCTOMUMBBIX BbIpa-
KEHMI B paMKax 00Cy>KIaeMOil TeMaTUKU,

3. Defenitions — TOTKOBBIH CIOBapbh HEOOXOTMUMBIX TEPMUHOB.

HeobxonumMocTb caMOCTOSITEIbHOM pabOThI CTYAEHTOB C 0aHKOM He-
aganTUPOBAHHBIX TEKCTOB JUISI YTCHUSI, COOTBETCTBYIOIIMX COICPXKAHIIO
onHoit n3 10 n3yIaeMbIX IJIaB, 00YCIIOBJICHA 11eJIeCO00Pa3HOCTHIO ITOBTO-
PEHUS U CUCTEMAaTU3alM1 YCBaUBAEMOTO SI3BIKOBOTO MaTeprajia. TeKCThI
peaHa3HAYeHHI TS JOMAITHETo YTeHUsI, HOCSIT BBIPasKeHHEBIN ITO3HABa-
TEJILHBIN XapaKTep U pacCMaTPUBAIOTCS KaK OJMH U3 CIIOCOOOB COXpaHe-
HUS M JaTbHENIIero 00oralieHust akTUBHOTO CJIOBapsi CTyICHTOB.

OpraHu3aLus camMocmossmenbHoi pabomst C TEKCTaMU B TIPUIIOKEHUM
CTPOUTCS CICAYIOLIMM 00pa3oM.

1. Ha 3akmiounTteibHOM 3Tarne u3y4eHus Kaxaoi IJ1aBbl MocJie mpo-
pPabOTKM OCHOBHOM YacTy y4eOHOro MaTepuaa, BHIITOJIHEHUS TPEHUPO-
BOYHBIX YIIPaXKHEHU 1 3a1aHNI pa3IMIHOTO TUIIA CTYACHTaM IIpejiara-
€TCS TIPUCTYIUTD K CAMOCTOSITEIbHOMY UTEHHUIO TEKCTa U BBIMIOJHEHUIO
MMCBMEHHOTO TIEpeBOIa C 00sI3aTeIbHBIM BBHITTOJTHEHUEM ITOAPOOHOIM
CJIOBApHOM pabOTHI (B CBSI3U CO CIIOKHOCTBIO U CITIEIIM(UIHOCTHIO TIPEI-
JTaracMOM JICKCUKH).



2. KoHTpoib BHEAyIUTOPHOTO YTCHMS ITOIOJHUTEIBHBIX TEKCTOB
MPOBOIUTCS Ha CIEIUaJIbHO OTBEIEHHOM JUISI 9TOTO 3aHATUU B hopMe
CJIOBapHBIX JUKTAHTOB, YCTHBIX COOOIICHUI IO TeMe, aHHOTAIUil TeK-
CTOB, TIEPeCcKa30B OCHOBHOTO COIEPKaHMSI, IPOOJIEMHOTO OOCYKICHUS
B BUJE KPYIJIBIX CTOJIOB, COUMHEHHUSI, YCTHOM W TTMChbMEHHOM Mpe3eHTa-
LMY 10 YCMOTPEHUIO MperoaaBaTeis.

Ocy1iecTBIeHUE KOHMpPOoAs pabOTHI CTYICHTOB, OCHOBAaHHOM Ha BBI-
TIOJJTHEHNM WTOTOBBIX 3aJaHWil, OTMEUEHHBIX B IIaBe 3HakKamu — !!! —
MPOMCXOIUT T10 YCMOTPEHUIO IpernoaaBartesis B hopme:

1) noxJ1anoB MaIbIX TPYTIIT;

2) IUCKYCCUIT C UCTTOIb30BaHUEM MPE3eHTALUA;

3) ceMMHApOB C MCITOJIb30BAaHUEM JIEI0BOI UTPHI;

4) ceMUHApPOB C MCIOJIb30BAaHNEM aHaIN3a KOHKPETHBIX CUTYAIIHIA;
5) UHAUBUAYAIBHOM JOMaIlIHEe pabOThI.

Konmpoaw u ouenxa iponenaHHON CTyIeHTaMU PaObOTHI OCYILIECTBIISI -
FOTCSI COTJIACHO CIICIYIOIIUM KpUmepusim.

Buicokuii ypoBeHBb ycBOoeHMST MaTepuaia (5—6 0ayijioB): MOHOJIOTH-
YeCKoe M3JIOKEHME MaTepuaja OTJIMYaeTCsl IOCIeIOBaTeIbHOCTBIO U
JIOTMYHOCTBIO, COOTBETCTBYET TeME M CUTyalluu obiieHus. [Ipoucxomut
aKTUBHOE BeJICHWE IMajiora, MHTEHCUBHBIN 00MeH MH(pOpMAaIIUeil, peub
XapaKTepU3yeTCsl CMBICJIOBOI 3aKOHUYEHHOCTBIO, 3MOIMOHAIbHOCTHIO,
JIOTUMYHOCTBIO, SICHBIM COOTBETCTBIEM CUTYAIINU OOIIEHNSI, CTPYKTYPHBIM
pazHooOpa3ueM. Bbicka3blBaHMSI pejieBaHTHBI TeMe, HOCST TBOPYECKUI
XapakTep, UX CKOPOCTh COOTBETCTBYET HOPMaJIbHOMY TEMITY PEUM Ha POI-
HOM s13b1Ke. CIIOBapHBIN 3arac pa3HOOOpa3eH, BKIII0YaeT MHOTO MAMOMa-
TUYECKUX BBIPAXKEHWIA, CTUJTh COOTBETCTBYET ITPEIIOKEHHOM CUTYALINH.

Cpeonuii ypoBeHb YCBOeHMSI MaTepuana (3—4 0aja): TOBOPSIIIUA
MOXET BBICTYIIaTh HWHUIIMATOPOM IHAJIOra M YCIEITHO MOIACpPKUBAThH
€T0, WCTIOJIb3YSI SI3BIKOBBIC HABBIKU W peueBbIe YMEHUSI; KOPPEKTUPOBATh
MIpY HEOOXOAMMOCTHU X0 Oecebl M JOOMBAThCS MOCTABICHHON KOMMY-
HUKAaTUBHOU 11eu. CTUJIb COOTBETCTBYET peUyeBOI CUTYallMU, CIOBap-
HBI 3arac OTHOCUTEJIBHO pa3HooOpa3eH, oGopMJieHHEe B OCHOBHOM
MpaBUIbHOE, OITMOKY HE TIPEIISITCTBYIOT IIOHMMaHUIO coobIeHust. Cty-
JIIEHT YCTaHABIMBACT IPUIMHHO-CIICACTBEHHEIC CBSI3M, 0000IIaeT CBee-
HUSI U CITOCOOEH JIeJIaTh BHIBOMBI HA OCHOBE MOJIy9aeMoii MHMOpMaIInH,
BBIpakasl IIPU 3TOM CBOE OTHOIIIEHUE K (DaKTaM U COOBITHUSIM.



Yooenremeopumensnbiii ypoBeHb ycBoeHUs1 Matepuana (1—2 Gama):
M3JI0XKEeHUE TTIOHSITHOE, TOBOPSIIUI yJacTBYeT B [Uajiore, HO peiKo Mmpo-
SIBJISIET UHUIIMATUBY MPU OOMEHE MHEHUSIMU, OTHAKO OTBETbI OOBIYHO
COOTBETCTBYIOT 33[JJaHHOI KOMMYHUKATUBHOI cutyarmu. CroBapHBIi
3arac orpaHu4YeH, ohopmiieHrEe BbICKa3bIBAaHUSI HE COBCEM MTPaBUJIbHOE,
CTWJIb HE BCET/Ia COOTBETCTBYET peueBoit cutyannu. OmmnodKu 3aTpyaHsi-
0T TTOHUMaHWE BbICKA3bIBaHUS. JIeMOHCTPUPYETCS YIOBIETBOPUTEb-
HOE MOHMMaHWe KOHTEKCTa, OCHOBAHHOI'O Ha 3HAKOMOM JIEKCUYECKOM
U TeMaTUYecKOM Marepualie, 3MU30AUYEecKU TpeOyloTcs MOoJCKa3Ka U
TIOMOIIb YYACTHUKOB OOIICHUSI.

Heydoeaemeopumenwvruiii ypoBeHb ycBoeHUs1 MaTepuaia (0 GaioB):
B BBICKA3bIBAHUSX MOHOJIOTMYECKOTO U TUAJIOTUYECKOTO XapaKTepa ro-
BOPSIILINAI YIaCTBYET HEOXOTHO, M3JIOXKEHUE MaTepuaia HEMOHSITHOE U
0OecCBSI3HOE — HE COOTBETCTBYET TEME, CONEPKUT MHOXKECTBO OLIMOOK
rpaMMaTUYECKOTO0 U CTUJIMCTUUYECKOTO CBOWCTBA, 3aTPYAHSIONIUX TO-
HuMaHue. HempaBuibHOE MCTTOTB30BaHUE JIEKCUKY U KJIUIIIE, MaJIbIii ee
00bEM, CTUJIb BBIOpaH HEBEPHO. TBOpUECKUIT MOAXOM U M300peTaTesb-
HOCTb OTCYTCTBYIOT.

B 1uiesiom B mipoiiecce paboThI C MPaKTUKYMOM TIPETIOAaBaTelio peKo-
MeHdyemcs LieJIeHATIPaBIeHHO OPUEHTUPOBATh O0yYaeMBbIX:

* Ha MOTPYKEHUE B KYJbTyPOJIOTMUECKUE PEATUU;

* paboTy CO CIOXHBIMU CUHTAKCUYECKUMU KOHCTPYKIIMSIMUA U TpaMMa-
TUYECKUMU (hopMaMU;

» (hopMupoBaHUE YMEHUSI aHAIU3UPOBATh, 0000IIATH, apryMEHTUPO-
BaHHO M3J1araTh CBOIO TOUKY 3PEHUS, TBOPUYECKU KOMOWHUPYS SI3bI-
KOBBIE CPENICTBA;

* UCIOJIb30BAHUE PA3HbIX BUIOB UTEHUS (O3HAKOMUTEIbHOE, TPOCMO-
TPOBOE, TIOMCKOBOE, IETATLHOE);

* cobmroaeHue npaBui opdorpadun, CTUIS U hopMaTta YCTHBIX U MUChH-
MEHHBIX BbICKa3bIBAHUI;

* paboTy CO CITPaBOYHOI JIUTEPATYPOIl U CIIOBAPSIMU.



Part 1. WORLD OF WORK: THE HUMAN DIMENSION

Unit 1. Human resources management

In this unit you will

» read about human resources management: management styles,
motivation and factors that had an impact on people’s job satisfaction;

» learn how to use vocabulary to describe different management styles and
management methods;

» practise talking about the role of a manager to help people find satisfaction
in work and about Frederick Herzberg’s motivator factors;

» write a memo to the head of a business to encourage initiative among
employees.

A. Management styles and motivation

Management is the act of running and controlling a business,
similar organization or a particular part of a company’s activities. It is
also referred to the group of people who are in charge of a company or
other organization. They are trained to apply management methods, skills
and techniques from psychology mathematics, computing, science to
understand how efficiently and effectively organizations work, to analyse
problems and make decisions.

Managers follow totally different management styles related to three
main theories:

Theory X is a way of They therefore need

managing people based on e to be watched carefully,

the idea that most workers e toreceive a lot of

do not enjoy working for a > instructions,

company and do not want o and to be threatened with
responsibility. punishments.

Theory Y is a way of They should therefore

managing people based on e be given freedom to deal
the idea that most workers > with difficult problems
enjoy work and want using their skill and
responsibility. imagination,

Theory Z is developed from Japanese style of management. It is based on the
idea that employees work best when they feel that they are trusted and that
they are an important part of the company.




If people are just told what to do and decisions are imposed from above
without consultation, they stay under constant supervision. Managers have
to check what they are doing all the time to make sure that everything
is done correctly and safely. Sharing these conservative views is not
humanitarian and does not help to encourage initiative among employees.
They will probably dislike work and do everything they can to avoid it.

On the other hand, when employees are given responsibility and are
encouraged to use their initiative, they do not have to ask about every
decision they make. This gives employees the feelings that they are
valued, with management knowing the effort they make. This leads to a
higher sense of motivation among employees, because they know that the
decisions they take have a direct impact on a company’s success. When
everyone feels motivated, morale is good and there is a general feeling of
well-being in the organization.

Theory Y is the more advanced view, suggesting that, given the right
conditions, everyone has the potential to find satisfaction in work.

Companies that take training and empowerment seriously tend to
perform better. The idea of empowerment grows in prominence and
implies that decisions, where possible, should be made by employees who
are close to the issues or problems to be solved, without having to consult
their managers further up in the hierarchy. HRM specialists (human
resources management) are involved in implementing of empowerment, in
other words, they have to delegate as much as possible and give authority
to make decisions previously made at higher levels.

B. Job satisfaction

The success of a company depends on the ability of its managers
to motivate workers. Frederick Herzberg, who studied what motivates
employees, defines the following motivator factors that can give positive
satisfaction to employees:

* Achievement — the feeling that you have been successful in reaching your
goals, especially using their own effort and skill.

* Recognition — the feeling that your employers understand and value
what you do by giving positive feedback and providing rewards for the
work you do.

* Responsibility — when you are in charge of a particular activity, area,
department and its success or failure.
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* Advancement — how far you will be promoted in the organization, how
far you will go up the career ladder, which is a series of jobs from junior
to senior level in a company with increasing amounts of responsibility.

* Personal growth — how you develop personally in you work and your
opportunities to do this.

Some aspects of work can cause dissatisfaction of employees, if they
are not right. Hygiene factors — a set of things that affect how satisfied
employees are in their jobs. They include pay (salary), working conditions
and peer relations with other people at the same level in organization. It is
also important to mention such factors as:

* Supervision — the way people are managed in order to make sure that
everything is done correctly, safely, etc.

+ Policy — the overall purpose and goals of the organization, a plan of
action agreed or chosen by a business

* Security — protection against something bad that might happen in the
future, in other words, level of confidence about the future of your job.

1.1 The employees are talking about their senior manager’s style to
deal with them. Replace the underlined phrases with appropriate forms of
expressions from A. (The first one has been done for you.)

1. She knows exactly what is involved in our jobs. She makes us feel she
understands the effort we make. She makes us feel valued.

2. She encourages us to do things without asking her first.

3. The feeling among employees here is very good. We feel really involved
and want to work towards the company’s goals.

4. We have a real sense of the idea that our efforts are important for the
success of the company.

5. We have a real sense of liking what we do and feeling good when we

achieve specific goals in our work.

1.2 Look at the text and say if these statements are true or false.
1. Authoritarian managers like listening to the opinions of their employees.
2. If people need constant supervision, you have to watch them all the time.
3. Authoritarian managers like the idea of consultation with their
employees.
4. If decisions are imposed from above, employees have no influence over
them.
5. Someone’s subordinates are the people working above them.



1.3 Which of these statements do you agree with ? Explain your reasons.
A manager should:
know when your birthday is.
know where you are and what you’re doing at all times during working
hours.
not criticise or praise.
not interfere in disagreements between members of staff.
not ask people to do things they’re not prepared to do themselves.
be available at all times to give staff advice and support.
keep their distance from staff and not get involved in socialising outside
work.
use polite language at all times.
work longer hours than their staff.
comment on the personal appearance of their staff.

1.4 Different business situations call for different management styles.

Which kinds of situation need to be tightly managed and which loosely

managed and why ?

1.5 Which management styles have you experienced? Which do you

prefer? Pretend that you are a manager, how would you describe your own

management style?

1.6 Say whether each manager from different companies believes in

Theory X or Theory Y.

1. T have to keep an eye on employees the whole time. I don't allow them to
work at home.

—

3. I encourage employees to use
their own initiative. That way you

2. It is important to let people work
without constant supervision. They
feel they are being treated like

children otherwise.

can see the potential future
managers among them.

4. They must be here by 8.30 am and they can't leave before 5.30 pm. That
way I can be sure they are doing the work we are paying them to do.

6. All  they are
interested in is getting
to the weekend, doing
as little as possible.

5. We encourage the workers at the plant to
make suggestions for improvements in the
processes they are involved with.
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1.7 Choose the words in the box and complete the sentences. (The first one
has been done for you.)

delegated advancement | management effort employees
achievement rewards climbing supervision motivation

1. The successful applicant will work under the supervisiovy of our
software development manager.

2. The firm offers financial to motivate its employees.
3.1 felt a great sense of every time she negotiated a deal
successfully.

4. She enjoyed the excitement of her work. Money was not her main

5. The reward system recognizes as well as achievement.

6. The critical skills in sales are recruiting, selecting and
hiring the best sales representatives.

7.My role is to act as a mediator between and
management.

8. The CEO has responsibility for e-commerce to a steering
committee. He now has sole responsibility for operational issues.

9. There are good opportunities for if you have the right skills.

10. Success was measured in terms of the career ladder.

1.8 Suggest ways to encourage initiative among employees and write a
memo to the head of a business or similar organization you would like to work

Sor, T

1.9 Work with a partner. Talk to a new employee about your organization,
in relation to Frederick Herzberg’s motivator factors and define what can be
really important for them from this point of view. 1!

1.10 What is the role of a manager? Choose your fop three roles from the
Jfollowing and discuss them: !

coach . . .
. / organizer mediator facilitator | problem-solver
motivator
. . decision-
leader instigator mentor dictator
maker




Unit 2. Employment and flexibility

In this unit you will

» read about modern trends in labour market — job flexibility, freelance
professionals, protection and insecurity related to jobs;

» learn how to use appropriate forms of expressions when talking about
outsourcing and professional development with employees;

> talk about — the issues concerning lifetime employment and ways to
make an unpopular job more attractive;

» practise dealing with a headhunter.

A. Jobs for life and freelance professionals

The idea that once you had a job with a company, you could keep it
until you retired is considered to be implausible nowadays. The era oflifetime
employment is over and people should acquire and develop skills to keep up
with current trends in their industry and maintain their employability.

Companies and governments talk about the importance of lifelong
learning — continuing to accumulate our knowledge by going on courses
and reading journals, for example. Although we may not have a job for life
with the company, our up-to-date experience will mean that we will always
be employable.

That is why professional development or the process of getting new
skills or knowledge, especially so that you can do a job more effectively
is getting more and more crucial for workers. The wave of insecurity that
affects people is an unpleasant experience for many, but it can teach them
to be more self-centered and independent about their careers. They are
now more likely to look elsewhere to further their careers if their current
employer is not meeting their expectations — if they want something that’s
interesting and if they want paying for it. Such employees form a very hard-
nosed group of people who feel in control of their jobs — are inclined to
find a job that offers good career prospects and join another company.

It often happens that companies cut costs and make employees
redundant by outsourcing the work — arranging for somebody outside a
company to produce goods or provide services for them. In this case,
professional people may be able to make a living as freelancers, or in modern
parlance, portfolio workers, working on special projects for a number of
clients. It describes a way of earning money by selling your work services to
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several different organizations and companies rather than being employed
by one particular organization.

The management thinker Charles Handy calls freelancers portfolio
workers because they have a portfolio or range of different clients. Some
experts say that increasing numbers of people will work this way in the
future, as companies outsource more and more of their work because they
want to concentrate on their core functions.

B. Job flexibility
In addition to outsourcing some functions to freelancers many
organizations are looking for ways of having more flexible working. That
is why the current buzzword now is flexibility. This has a number of related
meanings. One type of flexibility has existed for some time in the form of flexi
time — a system in which employees work a particular number of hours
each week or month but can choose when they start and finish work each
day within certain limits.
Then there is the flexible working — a way of organizing work in a
company or that is different from the traditional way and may not have
fixed times or places of work, for example: the British Airways office with
some of its staff hot-desking — the practice in an office of giving workers an
available desk when they come into the office and need one occasionally,
rather than giving each worker their own desk.
A third type of flexibility is where employees are recruited on short
contracts to work on specific projects, maybe part-time. Perhaps the
organization only has a core staff and outsources or contracts out work from
outside as and when required. Some management experts say that this is the
future, with self-employment as the norm, and portfolio workers who have a
number of different clients. So, ways of flexible working for the moment are:
= part-time workers who work less than a full working week during which
people normally work;

= job sharing — an arrangement where two or more people share a
particular job, each of them working part-time and dividing the hours
between them;

= temporary workers who only work for short periods when they are

needed, either on a temporary contract with a company, or through a
temp agency.



Now most company employees still go to what is recognisably a job, even
if it is open plan with some flexibility — an office where people sit at desks
in an open area rather than in individual rooms. How long this will go on
is an interesting question. The tradition of managers who like to see their
subordinates working (or pretending to) has a lot of mileage in it yet, with
some countries and industries evolving more quickly than others for all sorts
of cultural and practical reasons. This is all part of flexibility, the idea that
people should be ready to change jobs more often, be prepared to work part-
time and so on.
Some people are workaholics — they think about very little except work.
Others are increasingly looking for quality of life: less commuting, more
time with their families, etc. Journalists write about people downshifting
or rebalancing their lives. They may work part-time, work from home,
move to the country and so on.
In a recent survey.
= 95 per cent of homeworkers said they have a better work-life balance or
home-work balance than when they were in-company because they can
spend more time with their families and on leisure activities.

= 82 per cent said they have more autonomy and independence: they are
able to organize their work and their time how they want.

But in the same survey homeworkers also complained that:
= there is no boundary between work on the one hand and personal life on

the other - the two overlap (73 per cent)
= they feel lonely and isolated because they are out of contact with others
and don’t have colleagues around them (57 per cent).

C. Job protection

When trying to encourage this kind of job flexibility, governments
pass laws that allow companies to hire and fire employees easily. When
letting people go, companies only have to give them two weeks’ notice
and relatively small redundancy payments; one week’s salary for every year
worked is the norm.

They also reduced unemployment benefits, the money regularly paid
to people without jobs. All these measures make for a flexible job market
and encourage job creation. Critics say that this approach leads to job
insecurity, with employers able to get rid of employees too easily.



But in advanced industrialized countries with a very different approach
companies in trouble are only allowed to make employees redundant after a
long period of consultation. If employees are made redundant, they receive
generous redundancy payments and then unemployment People need this
sort of job protection, and trade unions are fighting hard to keep it.

Payments to employees such as sick pay and parental leave when they
have time off following the birth of children, are also very generous. On the
other hand, the social charges which employers and employees have to pay
the government are very high.

Critics say that this contributes to a rigid labour market, one with too
much job protection. They say that this sort of inflexibility discourages job
creation and leads in the long run to higher unemployment and slower
economic growth. As a consequence, companies may look abroad for
cheaper bases and workforces.

2.1 Complete the sentences with expressions from A, B and C (The first
one has been done for you)
1. Graduates are finding it more and more difficult to find %plg\_/memt

2. I work for the company on a basis.
3. Managers must respond to new developments in business
practice.

4. Rather than lay off staff, the company introduced a
scheme.
. 200 workers have been issued with redundancy
. The company encourages and rewards professional .
. We arrange job-shares and for women with children.
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. Employees must now be more flexible and mobile and not expect
jobs .
9. Workers will be offered €5 000 to take voluntary

2.2 Match the two parts of these sentences containing expressions from A,
BandC.

1. Businesses were asked to show how |A to find our workers alternative

flexible working practices employment.

2. Changes in farming methods B mean the employment of sixty extra
workers.




3. She has negotiated a five-year C have badly affected employment in
the area.

4. The workers will receive D had allowed them to retain talented
women.

5. We will make every effort E employment contract with the
company.

6. The expansion of the factory will F unemployment compensation and
extra unemployment benefits

2.3 Two managers James and Dorothy are talking about the issues with
their employees. Replace the underlined phrases with expressions with items
from the text above. Pay attention to the grammatical context. (The first one
has been done for you.)

Dorothy: It’s ridiculous! We can’t get rid of employees without a lot
of meetings and discussion with employee organizations, government
officials and so on. We have to keep even the laziest, most incompetent

people.
We conv ‘w make employees redundant without o

lot of comsultationsy withy trade uwnions, government
officials- and so- on. We hawve to- keep ever the lagiest,
most incompetent people.

James: | know what you mean. [ don’t have the opportunity to recruit
and get rid of people as I want! This sort of rigidity must be bad for the job
market. The number of people without jobs in this country is very high.

Dorothy: It’s a nightmare! If you do want to get rid of people, you have
to tell them three months in advance.

James: Yes, and you should see the amount of tax I have to pay for each
of my employees just so they can get money when they fall ill, and so on.

Dorothy: We should move to somewhere to have a job market that gives
employers a lot of freedom. The level of new jobs being created there is

incredible.

2.4 Complete the sentences with appropriate forms of expressions from the
table given below. talking about the issues with their employees.

consultancy services current trends lifelong learning
career move freelancers functions
in-house
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. Some former advertising executives offer

. There’s a lot to be said for I would encourage

more working men and women to refresh their skills on university
short courses tailored to their needs. That way they can keep up with
and make sure they are always aware of the

latest thinking in their area.

. I love my new job. This is definitely the best 1

could have made.

. The company fired 11,000 employees and sold several business units.

Non-core were outsourced.

to ad agencies, bringing expertise the agencies do not have themselves.

. Some ‘creative’ businesses, like design services, have hardly any

permanent staff and rely on work done by

. Of course, there are advantages to doing some things —

: you don’t have to explain to outsiders what you want
them to do.

2.5 Look at the text above and say if these statements are true or false.

. When companies let employees go, they make them redundant.
. One person’s job flexibility might be another’s job insecurity.

. In flexible job markets, hiring and firing is complex.

. Employee benefits are paid for through social charges.

. ‘Rigidity’ is another word for ‘inflexibility’.

. When fathers take parental leave, this is called ‘fatherly leave’.

. The cost of job protection might be higher unemployment.

2.6 Would it be possible to do your job or one you would like as a

freelancer? Why / Why not? What are the advantages and disadvantages of

being a freelancer? What are the advantages and disadvantages of flexible

working?

2.7 Work with a partmer. One of you is a headhunter. The other is someone

who wants to stay in their job. (You can imagine your own job situation)

Simulate a phone conversation where the person who is happy in their job tells

the headhunter why he does not want to leave. The headhunter tries to make

him change his mind, but he resists politely for a few minutes and then ends the

conversation.



2.8 Read the statements and say which type of work is each of these people
referring fo ? XXX

my friend works inthe same job- onvthe other three

‘ I work at the local couwncil for two-days a week, ands ’
days.

@oﬂo v v petrol station 20 howry o week: j

I amvonw avjob- at Clawrksow's until the end of next
week. Thew I'ltry and find something else.

2.9 Discuss these questions. !!
* Do you think that your job will be “a job for life”? Why (not)?
* Which work sectors are currently experiencing a high turnover of staff in
your country? Why do you think that is?
* In what other ways can a company make an unpopular job more
attractive in order to retain employees?

Unit 3. Retaining staff

In this unit you will

» read about the ways to motivate high caliber staff and core competents;

» practise using appropriate vocabulary to suggest the ways to retain core
competents;

» learn how to to describe jobs that are traditionally headhunted;

» talk about qualities of high performers that are especially valued; about
identifying and attracting the best candidates for a particular job;

> discuss the process of identifying and attracting the best candidates for a
particular job.

A. Core competents

Today numerous companies held dependent on “core competents”
— talented individuals possessing the skills that make your products
and services unique.’ In a study by the Corporate Leadership Council,
a computer company recognised 100 core competents out of 16.000
employees; a software company had 10 out of 11.000; and a transportation
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group deemed 20 of its 33.000 employees truly critical to performance.
Core competents will stay only as long as organisations can offer them
something they desire. Bear in mind, though, that this phenomenon
concerns a small group of highly skilled people. However, talent does
not necessarily equate to an impressive title. Core competents need not
be senior executives, but could just as easily be people whose intellectual
property — an idea that belongs to a person or an organization and cannot
be sold without the owner’s permission — is crucial to the organisation, or
whose particular expertise is difficult to replicate.

No company ever went bankrupt because it suffered from having too
much talent. Recent research shows that only 7 per cent of all managers
strongly agree with the statement “our company has enough talented
managers to pursue all or most of its promising opportunities” .

In addition 75 per cent of executives worldwide now rank human
performance ahead of productivity and technology in terms of strategic
importance. The same study also reveals that 80 per cent of all executives
claim that by 2010 attracting and retaining people will be the leading
success factor in strategy.

B. Motivating high-calibre staff

An organisation’s capacity to identify, attract and retain high-quality,
high-performing people who can develop winning strategies has become
decisive in ensuring competitive advantage.

High performers are 10 easier to define than to find. They are people
with apparently limitless energy and enthusiasm, qualities that shine
through even on their bad days. They are full of ideas and get things done
quickly and effectively. They inspire others not just by pep talks but also
through the sheer force of their example. Such people can push their
organizations to greater and greater heights.

The problem is that people of this quality are very attractive to rival
companies and are likely to be headhunted. The financial impact of such
people leaving is great and includes the costs of expensive training and lost
productivity and inspiration.

However, not all high performers are stolen, some are lost. High
performers generally leave because organisations do not know how to keep
them. Too many employers are blind or indifferent to the agenda of would



be high performers, especially those who are young. Organisations should
consider how such people are likely to regard important motivating factors.

Money remains an important motivator but organisations should not
imagine that it is the only one that matters. In practice, high performers
tend to take for granted that they will get a good financial package. They
seek motivation from other sources.

- Empowerment is a particularly important motivating force for new
talent. A high performer will seek to feel that he or she ‘owns’ a project
in a creative sense. Wise employers offer this opportunity.

- The cﬁa[[enge of the job is another essential motivator for high
performers. Such people easily become demotivated if they sense that
their organisation has little or no real sense of where it is going.

+ Aplatformfor self-developmentshouldbe provided. High performers

are very keen to develop their skills and their curriculum vitae.

Offering time for regeneration is another crucial way for

organisations to retain high performers. Work needs to be varied and
time should be available for creative thinking and mastering new skills.
The provision of a coach or mentor signals that the organisation has

a commitment to fast-tracking an individual’s development. Individuals
do well in an environment where they can depend on good administrative
support. They will not want to feel that the success they are winning for the
organisation is lost because of the inefficiency of others or by weaknesses
in support areas.

Above all, high performers — especially if they are young — want to
feel that the organisation they work for regards them as special. If they
find that it is not interested in them as people but only as high-performing
commodities, it will hardly be surprising if their loyalty is minimal. On the
other hand, if an organisation does invest in its people, it is much more
likely to win loyalty from them and to create a community of talent and
high performance that will worry competitors.

3.1 Complete the sentences with expressions from A.
1. Core competents are employees who have been identified as
to the success of the company.
2. People who have specialized knowledge or are very
valuable to the company.
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3. Some say that people are a firm’s most important assets, and
therefore is key to its success.
4. For many hi-tech companies, is their most
important asset, more important than their physical assets.

5. The problem with is that it can just walk out of the door
- we have to find ways of it initially, and then
it so that it doesn’t go to competitors.

6. In fact, getting the best out of is the most
important skill these days for many managers.

3.2 Look at the article in A opposite and say if these statements are true

or false.

Core competents ...
. are highly skilled people.
. are key to the functioning of some organizations.
. are always senior executives.
. have knowledge that is easy for other people to acquire.
. are in plentiful supply
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. and the way they work is thought to be more important than at least two
other factors in a company’s success.
7. will he important for companies to recruit and keep in the future.

3.3 Find out an appropriate word from A and B and complete the
definitions.

1. To find somebody who has the right skills and experience for a senior
job in a company or an organization and persuade them to leave their
present job is .

2. A written record of your education and employment that you send when
you are applying for a job is

3. Connected with organizing the work of a business or an institution
means .
4. The quality of being faithful to a particular product, company is called

5. Making the most profit - most important, main or essential part of
business - business.

6. A promise to do something or to behave in a particular way - a promise
to support somebody or something is a



3.4 Complete the sentences with the most suitable answer

1. I'spend more of my time on
a) essential; b) administrative;

tasks than on creative work.

¢) business.

2. have been brought in to search for a successor to the

chairman.

a) top-managers; b) employees;
3. Limited resources are restricting our

products.

¢) headhunters.
to develop new

a) measure; b) capacity; c) power.

4. Top jobs in marketing or accounting have traditionally been

through headhunting.

a) filled; b)found; c) discovered.

5. We managed to cut administrative

by 30%.

a) essential; b) expenses; c¢) costs.

6. The two men are now

a) rivals; b) core competents;
7. You can’t hire and

package.

a) keep; b) retain; c) store.

for a top job in broadcasting.

¢) participants.
good people without a good benefits

8. We want better communication between managers and

a) staff; b) coach; c)impact.

9. The company’s

to providing quality at low prices

has been vital to its success

a) help; b) loyalty; c¢) commitment.

10. a new product requires a major commitment of time

and money.

a) buying; b) developing; c¢) retaining.

3.5 Match the two parts of the sentences containing expressions from A

and B.

1. After the company was restructured

A quality products, exceptional
customer service and employee
empowerment.

2. Theft of intellectual property

B intellectual property rights is growing

3. We are committed to the
manufacture of

C agenda without considering their
staff.




4. Awareness of the need to protect D is threatening many American
companies

5. Some managers pursue their own E to help you run your business.

6. We have the expertise F the former management was retained.

3.6 Complete each sentence with the correct form of the word in bold.
Sometimes you will need to use a negative form.
1. satisfy
a) The survey showed that staff working flexible hours were more
with their jobs than those working fixed hours.

b) Low pay and poor working conditions create workers.

¢) Small European companies are top of job league tables.
2. motivate

a) What are the strongest factors in people’s lives?

b) Workers become if they work long hours for low pay.

¢) What was your for becoming a salesperson?
3. frustrate

a) You could see the building up in the workforce.

b) I find talking to him because he never listens.

c) I felt so with their attitude that I decided to resign.

3.7 Answer the questions and discuss them. !!
Part 1
1. The article talks about people who are high performers. What does the
phrase “core competents” mean? What sort of people are they?
2. What do you think motivates high performers to stay with the same
company?
3. What qualities of high performers are especially valued and why?
4. What are the problems of losing high performers and core
competents?
5. Which motivating factors are mentioned to retain them?
Part 2
6. What do you find satisfying and frustrating about your work or
studies?
7. Who or what inspires you at work?
8. How true do you think the following statements are?



There s no- such thing as
compary loyalty these davys.

True fulfillment cawnv only
come withvavjob- yow love:

Yow should wovk to-
live not live to-work

3.8 How would you identify and attract the best candidates for a
particular job?

What measures would you take to retain them? Work with your partner
and make a dialogue about it. T3

Unit 4. Successful team building

In this unit you will

» read about the main principles of team-building and stress management;

» practise using vocabulary to describe advantages and disadvantages of
working in teams and make a dialogue with a partner as if you are a team
leader and a member of his team;

» learn about meaning of some prefixes and ways to use them,;

> talk about the types of players and qualities which would be useful for a
team;

> write a description of the soft skills required to be a good manager.

A. Team players and stages of team life

In some (but not all) situations, tasks can be achieved more easily by
teams with a common purpose, rather than by individuals. Of course, it’s
important to develop team work through team building — the process of
getting people to work together on a particular job — so as to get the best
from the team.
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Meredith Belbin has identified these types of team players — people

who are good at working as members of a team:

the imp[ementer, who converts the team’s plan into something
achievable
the co-ordinator, a confident member who sets objectives and defines
team members’ roles — in order to organize the different parts of an
activity and the people involved in it so that it works well
the Sﬁaper, who defines issues, shapes ideas and leads the action
the p[ant, a creative and imaginative person who supplies original
ideas and solves problems
the resource investigator, who communicates with the outside
world and explores opportunities
the monitor evaluator, who sees all the possibilities, evaluates
situations objectively, and sees what is realistically achievable — his job
is to watch and check a process over a period of time in order to see how
it develops and make any necessary changes
the teamworker, who builds the team, supports others and reduces
conflict
the comp[eter, who meets deadlines, corrects mistakes and makes
sure nothing is forgotten.

The typical team goes through a series of stages organizing work in

which employees work together and do a range of tasks:

the group is anxious and feels dependent on a leader; the group
FORMING |tries to discover how it is going to operate and what the ‘normal’
ways of working will be storming:

storming: the atmosphere may be one of conflict between
STORMING |members, who may resist control from any one person; there
may be the feeling that the task cannot be achieved;

at this stage, members of the group feel closer together and
the conflicts are forgotten; members of the group will start to
support each other; there is increasingly the feeling that it is
possible to achieve the task;

NORMING

PERFORMING [members feel safe enough to express differences of opinion in

the group is carrying out the task for which it was formed;

relation to others

the group’s work is finished, and its members begin to have

MOURNING: . . s .
pleasant memories of their activities and achievements




B. Stress management: the right skills
Sometimes people talk about working under a lot of stress or pressure
within a team. They feel stressed or even stressed out and want to find ways
to de-stress and avoid having stress-related illness. Some people may suffer
burn-out — the state of being extremely tired or sick, either physically or
mentally, because you have worked too hard — or a complete breakdown,
which means people are no longer able to work.
The most common causes of stress are:
= heavy workloads: too much to be done by a particular person in the
limited time available;

= office politics and conflicts between members of a group - problems with
colleagues who above all, want to advance their own position. These
people like playing politics, trigger off office wars and provoke conflicts;

= role ambiguity: the state of not being certain about the best way
to do something or to deal with a problem or task, the state when
responsibilities are unclear;

= Jack of management support: managers do not provide the necessary
help and resources;

= effort-reward imbalance: not getting sufficient recognition or pay.

A ten-year study by Sheffield University of over 100 small- and
medium-sized UK businesses found that people management was three
times as important as research and development in improving productivity
and profitability and six times as important as business strategy.

For a long time, hard skills, for example skills in technical subjects,
were considered the most important thing in business. But more and more,
people are realizing the importance of soft skills — the skills you need to
work with other people, and in the case of managers, to manage people in
tactful and non-authoritarian, non-dictatorial ways, especially in order to
help them cope with stress.

While IQ hastraditionally been the means by which we judge someone’s
abilities and potential, EQ — the E stands for emotional — is the new
benchmark for a new world. If managers have got it, they are more likely
to be powerful, successful and have fulfilling relationships with their team
than if they haven’t. Emotional intelligence — the ability to understand and
control your emotions, and recognize and respond to those of others — is
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emerging as the single most important and effective business and personal
skill of the new century.

Daniel Goleman, a US science journalist-turned-consultant with
a background in psychology, first popularized the notion of emotional
intelligence in the mid-nineties. Goleman defines five elements of
emotional intelligence:

self-awareness | self-regulation | motivation empathy social skills

Sceptics argue that this sounds suspiciously like the old soft skills, in
management-course speak, dressed up in new clothing. But Tim Sparrow, of
human performance consultants Buckholdt Associates, points out a crucial
difference. ‘Soft skills training was only about interpersonal intelligence
- relating to others. Emotional intelligence involves intrapersonal skills -
knowing yourself — as well.”

We can’t be interpersonally intelligent and manage people in a team
fairly well if we don’t recognise feelings in yourself. Stress factors and
stress symptoms can be reduced and eliminated only when a manager is
inclined to work with common causes of stress and demonstrate emotional
intelligence and develop his own soft skills while working with a team.

4.1 Complete the sentences with expressions from the text. (The first one
has been done for you.)
1.Cove competenty ave employees who have been
dentified as critical to-the success of the company.
2. People who have specialized knowledge or are very
valuable to the company.
3. Some say that people arc a firm’s most important assets, and therefore
is key to its success.
4. For many hi-tech companies, is their most

important asset, more important than their physical assets.

5. The problem with is that it can just walk out of the door - we have to find
ways of it initially, and then it so that it
doesn’t go to competitors.

6. In fact, getting the best out of is the most
important skill these days for many managers.




4.2 Look at the types of team members and say if these statements are true
or false.
1. Implementers are not interested in final results.
. Co-ordinators tend to take a leading, organizing role.
. Shapers tend to follow what other people say.

AN

. Plants can be useful in providing new ideas when the team has run
out of steam.

. Some resource investigators might love using the Internet.

. Monitor evaluators are not good at seeing all sides of a problem.

. Teamworkers may help to defuse arguments between members.
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. Completers are bad at finishing things on time.

4.3 Match the prefixes of the words to their meanings

Prefix Meaning of prefix
mismanage A not B do badly C former
pro-European A opposite B in favour of C before
predict A not enough B against C before
post-merger A after B too much C not enough
dishonest A very B former C not
ex-boss A opposite B former C after
bilateral A against B after C two
reconsider A again B former C after
irresponsible A again B not C against
hypercritical A not enough Bvery C opposite

4.4 Complete he text below using some of the words in Exercise A in the
correct form.

Our company went through a difficult period a few years ago. Bad
decisions were taken which caused us to lose a lot of money. Because the
company had been 1 , the chief executive had to resign. Last year,
period
our future strategy was discussed. It was decided that we could consider

we merged with a much larger company. During the 2

becoming a more global organisation with a strong presence in Europe.

Most of us were 3
Europe. Indeed our 4
this. However the two new board members were strongly against the idea

, we liked the idea of expanding into
had been strongly in favour of doing
but never said so openly. I think this was very 5 . Instead, they



behaved in an 6 manner during meetings. For example,
they would be 7 ,raising stupid objections if someone came
up with a good idea. Because the meetings were so unproductive, the Board
of Directors got cold feet and asked us to 8§ the decision to
expand into Europe.

4.5 Fill in the correct prepositions from the box.

to- of withv to- of at about

1. Changes  production methods involved team building and creating
a multi-skilled workforce.

2. The roleplay enables us to look  candidates’ team-building skills.

3. Some of his colleagues have accused him _ not being a team
player.

4. It is her job to coordinate the work  the teams.

5. We need to develop a coordinated approach _ the problem.

6. He gives advice to companies ___ preventing burnout among
their employees.

7. We have taken on extra staffto cope _ the increased workload.

4.6 Discuss the following statements and express your opinion about them.
« Ateam always needs a leader.
» A team should change its leader regularly.
« Tension between team members makes a team more effective.
» Teams need people with similar personalities in order to succeed.

4.7 Members of a team brought together to work on a design project said
the following things. Match them to the stages given above. (There are two
sentences relating to each stage.)

1. We had such a great time 6. We'll never finish this.

working together.

2. We're really making 7. Do you remembeyr that

pro[gress now and we get on so |time we worvked until 3 in the

well together. morning?

3. We're beginning to get to 8. I'm new heve - I don’t even

know each other better. now what we are supposed to
be doing.




4. Who does Jane think she is, |9. I know weve had

taking over and behaving as if |arguments, but can I help you
she’s in charge? with this?

5. We need to appoint a leader. |10. I can see what we're
supposed to be doing now.

4.8 Work with a partner and answer the questions — think at least two
advantages and disadvantages of working in teams.
1. Do you have any other qualities which would be useful for a team?
2. What would you find difficult about working in a team?
3. If you were a team leader, how would you get your team members
to co-operate?

4.9 What teams have you worked in or are you working in? Do you
recognize the types of players in your team ? What role do you usually play ? 1!

4.10 Make a dialogue with a partner as if you are a team leader. You meet
a member of your team who is uncooperative and unhappy — find out what the
problems are, try to offer solutions so that the employee performs better as a
member of your team. 1!

4.11 Write a description of the soft skills required for your future job.
gestedzed



Part 2. KEY STRATEGIC ISSUES

Unit 5. Competitive strategy

In this unit you will

» read about companies and markets in terms of strategic success an about
their possible mission statements ;

> develop skills in using vocabulary to describe the way to enter new markets;
brainstorm and discuss ideas for mission statements;

» practise working with synonyms and definitions related to competitive
edge;

> talk about formulating effective long-term strategies to increase
profitability and update them when it s necessary;

> write criteria for preparing a draft of the mission statement .

A. Terms of strategic success and major strategies

A strategy (countable noun) is a plan or series of plans intended to
achieve a particular purpose successfully; it is also the process of planning
itself. Strategy (uncountable noun) is the study of the skills, knowledge,
etc. required to make such plans. Strategic success in a commercial
organization is often measured in terms of profitability, the amount of
money it makes in relation to the amount invested.

Major strategies address the primary direction(s) the financial
institution will take to achieve its mission and long-term goals and
objectives. Major strategies are typically developed for the overall
organization as well as for each of its operating divisions. Strategies often
deal with the following areas:

* Maintaining present business levels and customers.
» Growing products and services within the present customer base.
» Extending products and services to new, add-on markets.

An important part of planning is resource allocation. This is the way
in which the resources of a company are divided and given to different
departments and projects. In other words, the way finance, people and
assets — equipment, buildings, know-how, etc. — are going to be used to
achieve a particular objective.



Companies sometimes form strategic partnerships with another
company, working together to gain an advantage, achieve a specific strategic
goal or a particular aim. For example, MG Rover entered a partnership
with a Chinese car manufacturer to enable it to produce and sell cars in
China. A company may also make a strategic move, such as acquiring a
competitor, designed to increase their market share.

A company’s senior executives (having a higher rank in an organization
or profession than others) make strategic decisions or formulate strategy.
Sometimes an organisation will publicly state its main overall objective or
vision in its mission statement (also statement of purpose) — an official
statement of the aims of a company or an organization.

B. Mission statement

The mission statement is a definition of the basic purpose organization.
It represents the organization’s broadest strategic choice or decision. It
serves the dual purpose of answering the questions:
» What business are we in?
* Where do we want to go?

In answering these questions, the mission statement should define.

| What the organization is | Why it exists.

| The unique contribution it desires to make in the future. |

While mission statements can be written in many different terms,
following items are normally included within the mission statement:
» A general statement about the financial institution’s of business.
* A definition of the basic purpose of the organization.
» Top management’s vision, values, and priorities.
» Philosophy and value statements that will guide future actions.
» A description of the image the financial institution would like to project.
» Key strengths that have led to the financial institution’s success and that
the financial institution would like to continue to upon.
« Critical issues relating to the business climate that should be considered
as the plan is developed.
* Markets and geographical areas that are and will be served.
« A list of current and future products/services that will be provided and
their method of delivery.
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+ Statements describing the desired relationship between the financial
institution and its employees, customers, and the community.

« Statistics relating to the financial institution’s market share, growth, and
profitability.

» Broad strategies and longer-term direction of the financial institution.

C. Companies and markets

Every company — a business organization selling goods or services,
especially one that has been officially created (registered) in a particular
country — fight for domination in business or trade, trying hard to expand
a particular area, country or section of the population that might buy these
goods or services. In the scheme you can see that:
* Company A dominates the market — controls or has a lot of influence
over it.
Company B has a toe-hold in the market — has a position in a place or an

activity which it hopes will lead to more power or success.

» Company C is attacking the market — is striving to operate successfully
in spite of its competitors.

* Company D is withdrawing from the market — to stop taking part in an
activity: selling things or providing services

When a company
a. defends tries to prevent competitors from being
successful in it.
b. attacks starts selling in it for the first time.
c. establishes a .| occupies a small part of it first in preparation
foothold/ toehold in |2 market, it for gaining a larger part.
d. invades starts to be very successful in it.
e. dominates is the biggest competitor in it.
f. withdraws from stops selling in it.

5.1 Match the underlined phrases below to the expressions in C( above)
that refer to the same idea.

Coffeeway (CW) is a successful American chain of coffee shops. It
wanted to (1) aggressively enter the Chinese coffee shop market, with shops
all over China. CWsigned an agreement with a partner, Dragon Enterprises

(DE). CW and DE decided to (2) start by opening just one coffee shop in



Shanghai in order to test the market. This was very successful, so CW and
DE decided to open shops all over China. It took CW and DE five years
to (3) be the biggest in the market, with a 70 per cent market share among
coffee shop chains in China. One of their competitors, California Coffee,
tried to (4) protect its market share by cutting prices. But this strategy
did not work, and California Coffee later sold its outlets to CW/DE and
decided to (5) leave the market.

5.2 Complete the sentences with appropriate words from A and C.
1. Resource will be made to projects on a yearly basis.
2. In her presentation she outlined her of how the market
would change over the next few years.
3. The newly formed company does not yet have a

4. He outlined his for taking the business forward.

5. The company is profitable in the UK but is money abroad.

6. The mobile phone is dominated by a handful of very large
companies.

5.3 Put the words into correct order and make the sentences.(The first one
has been done for you.)
1. global/ need/ strategy/ develop/ to/ marketing/ a /we.
We need to develop a global marketing strategy.
2. share/ this/ increase/ is/ to/ market/ strategic/ goal/ year/ our
3. to/ resource/ the/ important/ is/ allocation/ review/ evaluate.
4. establish/ market/ American/ is/ the/ toehold/ to/ a/ hoping/ in/
company/ the.
5. advantage/ strategic/ the/ gained/ secret/ project/ they/ keeping/ a/ by.
6. made/ to/ business/ a/ of/ decision/ sell/ off/ part/ the/ they/ strategic.

5.4 Match the words and expressions with their definitions. (The first one

has been done for you.)
bottom line innovate margin market follower
mass-produce newcomer profitability reinvented revenue target
start-up range core business venture
retailer booming toehold spree

a) changed, improved and modernized — reivwented; b) business
that has only recently started a particular activity — ;
¢) manufacture in large amounts — ; d) a company




that is not one of the main ones in a market and that does not have a large
market share —

original products —
total profit or loss —

; e) design and develop new and
; f) the figure showing a company’s
; @) the difference between the
price of a product and the cost of producing it — ; h) the
state of making a profit ; i) someone’s first involvement in
a particular business activity from which they can develop and become

stronger —
and that is considered to be its most important and central one —
;1) a result such

; j) activity that makes most money for a company

; k) very successful and growing —
as a total, an amount or a time which you aim to achieve — ;
; m) money that a business receives over
a period of time, especially from selling goods or services — ;

m) a new company —

0) a set of similar products made by a particular company - ;
p) a short period of time during which someone spends a lot of money
— ; q) a business that sells goods to members of the public,
rather than to shops, etc. —

project that involves taking risks —

; r) a new business activity or

5.5 Look at the questions from shareholders at the annual meeting of
Topaz, a car company. Complete the chief executive’s answers with appropriate

forms of expressions from A.

1. Why has the company bought out its
rival, Rivera?

a) This was a
to broaden our customer base.

2. Some of Topaz’s plants have very low
productivity. What are you doing about
this?

b) We have taken steps to ensure

that our are used more

effectively. This is an important part of
our strategic process

3. Why are you closing one of the
plants?

¢) This is an issue

of Wedon’t have
infinite financial resources and we want
to concentrate investment on the most
productive plants

4. Was this the only goal that was
considered? Did you also look at the
possibility of being a mass producer of
vehicles?

d) We looked at a number of different
and decided that the hi-
tech option was the best one to follow.




5.6 Discuss the following questions.
* How important is it for a business or organisation to formulate a strategy?
* How regularly should a company or organisation’s strategy be reviewed
or updated?
* Who should be involved in deciding a company’s strategy?
» If a company wants to enter new markets, what kind of strategies can it
adopt?

5.7 Discuss these quotes and questions on strategy. !!!

1. ‘The world is flll of successful companies that did
not create avything radical or new. Dell did not irwvent
the personal computer, Airbuy did not desigw the first
wide-bodied passenger jet, Campbell's did notpioneer the
concept of tinwned soup and McDonald's did not invent
the hamburger or the fast-food restouwrant. Yet all four
have beerv very successful.’ (Morgan Witzel, Financial Times)

How have all/some of the four companies mentioned been successful
imitators, rather than innovators?

2. Any intelligent fool canv make things bigger and
move complex. It takes a touch of genius and o lot of
cowrage to-move invthe opposite direction.’ (Albert Einstein)

Think of some companies that have ‘moved in the opposite direction’?
Why were their main strategies (un)successful?

5.8 Think about your organization or one you would like to work for. Look
at its website and find its mission statement. If it doesn’t have one, what would

you suggest?

5.9 Write four criteria for writing mission statements based on this text:
Part 1. 350130
How to-Develop a Mission Statemer

Mission: Why you do what you do; the organisation’s reason for being,
its purpose. Says what, in the end, you want to be remembered for.

Changing the mission — or creating an organisation’s first mission
statement — is a process of gathering ideas and suggestions for the mission
and honing them into a short, sharply focused phrase that meets specific
criteria. Peter Drucker says the mission should fit on a T-shirt’, yet a
mission statement is not a slogan. It is a precise statement of purpose.



Words should be chosen for their meaning rather than beauty, for clarity
over cleverness. The best mission statements are plain speech with no
technical jargon and no adornments. Like the mission statement of the
International Red Cross — To serve the most vulnerable’ — they come right
out and say something. In their brevity and simplicity is power.
Part 2. Work with your partner. You are developing the mission statement
Jfor a company or an organisation. Set your criteria (see Part 1), brainstorm
some ideas using the expressions in the Useful Language below and write the
first draft for it.
Useful language — Expressions for brainstorming
- Would anyone like to- stowrt/get the ball rolling?
- I ‘ve got one! What/How about...? Yowve taken the
words out of my mouth!
- I was thinking (move) along the lines of... I was just
going to-savy that!
- Has anyone else got a contribution to- make?
- That's o great/fontostic/interesting/wnumsual idea!
- I think that's been done [/ we've done that before.
- Let’s just get Loty of ideas doww at this stage.
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Unit 6. Staying competitive (1)

In this unit you will

® Jearn about the words related to competitive forces, companies and
competitors; idioms from sport used in business to talk about competition;

® read about competitive forces, industry competitors; potential entrants
and substitutes; suppliers and buyers;

® practise using appropriate vocabulary to talk about fiercest competitors,
their positions, threats and advantages;

® talk about competitors and suggest ways to take actions against their
rivals.

A. Competitors

The main competitors in a particular industry are its key players —
important companies or people involved in a particular area of business.
Smaller competitors may be referred to as minor players.

Competition in an industry can be:

m cut-throat m ferocious m stiff
m intense m fierce m tough
m keen m low-key

The usual pattern for a new industry is to have a large number of
competitors: there may be start-ups — completely new companies — and
there may be companies already established in other sectors — particular
areas of activity or business — that also want to get into the industry, perhaps
by setting up a new subsidiary or business unit.

B. ‘Competing’ and ‘competitive’

Competing and competitive are adjectives related to ‘competition’
— a situation in which people or organizations compete with each other
for something that not everyone can have Two companies may produce
competing products — products that compete with each other. A competitive
product is one that has real and specific benefits in relation to others of the
same type.

‘Competing’ also occurs in these combinations:
- bids — price offers to pay for a company and its shares in a takeover — an

act of taking control of a company by buying most of its shares:

. otferings — products from different companies
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. Sulg_gﬁers — companies offering similar products or services
- technologies — technical ways of doing something

‘Competitive’ also occurs in these combinations:
- position — where a company is in relation to its competitors in terms
of size, growth, etc.
- pressure — the force that one competitor can bring to bear in relation

to another

- prices — prices that are similar to or lower than those for similar

products

- threat — something that one competitor may do to weaken another’s

position

- advantage/edge — superior products, performance, etc. that a

competitor can offer in relation to others

- Strategy — a plan or plans for success in relation to competitors, and

the study of this in business schools.

C. Competitive forces
An important strategic thinker is Michel Porter. He defines the five

competitive forces at work in any industry.

Potential entrants
Threat of new entrants

Industry competitors are the most successful companies in its area of
business. Meanwhile they often have to bear the brunt of potential entrants
and substitutes — two main streams of competitors striving to increase their

market share and even dominate the market.

Potential entrant is a company that just starts to sell goods or provide
services in a particular market. Substitutes threat to replace them with
substitute goods — similar products or services for which an increase (or
fall) in demand for one, due to a change in price, leads to a fall (or increase)
in demand for the other.

Bargaining power Industry competitors Bargaining power
of suppliers Rivalry among existing of buyers
Suppliers firms Buyers
Threat of substitute
products/services
Substitutes




Industry competitors are also under pressure of bargaining power
— the amount of control a person or group has when trying to reach an
agreement with another group in a business or political situation.

Suppliers and buyers have serious bargaining power. Suppliers are
companies that provide finished goods, for example for other companies
to sell to the public and that can control manufacturing and production
costs. Buyer power implies amount that buyers are able to influence price,
for example because they buy in large quantities or can choose particular
companies — industry competitors — to work with.

6.1 Complete the sentences with expressions from the table. (The first one
has been done for you.)

bargaining power competitive position cut-throat world
strengthening entrant substitute goods
buying power  fierce advantage of

1. Beverage categories are substitute goods and therefore in
competition with each other.

2. The supermarket chain’s excessive forced
some wholesalers out of business.

3. We will continue to focus on strengthening our

4. Their new sun cream has the added smelling unattractive
to insects.

5. This technology gives us an edge over our rivals deal.

6. We will continue to focus on our competitive position._

7. Competition would be even without a new in
the market.

8. As a cash buyer, you’ll have greater .

9. They are struggling to compete in the of IT
services.

6.2 Look at B and match the two parts of these extracts containing
expressions with ‘competing.

1. What is to stop supposedly competing |a) bids from mining giants Inco Ltd and
Falconbridgc Ltd.
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2. Diamond Fields Resources Inc was |b) offerings, with prices ranging from

the target of competing $300 to $450
3. Commtouch can position itself in the |c) suppliers from secretly agreeing to
middle of the competing keep prices high?

4. The software is 25 per cent cheaper |d) technologies by offering “unified
than competing messaging solutions’

6.3 Complete the sentences with words from B that can follow

‘competitive .

1.

He was criticized for being too Eurocentric and failing to pay sufficient
attention to the competitive from South East Asia.

. Businesses can sustain their performances over the long term by having

some competitive to keep them ahead. (2 possibilities)

. For the money-conscious consumer, alternative retail outlets can

offer organic food at more competitive

. First Chicago will enhance its competitive and

boost its financial growth through the transaction, which is expected to
add to earnings immediately.

. Mall stores are under more competitive than at any time in

their 40-year history, with new discounters and superstores increasingly
moving in alongside traditional malls.

. Decades of management theorizing around the world have

produced mountainsofbooks, manyofwhich promisetodeliverthesecrets
of success. But there is no consensus on competitive

6.4 Look at the adjectives describing competition in A. Which is the odd

one out, and why?

6.5 Fill in the correct prepositions from the box.

in for | with at of for in of

1. The airline has announced details of the planned takeover its rival.
2. We are competition four other companies the contract.

3. The company is a major player the London property market.
4. This region has the highest level business start-ups in the country.
5. We have a wide range of electrical goods competitive prices.

6. The spokeswoman did not explain the reasons rejecting the bid.



6.6 Look at C (above) and the examples (1—5) below of the expressions
in the diagram boxes. Match each example to an appropriate form of one of
the expressions.

- Coca-Cola and Pepsi Cola in soft drinks.

- A company that is thinking of selling computer games
when it has not sold them before.

- Digital photography in vrelation to ‘traditional’
photography.

- Car manufacturers in velation to component
manufacturers.

- Component manufacturers in vrelation to car
manufacturers.

6.7 There are many idioms from sport used in business, particularly when
talking about competition. Use the nouns from the box to complete these idioms.

game field ball seat
horse goalposts race neck

1) a level playing ;

2) move the ;

3) in the driving ;

4) keep your eye on the ;
5) to be neck and ;

6) ahead of the ;

7) flogging a dead ;

8) a one horse

6.8 Which of the idioms in 6.7 refer to:
a) a situation of fair competition?
b)being in front of the competition?
¢) being at the same level as the competition?
d)being the only competitor?
e) wasting your time on a hopeless situation?
f) staying focused?
g) a change in the rules?
h)being in control?



6.9 Complete the following with the most suitable idiom from ex. 6.7
Remember to choose the correct verb form where necessary. The first one has
been done for you.

1. It’s not a level blOWL/Vlg/ field, any more. As a small company it is
difficult for us to compete with the big multinationals.

2. They are so far ahead of their competitors in terms of new products that
it has become . It will be years before they face any serious
competition.

3. We have left all our competitors behind. We spend a lot of money on R
& D so we can stay .

4. The government have changed all the rules for exporters. They have

, so we will have to rethink our international operation.

5. It’s a waste of time continuing with the project. It will never work. We
are .

6. With our market dominance in the US, we are really .

7. We have exactly the same market share as our nearest rival. We

in terms of our profits so far this year, too.

8. We really need to concentrate on what our competitors are doing. In
today’s market you need to at all times.

6.10 Discuss the questions below and tell what actions can a company take to
compete against its rivals. 11!
= Who are the main competitors of the following companies?
Coca-cola  Nike LeviStrauss Nokia FEvian
= Can you suggest ways for these companies to compete more successfully?

6.11 Discuss the quote and write if you agree with this statement or not — give
your explanations and clear arguments. XXX

‘Competition brings out the best invproducty and the
wovst Dl/l/people/’ (David Sarnoff, 1891-1971, American businessman)



Unit 7. Staying competitive (ll)

In this unit you will

» read about three strategies to support competitive advantage (Cost
leadership, Differentiation and Focus) and about the tools of SWOT
analysis;

» learn how to use vocabulary to talk about possible ways to increase
profitability in terms of Cost leadership, Differentiation and Focus;

> practise using SWOT analysis as part of business planning and decision-
making to carry out Environmental Scan and evaluate all the factors
involved into a business possess and their impact on it;

» develop skills in using vocabulary to describe an effective way of analysing
your company’s potential;

> write four paragraphs about the issues, that cost-reduction strategies in-
clude.

A. Three strategies to support competitive advantage

Porter says that competitive advantage can be based on:

Cost leadership (1) — offering products or services at the lowest cost;
this is one strategy to adopt in volume industries where competitors
produce large numbers of similar products. Companies that choose a
cost-leadership strategy offer relatively standardised products with features
or characteristics that are acceptable to customers — in other words, with a
minimum level of differentiation — at the lowest competitive price.

This means that companies offer standardised products to an industry’s
typical customer.

Customers receive value when a company successfully implements a
cost leadership strategy. Implementing and maintaining a cost leadership
strategy means that a company must consider its value chain of primary
and secondary activities and effectively link those activities, if it is to
be successful. The critical focus in successfully implementing a cost
leadership strategy is on efficiency and cost reduction, regardless of the
value-creating activity.

Differentiation (2) — offering products or services that give added
value in terms of quality or service compared to competitors. In contrast
to the cost leadership strategy, implementation of a differentiation strategy
means that value is provided to customers through the unique features and
characteristics of a company’s products rather than by the lowest price.
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Because differentiated products satisfy customers’ unique needs or
preferences, companies can charge premium prices for differentiated
products. For the company to be able to outperform its competitors and
earn above-average returns, the price charged for the differentiated product
must exceed the cost of differentiation. In other words, the price charged
must exceed total product cost.

Because of this, the differentiated product’s premium prices generally
exceed the low price of the standard product. Companies that follow a
differentiation strategy concentrate or focus on product innovation
and developing product features that customers value rather than on
maintaining the lowest competitive price (as is the case for the cost
leadership strategy).

Products can be differentiated in a number of ways so that they stand
apart from standardised products:
superior quality
unusual or unique features
more responsive customer service
rapid product innovation
advanced technological features
engineering design
additional features
an image of prestige or status

However, companies following differentiation strategies cannot
completely ignore costs and the need for minimal spending on
process-related innovations. A company that successfully implements
a differentiation strategy can earn above-average returns even when
competitive forces are strong. Like the cost leadership strategy, the
differentiation strategy also carries risks. Customers may decide that
the cost of uniqueness is too high. In other words, the price differential
between the standardised and differentiated product is too high. Perhaps
the company provides a greater level of uniqueness than customers are
willing to pay for.

Focus (3) — using one of the above two strategies to concentrate on a
niche, a specific part of the market with particular needs. Alternatively,
companies can choose to follow a focus strategy by seeking to use their
core competencies to serve the needs of a particular customer group in an



industry. In other words, companies focus on specific, smaller segments
(or niches) of customers rather than across the entire market. Companies
may choose to follow a focus strategy because:

a) they are able to serve a narrow segment more effectively
than competitors that choose to compete industry wide;

b) the narrow segment’s needs are so special that industry-wic[e
competitors choose not to meet them;

¢) certain narrow segments are being poorly servedby industry-
wide competitors;

d) the company has a unique ability to identify the needs or
pre ferences of narrow segments that its core competencies will enable it
to meet better than its competitors.

The danger, says Porter, is when a company does not follow any of
these particular strategies and is stuck in the middle.

B. SWOT analysis
SWOT stands for STRENGTHS — WEAKNESSES — OPPORTUNITIES
— THREATS and is formed from the initial letters of these words. It is a
method used to study an organization and plan how it can change and
grow, by analysing its strengths and weaknesses, the opportunities it has
and the threats it faces.
The SWOT analysis is an extremely useful tool for understanding and
decision-making for all sorts of situations in business and organizations.
The SWOT analysis headings provide a good framework for reviewing
strategy, position and direction of a company or business proposition.
It greatly facilitates the process of:
= business and strategic planning;
= competitor evaluation — a detailed study of a company’s competitors
that looks for areas where the company has or could gain an advantage;

= marketing - the activity of presenting, advertising and selling a company’s
products in the best possible way;

= business and product development — the process of designing, producing,
and marketing a new product;

= research reports.

A scan of the internal and external environment is an important part
of the strategic planning process. Environmental factors — the conditions
that affect the development of business — internal to the firm usually can
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be classified as strengths or weaknesses, and those external to the firm can
be classified as opportunities or threats.

The SWOT analysis provides information that is helpful in matching
the firm’s resources - a supply of something such as money, labour,
equipment, raw materials and etc that an organization has and can use -
and capabilities to the competitive environment in which it operates. As
such, it is instrumental in strategy formulation and selection. The following
table shows how a SWOT analysis fits into an environmental scan:

Environmental Scan
Internal Analysis External Analysis
1. STRENGTHS 1. O PPORTUNITIES
2. WEAKNESSES 2. THREATS

In formulating strategy, a company should look at its strengths and
weaknesses in relation to its competitors. For example, a good sales team
is a strength and poor internal communication is a weakness.

The company should also look at opportunities and threats in its
environment: the strength of competitors, government regulation, the
way that society is changing etc. These are external factors. For example,
a change in a country’s legislation on broadcasting might present an
opportunity for a group that wants to buy a television company there. The
change would probably also pose a threat to existing broadcasters.

Strengths: A firm’s strengths are its resources and capabilities that can
be used as a basis for developing a competitive advantage. Examples of such
strengths include: patents, strong brand names, good reputation among
customers, cost advantages from proprietary know-how, exclusive access
to high grade natural resources, favorable access to distribution networks.

Weaknesses: The absence of certain strengths may be viewed as
a weakness. For example, each of the following may be considered
weaknesses. In some cases, a weakness may be the flip side of a strength.
Take the case in which a firm has a large amount of manufacturing capacity.
While this capacity may be considered a strength that competitors do not
share, it also may be a considered a weakness if the large investment in
manufacturing capacity prevents the firm from reacting quickly to changes
in the strategic environment.



Opportunities: The external environmental analysis may reveal certain
new opportunities for profit and growth. Some examples of such opportunities
include: an unfulfilled customer need, arrival of new technologies, loosening
of regulations, removal of international trade barriers.

Threats: Changes in the external environmental also may present
threats to the firm. Some examples of such threats include: shifts in
consumer tastes away from the firm’s products, emergence of substitute
products, new regulations, increased trade barriers.

7.1 Donna is presenting a SWOT analysis of her travel firm. Read and tell

what the expressions in italics are — in terms of SWOT analysis.

1. “We have some very good/ locationsfor our travel agency shops in
cities all over Europe.’

2. ‘“There may be an economic slowdowrvnext year, and fravel is one
of the things people cut back onfirst.’

3. ‘We are big enoughv to- negotiate very good priceswith
hotels and airlines.’

4. ’Internet bookingof travel is increasing; and we want to get
into this.’

5. ‘We need to improve staff training — we have a new computer
system but a lot of the staff can’t get the most from it.’

6. ‘There are some very good ovline trawel companies already
established. They may challenge our position.’

7. ‘We have highv stoff tuwrnover.’

8. ‘Consumers are looking for move exotic pla@@yto go on holiday,
and we awe planning to- offer these destinations’.

7.2 Choose from SWOT analysis template the most essential issues related
to the organization or business you would like to work for and formulate your
ideas about its STRENGTHS — WEAKNESSES — OPPORTUNITIES —
THREATS.

- STRENGTHS: Capabilities — Competitive advantages — USP’s (unique
selling points) — Resources, Assets, People — Experience, knowledge,
data — Marketing — reach, distribution, awareness — Innovative aspects
— Location and geographical — Price, value, quality — Accreditations,
qualifications, certifications — Processes, systems, I'T, communications
— Cultural, attitudinal, behavioural strengths;



- WEAKNESSES: Disadvantages of proposition — Gaps in capabilities
— Lack of competitive strength — Reputation, presence and reach —
Financials — Own known vulnerabilities — Timescales, deadlines and
pressures — Continuity, supply chain robustness — Effects on core
activities, distraction — Reliability of data, plan predictability — Morale,
commitment, leadership — Processes and systems, etc — Management
cover, succession;

- OPPORTUNITIES: Market developments — Competitors’
vulnerabilities — Industry or lifestyle trends — Technology development
and innovation — Global influences — New markets, vertical, horizontal
— Niche target markets — Geographical, export, import — Market need
for new USP’s — Market response to tactics, e.g., surprise — Major
contracts, tenders — Business and product development — Information
and research — Partnerships, agencies, distribution — Market volume
demand trends — Seasonal, weather, fashion influences;

- THREATS: Political effects — Legislative effects — Environmental
effects — IT developments — Competitor intentions — Market demand
— New technologies, services, ideas — Vital contracts and partners —
Obstacles faced — Insurmountable weaknesses — Employment market —
Financial and credit pressures — Economy — home, abroad Seasonality,
weather effects.

7.3 Use the SWOT format as part of business planning and decision-making
and tell about possible ways to increase profitability and competitive advantage
(a situation where a company is in a position to be more successful than its
competitors) of the organization or business you would like to work for. 1!!

7.4 Read some extracts about differentiation and decide what headings

match them.

a) Bargaining Power of Suppliers

b) Rivalry with Existing Competitors

¢) Bargaining Power of Buyers (Customers)

d) Product Substitutes

e) Potential Entrants

1) Achieving customer loyalty means differentiating products in ways
that are meaningful to customers. Brand loyalty means that customers
will be less sensitive to price increases. As long as the company satisfies



the differentiated needs of loyal customers, it may be insulated from price-
based competition.

2) Through meaningful differentiation, companies develop products
that are considered unique. This uniqueness may insulate the company
from competitive rivalry and reduce customer sensitivity to price increases
(similar to the insulation from rivalry with existing competitors). By satis-
fying customer preferences in ways that no competitor can, companies also
are able to charge higher prices (because there are no comparable product
alternatives).

3) Because the differentiator charges premium prices, they are some-
what insulated from suppliers’ price increases (as the differentiator can ab-
sorb a greater level of cost increases from powerful suppliers through its high-
er margins). Alternatively, because of lower price sensitivity by customers,
differentiators may be able to raise prices to cover increased supplier-related
costs. Because of the differentiator’s focus on product quality and respon-
siveness to customer preferences, suppliers also may be forced to provide
differentiators with higher quality materials, components, or services.

4) The principal barrier to entry is customers’ loyalty to the uniquely
differentiated brand. This means that a potential entrant must either
overcome (or surpass) the uniqueness of existing products or provide
similarly differentiated products at a lower price to increase customer value.

5) Brand loyalty may effectively insulate differentiated products from
substitutes. Without brand loyalty, customers may switch to substitutes
that offer similar features at a lower price or to products offering more
attractive features at the same price.

7.5 Look at the mission statements of three companies. Which strategy
— Cost leadership, Differentiation or Focus — does each correspond to? 1)
To make sports cars for discerning enthusiasts with good
technical knowledge; 2) To sell clothing move cheaply than
the department stores; 3) To sell electrical goods with a
high level of after-sales service.!!

7.6 Companies that wish to be successful by following a cost-leadership
strategy must maintain constant efforts aimed at lowering their costs (relative
to competitors’ costs) and creating value for customers. Write four paragraphs
about the issues, that cost-reduction strategies include: X313



Building efficient-scale facilities

Establishing tight control of production and overhead costs

Minimising the costs of sales, product research and development, and service

Investing in state-of-the-art manufacturing technologies

7.7 Fill in the correct prepositions from the box.

| for

ow

aAcross

between| over |without]

1. Consumers are looking for the service that offers the best value

money.

insurance industry.

AN D kA~ W

market.

press and radio.

. There is a lack of strong differentiation

products in the

. We will continue to focus __ strengthening our competitive position.
. These changes will be implemented
. Product differentiation can be ___ terms of quality, design or even image.
. Competition would be fierce even

a five-year period.

a new entrant in the

. The launch was accompanied by a major marketing push across TV,

7.8 Match the two parts of these extracts containing the information about

Operating Plan — that highlights important elements of the Business Plan.

Read and translate correct answers.

1. The importance of the operating plan
varies from venture to venture, but this

a) will need and what type of equip-
ment you will require.

2. This section of the plan shows how
you

b) to assuring production quality, con-
trolling inventory, using subcontracting
or meeting other relating problems.

3. The operating plan should explain
the proposed approach

¢) plan is necessary even for firms pro-
viding services.

4. It touches at such items as location
and facilities — how much space you

d) will produce the product or provide
the service.

7.9 Put in appropriate expressions to complete the sentences. The first one

has been done for you.
bargaining position

outperformed

implement
conducted achievements
strategy

competitive advantage
cost advantages
source



1. The company iywests heavily in the marketing of its brands.
2. Much of our business is becoming Internet-based, which has a lot of

3. They used their strong to get a better deal.

4. We a thorough evaluation of the system.

. The banks have agreed to measures to improve
customer information.

D

. He outlined his for taking the business forward.

. We have consistently our larger rivals.

. Their have exceeded expectations.

.In the new economy, knowledge is the major of
competitive advantage.

10. Their easy access to the road and rail networks gives them a huge

over other firms.
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Unit 8. Innovation and the development process

1In this unit you will

» read about the ways to make innovative progress in new product
development;

» practise using appropriate vocabulary to talk about intrapreneurship and
implementing innovative processes;

» learn how to to distinct between pioneering and following certain trends in
producing goods and providing services;

» talk about the most important innovations in different areas of modern
life and about innovative ideas and products developing nowadays;

> discuss if it is possible for large organizations to come up with innovative
ideas and products.

A. Innovation

Enrique Sanchez is head of new product development at a large
consumer products company:

‘We want to foster creativity and innovation — the introduction or
development of new ideas, new things, ideas or ways of doing something.
We want to become the leaders in product development — that’ s why we
have a passion for quality, scientific and technological product innovation
and value for money.



Ours is a large company, but we also want to avoid becoming
bureaucratic, with slow decision making and involving complicated official
rules which may seem unnecessary.

We encourage corporate venturing — the activity of a larger company
investing in a smaller business in order to develop new products, markets,
etc. as well as get a share of the profits. And we recognize the importance
of intrapreneurship, where employees develop entrepreneurial activities
within the organization, working on their own projects outside the usual
frameworks; we allow them to spend 15 per cent of their time on this. It
often happens that an employee in a large company, who develops new
products or services, starts subsidiary businesses, etc. for the company
rather than leaving to form their own company.

We set up skunk works — a part of a company that has the freedom to
develop new products without being closely controlled by the company,
away from the main company sites and outside the usual structures, to
work on innovations. This is the way we do our new product development
— the process by which a company changes ideas into new or improved
products or services.

The most famous example of this was IBM, when it developed its PC
away from the company’s main research and development sites. In each
company these sites are usually run and controlled by the division that tries
to develop new products and ideas and improve existing ones. Research and
development division (R&D division) is responsible for examining new
ideas, implementing innovative processes and introducing new products.

We firmly believe that companies have only two basic functions:
innovation — developing new products and services — and marketing them.
Our marketing people are heavily involved in new product development.
They get the reactions of focus groups — groups of consumers who say what
they think of the product — at a very early stage in the development process.
These groups are specially chosen to represent different social classes. And
potential customers are asked to discuss and give their opinions about a
particular product.

The information obtained is used by people doing market research
— the process of collecting and analysing information about markets,
competitors, customers’ opinions and problems connected with producing,
advertising and selling goods and services.’



B. Pioneers and followers: shakeout and consolidation

‘One problem is to know whether to introduce a product or service
before anyone else, or to wait for others to introduce similar products.
Some say that if you bring a product to market first, you have first mover
advantage — a business that is the first to offer a new product or service or
to use a new technology. This helps you to be better or more successful than
other companies, because you can influence the way the market develops.
These companies are trendsetters or innovators — they start a new fashion
or make something really popular.

Others say that it’s better to be a follower — a company that enters
a market after others — and learn from the mistakes of the pioneers.’
A new or emerging industry, perhaps one based on a new technology, can
be attractive — the future structure of the industry is not yet established
and there is room for many competitors. But as growth in the new market
slows, smaller competitors with higher costs can no longer compete. They
drop out or are bought by the larger companies in a process of shakeout and
consolidation, leaving the larger companies with the resources to dominate
the industry, which is now mature.

Shakeout turns to be a big change that takes place in an industry,
in which people lose their jobs and one or more competing companies
disappear. Consolidation implies the situation when companies of the
same type join together to make their power, knowledge, and success
stronger — and as a result increase the level of profitability”.

8.1 Read A and B and complete the sentences, trying to guess what
expressions have to be added. The first one has been done for you.

1. To begin taking part in an activity or a situation, especially to start
competing in a particular kind of business means — to enter the
mowket .

2. They entered the electronics industry as a ,
producing cheap versions of established products.

3. In new industries, such as the Internet, the have a
great advantage over new entrants.

4. Feedback from suggested the advertisement made
people feel they could talk to the bank.

5. As more manufacturers enter the market, price sharply.
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6. Corporate venturing can bring strategic to a firm.
7. The new tax benefits are designed to corporate venturing.
8. The extra investment will be used for marketing and

9. The company $5 billion a year on R&D.

10. They have been pouring money into drug and development.
11. They are doing on Brazil and other promising
markets.

12. The consolidation of the two production sites into one will strengthen
our

8.2 This article contains words from A above. Complete it by choosing the
best phrase (a-d) below to go in each of the gaps (1—4).

INTRAPRENEURSHIP
(Financial Times)
Increased global competition is forcing large companies to consider
more venturesome ways of stimulating product ideas.
As a theory, intrapreneurship, where large established companies turn
to internal ‘entrepreneurs’ for breakthrough innovations, sounds like a
good idea. On the surface, nothing can be more efficient than (1)

In practice, things have not been that easy. (2)
many companies which ventured into the world of intrapreneurship have
failed to reap any benefits. After its birth in the 1960s, the concept fell
out of favour in the mid-1980s. Fostering different cultures in the same
organization has proven ti be difficult, while remuneration has also been
a problem.

Intrapreneurship seems to have been perceived to be more effort
and pain than it was worth. There is an increasing recognition that

3)

Most of the corporate venture activity in the past has been centered
around US companies, and the concept never really caught on in the
UK. But increased competition in global markets and the pressure for
innovation is forcing Britain’s large companies to look for methods to
stimulate ideas for new products.



4) companies through

corporate venturing and intrapreneurship may be given new life in the UK.

‘Too many UK companies used to lack global ambition, but now, those

who want to compete internationally realize that they need to innovate’

says Jim Martin, director of technology investment at 3i, the venture

capital group.

a) The push for innovation among large

b)encouraging innovation among employees so that they come up with
mould-breaking products and ensure the company’s survival.

c¢) the nature of big companies is to stifle innovation and enterpreneurship,
hampering their performance in the global arena.

d)Apart from a few examples of success.

8.3 Complete the sentences with appropriate forms of expressions from B
above.
1. The alliance put ARM in partnership with Psion, the early
of pocket-sized computers.
2. Freeserve was the first Internet service provider to drop upfront charges

and, with this , came to dominate
the UK market.
3. But when one company a successful business, competition

inevitably intensifies. Consumers benefit from the resulting cuts in
prices and improvements in quality.

4. So far Taiwan has always been a , making things invented
elsewhere more cheaply.

8.4 Look at the following facts about the development of the market for
online book sales. (They are not in chronological order.) Complete the facts
with appropriate forms of expressions from B above.

1. Some smaller companies stopped selling altogether: they ...

2. There is a trend towards fewer and bigger companies in the market, a
trend towards ...

3. Amazon and a few others lead the industry: they it.

4. The market is no longer young: it is now...

8.5 Is it always difficult for large organizations to come up with innovative
ideas and products? How does your organization, or one you would like to
work for, produce new ideas?!!
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8.6 The nouns below are often used when talking about innovation. Check
that you know the meanings of the words and phrases in the box and complete the
extract from the talk below. The first one has been done for you.

drawing board prototype brainwave patent
discovery setback breakthrough
pioneers R & D (research and development)

The idea of a lone inventor who makes a (1) discovery or has a
sudden clever idea or (2) is maybe a little out of date today.
While these types of (3) do still exist, these days companies
often have large (4)

concept

departments — teams of people who are
constantly innovating and perfecting designs.
Perhaps they begin with a (5) and then build a, (6)

or working model. Sometimes during testing there is a (7)

when it becomes clear the design has a fault. At this point

maybe it is time to start again or go back to the (8) . More work
— a solution is found. The
product can be retested and then, hopefully, manufactured. The company
will apply for a (10) for the design so that others cannot copy

it and steal the idea.

is done and there is a (9)

8.7 The adjectives below can be used to describe inventions or new ideas.
Which have a positive meaning? Which have a negative meaning? Write + or-
next to each one.

brilliant beneficial silly life-saving
pointless ridiculous time-saving annoying
wasteful life-changing practical money-saving

revolutionary

space-saving

ground-breaking

scientific

8.8 What are the most important innovations for you in your daily life?
Think about the following areas. !

* Communication

» Transport

* Home entertainment

* Food
* Other

What innovations would you most like to see in the areas above?




8.9 Discuss the quote and write if you agree with this statement or not — give your
explanations and clear arguments. 3¥13X13.!

Trnovation one canv not be innovating. I want to-
create classics’ (Coco Chanel, 1883—1971, French fashion designer)

8.10 Complete the text with the appropriate expressions.

People think they have a clear idea of the process of inventing something.
The inventorhasa (1) isdeveloped. There are difficulties and (2)

at some point someone shouts ‘Back to the (4) r

Eventually there is a (5) and the problems are ironed out.

A product is launched and its inventor is hailed as a (6) and (7)

pioneer. He or she (8) the idea and becomes
rich. Or the pioneer is overtaken by others who manage to commercialise
the idea more successfully.

But the process of invention is not as straightforward as it seems.
Take the steam engine. It was not (9) by James Watt - his
contribution was to make key improvements to the original design. It was
not initially used to power locomotives, but to pump water out of coal
mines. The (10) for fax machines and photocopiers existed
for many years before these inventions were (11) in large
numbers. Inventions are not always adopted as quickly as we imagine, or for
the (12) that they were originally intended for.

Unit 9. Defining quality terms

In this unit you will

» read about quality management in manufacturing and services in terms
of modern quality standards;

> develop skills in using vocabulary related to criteria for quality in business
and to the issues of quality control and customer services;

» talk about high-quality products and services expressing your idea of
quality;

> practise use correct forms of the expressions related to quality issues in
the memo from the head of a package holiday company.

A. What is quality
Staying in the lead means continually raising the bar. In 1980. a
television documentary in the US entitled ‘If Japan Can, Why Can’t We?’



announced that it had discovered the secret of Japanese competitive success:
quality. Japanese companies were successfully dominating world markets
because they had a quality system that allowed them to produce better
products than their US rivals - companies that competes with another.

What was more, the documentary said, the Japanese had learned
this quality system from US experts such as W Edwards Denting and
Joseph Juran. What US and other western businesses had lo do now was
relearn the techniques of quality management — a system of management
that considers that every employee in the organization is responsible for
keeping the highest standards of work in every aspect of the company’s
work in order to meet the needs of the customers.

The central problem revolves around an understanding of what
‘quality’ is and how far the concept can be applied across the organisation.
Definitions can vary. But it is generally accepted that the three elements
which constitute quality are:

- fitness of the design,
- conformity to specification and
- satisfying customer needs.

Today, quality is most often defined by the reaction of the customer
who buys and uses the product. If the customer is satisfied, so the theory
goes, the product is of sufficient quality. However, a strategy based on no
more than meeting customer expectations is a dangerous one. As it opens
the door to rivals that may produce better products.

B. Quality in manufacturing and services

Gordon Greer is head of quality at a car component company:

“The design for each component embodies the intentions of its
designer. So conformity to specification means putting these intentions
into practice when we make the components. Put another way, this is
elimination of variation.

We pay great attention to accuracy. The components must be made to
very strict tolerances - the measurements must be not more or less than
particular limits to within a fraction of a millimetre.’

Serena Togliatti is customer relations manager at a large bank:

‘In services, there is a parallel situation to the one in manufacturing.
The service received by the customer must be exactly what is planned and



intended, and annoying mistakes, for example in their accounts, must be
avoided.

From the customer’s point of view, quality could be defined in terms
of customer approval, that is, recognition that we are satisfying customer
needs and customer expectations. And if we exceed those expectations,
there may even be customer delight.’

C. Quality standards

The International Organization for Standardization is based in Geneva.
It is a network of national standards institutes from over 145 countries
working in partnership with international organizations, governments,
industry, business and consumer representatives, which use laws to provide
consumer protection against dishonest businesses or products that are not
safe or are too expensive.

In fact it is a set of standards to ensure that businesses do not use
processes that harm the environment and people. ISO has developed more
than 14,000 International Standards (levels of quality that is expected
or required), which it says are “documented agreements containing
technical specifications or other precise criteria and guidelines to ensure
that materials, products, processes and services are fit for their purpose”.

There are two series of standards for management systems: the
ISO 9000 series on quality management and the ISO 14000 series on
environmental management. Organizations can apply for certification to
1SO 9001:2000 and ISO 14001:1996. The contemporary version of the ISO
9000 standards put a particular importance on the following aspects:

a) the role of top management in setting policies for quality.

Top managers nave to be seen to be invoked in quality issues, not
leaving this to middle management;

b) statutoryand regulatory requirements — for example, the
car industry has to pay particular attention to safety and environmental
laws and standards in relation to the component that they use;

¢) measurable objectives — we have to be able to measure quality
and by how much it is improving;

d) resource management — how we manage the inputs to our
products, for example in human resources and materials;

e) monitoring customer satisfaction — customers are the
ultimate judges of quality and we have to constantly check and improve the

‘score’ that they give us;




) training effectiveness — the training of our staff is an
investment and we have to measure how effective it is in terms of our future

profitability;
g) continual improvement — 100 percent quality is never
achieved — there is always room for improvement.

9.1 Complete the sentences, using the words given in bold
quality standards  suffers tested changed
competition guidelines certification
quality measures monitor
1. We fought off from dozens of rivals to win the contract. They have
from a sales-oriented to a customer-focused business.

2. What percentage of products met the ?

3. The new will force companies to clarify financial
guarantees.

4. We are authorized to carry out of fire safety equipment.

5. Banks are introducing to make it easier for customers to
change accounts.

6. The software is thoroughly before certification is
awarded.

7. The standard of something when it is compared to other things
like it — in order to understand how good or bad something is —

8. When costs are cut, product quality sometimes
9. Hisjobisto quality and ensure it is up to our high standards

9.2 Look at these examples of work on quality at a company producing

car components. Match each one to an aspect of quality (a-g) — the 150 9000

standards — in C above.

1. All the people in the call centre were sent on a course to develop their
sense of team work, and this increased sales by 15 per cent.

2. The senior managers invited a well-known quality expert to do a
consultancy project on production quality.

3. The production manager looked at the latest regulations on car safety on
a government Ministry of Transport website.

4. Employees are always paid bonuses for suggesting improvements,
however small.



5. The company developed new software to analyze quality data more
closely.

6. They have checked the quality procedures in place at all of their
suppliers.

7. The car firms who buy the company’s components are totally satisfied.

9.3 What are criteria for quality in a business or an organization you
would like to work for?

9.4 Complete each sentence (1—23) with the correct form of the words given
below.
certify — apply — standard
1. ISO will give us more credibility with our clients and
so we’ve asked to be by them.
2. They told us to bring in ISO-approved consultants to check our
operations and make our through them.
3. Now we can put the ISO 9000 logo on all our literature. We’ve
all our documentation so that it’s clearly visible. Our
clients feel reassured - in fact, they love it!

9.5 Complete the table with words from A, B and C above and related
forms. Put a stress mark in front of the stressed syllable in each word of more
than one syllable. The first one has been done for you.

Verb Noun Verb Noun
approve approval fit
conform to satisfaction
delight specify
eliminate tolerance
expect vary

9.6 Now use correct forms of the expressions above and opposite to replace
the underlined words and phrases in this memo from the head of a package
holiday company.

MEMO 3t CLUB SOLEIL 3%
From: Jacqueline Toubon
To: All hotel managers

Buying a family holiday is a big investment for a lot of people,

both financially and emotionally. So, we don’t just want (1) thew



to- be happy withv what they get: we want (2) them to- bes
extremely happy.

We want to avoid the situation where things are different from what
customers were expecting and instead we want (3) stondards to- be
exactly as described: When the hotel does not come up to the
description in the brochure, our clients are extremely angry. This means (4)
ax\/m L M@: or differencesin relation to what we promise.

Customers may find that things are better than they thought they would
be, for example, the food may be better or the rooms more comfortable.
Although this may be a way of going beyond (5) what customersy
were. hoping for, it is important to keep control of costs. To use a
comparison with manufacturing industry, we have to keep standards within

certain (6) Limity

9.7 Use the words in the box to complete the flow chart concerning
the issues of quality control and customer services in the text “A defective
product”. The first one has been done for you.

identified modified failed
relaunched durability recalled
reliability tested launched

We (1) lanched  the product two years ago.We have a policy
of zero defects so we were surprised when, shortly after the launch, we
received complaints about the (2) and (3) of this
product. Because of market feedback, we (4) the product so
that any faults could be investigated. At the same time, we withdrew it from
sale. After extensive tests, our engineers (5) a fault. As a result,
they were able to correct the fault and we (6) the product. We
@) the product under controlled conditions. Finally, we (8)

the redesigned product in the market. Unfortunately, it (9)
due to lack of consumer confidence caused by bad publicity.

9.8 Complete the sentences below with words and phrases given here. Use a
good dictionary to help you. Consumer satisfaction questionnaire
— voutine checks — minimum standards — compensation —

guarantee — after-sales-service — monitoring — inspection
— faults.



1. Quality control

a) Quality control involves checking for before selling
goods.
b) We are always the quality of our products.

¢) The quality control department found several faults during one of their

d) We use a number of to measure quality.

e) During the a number of serious production flaws were
found.

2. Customer service
a) We measure how happy our customersare with an annual .
b)We ensure that the machines are well-maintained by offering

¢) We provide our customers with a lasting 10 years.
d) If there is a faulty product, we usually offer customers

9.9 Give an example of high-quality products or services. Explain your
choices.

9.10 Which of these words and phrases below best express your idea of
quality?

reliable value for money long-lasting traditional
well-known expensive hand-made modern
genuine made in country well-designed mass-produced

9.11 Look at these sayings. What do they mean? Which of the ideas do
you agree with?!!!
» They don’t make them like they used to.
* Quality not quantity.
* You get what you pay for.
* Don’t judge a book by its cover.

9.12 Discuss the quote and write if you agree with this statement or not
— give your explanations and clear arguments. “Quality iy remembered

long after the price is forgotten.” Gueci family slogan. 313131
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Unit 10. Ethical behaviour

In this unit you will

» read about ethical behaviour in business including transparency,
accountability and probity;

» practise using vocabulary to describe corporate social responsibility and
cases of unethical activities;

> talk about the purpose of a business and express your opinions about
ethics in different professional areas;

» discuss your attitude to a code of good practice and to mentioning

statements about ethics in a mission statement;
> write a paragraph about some ethical issues in business.

A. Ethics and business

Ethical behaviour is doing things that are morally right. Ethics
(countable noun) are moral beliefs about what is right or wrong. Ethics
(uncountable noun) is the study of this. Ethically responsible companies
want to do the right thing in areas such as:

* employment and community: they want to pay attention to things
that affect all people, not just their employees, in the areas where the
company has its offices, factories and activities.

* the environment: they want to conduct business in ways that protect the
environment to ensure that the air, rivers etc. are not polluted and plant
and animal life are not endangered.

* winning new business: they want to get business without engaging
in corrupt behaviour, for example offering bribes — money given to
someone so that they behave unethically.

Companies want to be seen as good corporate citizens, with activities
that are beneficial not only for their stakeholders — their employees,
shareholders and so on — but for the community and society as a whole.

Ethical corporate behaviour also includes accountability — the idea
that companies are completely responsible for what they do and that
people should be able to expect them to explain their actions.

Transparency is explaining this behaviour in a way that can be understood
by outsiders, and not trying to hide anything. Companies may say that they
demand high levels of probity and integrity — complete honesty — from
their employees, and that they do not tolerate any form of misconduct —



behaviour that is unacceptable, especially because it breaks the rules of a
particular profession or turns to be bad management of a company.

Corporate social responsibility is the process of running a business in a
way that helps people in society to improve their quality of life. Companies
have long had codes of ethics and codes of conduct saying how their
managers and employees should behave. Now they are looking at these
issues in more systematic ways. They are designating executives to oversee
the whole area of corporate social responsibility (CSR).

10.1 Read the text and complete the sentences, using the words in bold
stakeholders accountability environmental transparency
corporations  activity areas effort
. We need to improve the of the board to shareholders.
2. Shareholders have called for more in company dealings.
3. There is a disturbing lack of transparency and accountability in

—_—

some .
4. Their level of corporate social responsibility is seen in their

work and projects in the developing world.
5. The success of the project wasn’t due to one person — it was a corporate

6. The company has recently expanded into new of business.

7. Newspapers report a higher level of in the foreign exchange
markets.

8. The scheme encourages workers to buy shares and become
in their own companies.

10.2 Read the article relating to the ideas in A. Then say if the statements
below are true or false, identifying the phrase or sentence from the article that
confirms your answer. The first one has been done for you.

HOW TO BECOME GOOD IN ALL AREAS

Few companies arc clear about how to manage what can be an
amorphous collection of internal initiatives and external relationships on
social, environmental and ethical issues. Probity and responsibility must
be embedded in a company’s culture, strategy and operations from the top
down. But how can this be done?

A new guide from Business tor Social Responsibility, a US non-profit
research and advisory organisation with 1.400 member companies and

74—



affiliates, attempts to answer this by taking the reader step by step through
the process of designing a corporate-social responsibility management
system.

Only a handful of companies have a full CSR management system in
place, says the organisation, which advises its members on how io make
responsible practices integral to their strategy and operations. Its corporate
members, mainly in the US and Europe. have combined annual revenues
of nearly $2,000bn (£1.300bn) and employ 6m people. They include ABB

British Airways. Coca-Cola, Ikea. Unilever and Wal-Mart. The
scandals in the US have underlined how “corporate responsibility
taskforces” and codes of conduct are not enough on their own and can
sometimes be a smokescreen.

“Creating and building a successful CSR management system is a
complex, long-term project for any company,” says the report. “It involves
a shift in the way a company conducts business and can be likened to
implementing other large-scale change initiatives such as total quality
management.”

The guide runs through basics such as who currently has responsibility
for CSR in the company, why a better management structure might
improve things and what “hot-button” issues (child labour, drug pricing)
face different sectors. It encourages companies to think hard about their
stakeholders, what their concerns are. how credible and influential they
are and whether they are a potential long-term partner or a liability.

1. Most companies have clear, coherent policies on social, environmental
and ethical issues. False — Few companies awe clear ... social,
evwironment and ethical issues.

2. If a company behaves with probity, it has high ethical standards.

3. Business for Social Responsibility has a coherent approach to
designing a corporate social responsibility management system.

4. It’s simple for a company to add a CSR management system to its
day-to-day business.

5. Codes of conduct are enough to ensure ethical behaviour.

6. The guide says that a company’s stakeholders should all be kept
happy so that they are all retained by the company over the long term.



10.3 Complete the sentences, with expressions from A.

1. The company was accused of giving to local officials in
order to allow their products into the country more quickly.

2. The company has supported several projects in the local
,where its factories are situated.

3. Voters demanded that there should be greater in the
election process so that they could understand it fully.

4. Following the scandals of Enron, Worldcom and others, there is greater
emphasis in business schools on the teaching of

10.4 What should you do in each of these situations? Work in a group
and discuss them — then write a paragraph, giving clear arguments of your
behaviour.

* The best-qualified person for the post of Sales Manager is female.
However, your customers would prefer a man. If yow appoink av
womowy yow will probably lose some sales:

* Your company has a new advertising campaign which stresses its honesty,
fairness and ethical business behaviour. It has factories in several countries
where wages are very low. At present it iy paying workers the
local mawket rate

* A colleague working in a hospital has been making mistakes at work
recently. This is because she has a serious illness. You are her friend and the
only person at work who knows this. She has asked yow to-keep
it v secret.

10.5 Discuss these questions and write an extract of your ideas. X135
1. Why is corruption more common in some countries than in others?
2. What are the consequences of corruption in your opinion?

10.6 Discus this list of unethical activities. In your opinion, which are the
worst? Are any common in your country?
Avoiding paying tax ~ Claiming extra expenses
Using work facilities for private purposes (for example, personal phone calls)
Accepting praise for someone else’s ideas or work
Selling a defective product (for example, a second-hand car)
Using your influence to get jobs for relatives (nepotism)
Ringing in sick when you are notill ~ Taking extended lunch breaks
Giving good references to people you want to get rid of

Employing people without the correct paperwork



10.7 Are some jobs more ethical than others? How ethical do you think
these professions are?

Car sales .
Accountant . Lawyer Police officer
executive
Banker Estate agent Nurse Tacher
Civil servant Journalist dentist Taxi driver

10.8 Discuss these questions. !
* What is the purpose of a business in your opinion?
+ What do you understand by these phrases — a) business ethics;b) a
code of good practice; c) a mission statement.
* Should mission statements include statements about ethics?



Additional texts

Unit 1
The Big Three Management Styles
by Paul B. Thornton

Management literature describes numerous management including
assertive, autocratic, coaching, country club, directing, delegating, laissez-
faire, participatory, supportive, task-oriented and team-based. Are there
really that many? I believe there are three basic styles - directing, ssing and
delegating, the 3-Ds of Management Style.

DIRECTING STYLE

Managers using this style tell people what to do, how to do it; and when
to have it completed. They assign roles and responsibilities, set standards
and define expectations.

Communicating — The manager speaks, employees listen and react.
Managers provide detailed instructions so employees know exactly what to
do. The ability to communicate in a clear, concise and complete fashion is
critical. The only feedback managers ask for is, ‘Do you understand what
needs to be done?’

Goal-Setting — “Your goal is to 20 sell 15 cars per month.” The manager
establishes short-term goals. When goals are specific and time bounded,
employees are clear on what is expected of them. Goals and deadlines
often motivate people.

Decision-Making — ‘1 want you to stop what you are currently doing
and help Sue set up the room for the seminar.” The manager makes most
if not all decisions. When problems arise the manager evaluates options,
makes decisions and directs employees as to what actions to take.

Monitoring Performance and Providing Feedback Managers establish
specific control points to monitor performance. ‘Get back to me at 11:00
a.m. to brief me on what you have accomplished.” Managers provide
frequent feedback including specific instructions on how to improve
performance.

DISCUSSING STYLE

Managers using this style take time to discuss relevant business issues.
What happens in a good discussion? People present ideas, ask questions,
listen, provide feedback, challenge certain assumptions and coach as
needed. It’s important to make sure ideas are fully discussed and debated.



Managers often perform the role of facilitator, making sure the discussion
stays on track and everyone has a chance to contribute.

Communicating — Two-way communication is the norm. ‘Let’s
go around the table and give everyone a chance to discuss their ideas.’
Managers spend as much time asking questions and listening as they do
talking and sharing their ideas. The right question focuses the discussion
and draws out people’s ideas.

Goal-Setting — ‘Ingrid, what do you think our sales target should be for
the fourth quarter?’ After adequate discussion, goals are then established.
Utilising a participatory style generally helps to increase employees’
commitment to achieve their goals.

Decision-Making — We nave a problem with the amount of inventory
we’re currently carrying. What action do you think we should take?’
Decisions are made collaboratively. Both manager and employee play an
active role in defining problems, evaluating options, and making decisions.

Monitoring Performance and Providing Feedback — The manager
and employee monitor performance and discuss what actions need to be
taken. This works best when both parties are open and make adjustments
as needed.

DELEGATING STYLE

Managers using this style usually explain or get agreement on what has
to be accomplished and when it must be completed. The how-to-do-it part
of the equation is left up to the employee. Responsibility and authority are
given to employees toget the job done.

Communicating — Regarding what has to be accomplished,
communications may be one way ‘I want you to deliver a 15-minute
presentation on our new compensation program at Tuesday’s meeting.’
In other situations it may be two-way: ‘Let’s discuss what needs to be
accomplished in the marketing brochure you’re designing.” Additional
communication takes place to review what has been accomplished and
obstacles preventing progress.

Goal-Setting — As stated above, specific goals may be established
by the manager or may evolve after a discussion between manager and
employee. Failures in delegation can often be traced back to a lack of
understanding of the desired output or deliverable. ‘I thought you only
wanted recommendations, not an implementation plan.



Decision-Making — ‘Barbara, that’s your decision to make.” Decisions
as to how the task will be accomplished are left to the employee. Employees
have the power to take appropriate actions to achieve the desired goals.
Managers must avoid ‘reverse delegation” when employees try to give back
decisions that they should be making.

Monitoring Performance and Providing Feedback — ‘I want a weekly
update on plan accomplishments.” Managers decide how much monitoring
is necessary. The amount of monitoring depends on the priority of the task
and the person doing it. Providing feedback is the responsibility of the
employee. Keeping the manager informed, especially, when the plan is off
track, is critical.

Unit 2
India: Call centres ring the changes
by Edward Luce

India’s call centres have a lot to answer for, according to the
traditionalists. Not only has the booming sector helped spawn a brash new
generation of profligate consumers, they say, but its revolving-door work
culture is also undermining virtues such as loyalty, hierarchy, patience and
discipline. Such anxieties might appear futile in view of the fact the sector
has almost quadrupled its headcount in the past three years to more than
350,000 employees and looks set to continue expanding at 50 per cent a year.

Such concerns are also becoming the chief headache of Indian call-
centre managers. Attrition rates, particularly in the larger hubs of Banga-
lore, Delhi and Mumbai, have jumped to more than 50 per cent a year in the
past 18 months. This is still comfortably below the worst rates in western
centres, where it could exceed 100 per cent. It is now posing serious chal-
lenges to India’s increasingly stretched human resource managers. ‘Until
very recently, India had a culture where you took a job for life and never
dreamed of leaving it unless you had a firm counter-offer,” says Noni
Chawla, a management consultant and head-hunter in Delhi. ‘But these
young call-centre workers think nothing of taking a job, doing four weeks of
training and leaving without anything else in the bag’.

There is an economic logic to such restlessness, however. In spite
of India’s unmatchable supply of English-speaking graduates — roughly
2.5m a year graduate in India, most of them with some level of English
- the industry’s rate of expansion has meant that demand has often out-
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stripped supply. This is particularly true of the more established centres. ‘I
would advise companies that are setting up in India to avoid Bangalore in
particular,” says Paul Davies, managing director of Onshore Offshore, a
UK-based consultancy. ‘“There is a circuit where new companies come in
and poach employees at higher salaries.’

One solution has been for companies to choose more isolated locations
— as HSBC has recently done, when it opened a call centre on the coast
of Andhra Pradesh. India has more than 50 towns with a population of
500,000 or more. Nevertheless, the strategy has its risks. One multination-
al that recently opened a centre in the Rajasthan capital of Jaipur has
found it hard to boost its employee count at the pace it would wish. ‘India
has a lot of English speakers, but investors should not overestimate the
number that are ready to work,” said Raju Bhatna-gar, president of ICICI
OneSource, an Indian third-party call centre, with 4,200 employees in
Bangalore and Mumbiai. ‘It is probably better to face problems of attrition
than of shortage of supply.’

Another remedy, which has taken on increasingly bizarre forms, is to
make the workplace more attractive. Some companies have introduced
salsa classes. Others have moved to multi-cuisine canteens. Almost all have
on-site recreational facilities, such as football tables and cafes, albeit with
limited success. “You can only really attract people with such gimmicks,’
says Mr Chawla. ‘Retaining them is a different matter.’

More seriously, companies are also becoming more alert to dealing
with employee trauma, particularly for those who work on the telephone,
for example abusive calls. ‘All calls are recorded, so we sit everyone around
and replay it and ask everybody to suggest where it could have been better
handled,” says Mr Bhatna-gar. ‘It helps the employee realise that it was
nothing personal. In fact, only about 1 per cent of calls are abusive and
training can do much to help.” ‘The typical Indian response to anger is to
fall silent, which only makes the Western customer worse,’ says Mr Davies.
‘But they learn very quickly.’

Another solution — still in its infancy — is to hire part-time older
employees, including housewives, and to allow them to telecommute from
home. About 80 per cent of India’s call-centre employees are aged between
20 and 25 and do not consider the industry to be a long-term career.



Another option, which one company is considering, is to open a call
centre on campus and allow students to drop in and out and work part-
time. “The more flexible we can be, the more likely the employees are to
stick around,’ said a human-resources manager in Delhi.

Ultimately, though, there is not much companies can do to surmount
the two core problems: that very few people like to sleep during the day and
work at night (the permanent ‘jet-lag syndrome’) and that, in spite of some
of the more glamorous-sounding out growths, most work in call centres is
repetitive and is likely to remain so.

At the same time, there is little to suggest the problem of an inherently
footloose workforce will pose a mortal threat to India’s continued expan-
sion. ‘Call-centre attrition is a universal problem,” says Mr Bhatnagar. ‘It
has got worse in India, but not nearly to the extent you would see in the West.

Unit 3
Perks that work
by Robert B. Burke

Keeping people happy is an increasingly tough trick. With
unemployment at record lows, ‘companies are trying just about anything’
to retain employees, says Jay Dohcrty of the New York-based human-
resources consulting firm William M. Mercer Inc. Not only are employees
being pampered, they’re getting more money, better benefits and help with
personal problems such as child care and financial planning. Bosses once
shunned such intervention. Retention ‘is no longer a human resource
issue, it’s a business issue,” Doherty says.

Because technology companies face the tightest labor markets, they
have been the most aggressive in devising ways to keep workers. Herndon-
based Net2000 Communications, for example, puts top performers behind
the wheel of luxury cars like a BMW 323i or Z3. MicroStrategy, a Vienna-
based data miner, goes a step further and has hosted all of its employees on
Caribbean cruises.

Such perks are great for the employee, but do they make sense for
the company? Maybe. Doherty says all companies -including technology
firms —‘have to be careful they don’t create a business model that’s not
profitable.” Don’t throw money at workers who want to leave because pay
raises don’t always work. Perks and benefits can be effective, but they have
to be custom-fit to the company and the business sector. Don’t add new

89—



perks just because they seem like hot trends, he says. ‘Too often there’s
a desperation sometimes to just try anything, and it’s very expensive.’
MicroStrategy, which reported lower earnings earlier this year, has been
rethinking its cruises, for example.

Yet companies still face labor crunches that can really hurt. How do
you keep workers? Start by making them feel they’re part of a special place
with a unique culture. “We want to hire people that are totally aligned
with our values.” says Tim Huval. general manager for South Dakota-
based Gateway’s 2,200-cmployee call center and manufacturing facility in
Hampton. ‘Honesty, efficiency, aggressiveness, respect, teamwork, caring,
common sense and fun. Those are values that we live by.” Founder and
CEO William Tyler pushes pairing quality of life with a sense of social
responsibility.

Workers can designate which non-profit groups experts contribute to.
A strong culture makes it hard for people to leave, Tyler says. “They don’t
have an urge to leave because they’ve found a home. They’re happy.’

Notice this corporate culture stuff doesn’t say much about shareholders
or profit. It’s a decidedly employee-centric approach. ‘If you ask any of
them, they’re all going to say, “Pay me more money.” But that’s not the
truth. Tyler says. “‘What people are looking for is, “A place that’s looking
out for me.””

What that means is helping employees cope with problems they face
outside the office. ‘That is where companies can build employee loyalty.’
says Barbara Bailey of William M. Mercer’s Richmond office. One popular
tool is revamping leave policies to create ‘flexible leave banks’ that put all
employee leave into a single category. Employees take time off when they
need it and don’t have to call it a sick day or vacation. ‘Work-life issues are
huge,’ Bailey says. ‘“You make them feel as though they’re not interested in
looking elsewhere, because they’re very happy with their life.’

Unit 4
None of us is as smart as all of us
by Howard Cant
A good team player has the key to success. Being the smartest, being
the brightest, being the hardest; all of these attributes that worked so well in
business in years gone by, now will not push you up the ladder quickly. How
good a team player you are and how well you share your knowledge with



your colleagues is the all-important factor in growing your career today.
If you can build a company culture that does not worry about who gets
the credit for something, think about what you could achieve! To survive
in the big bad tough working environment of today you don’t need to have
your own people competing with each other. It is the commercial ‘enemy’
against whom all their energy should be focussed.

It’s not always easy to be a good team member and compromise your
own views for the good of the whole, but it works for the betterment of the
company. You have to believe in the workings and power of the team and
recognise where your own strengths and contribution fit in. You have to
be honest, both with yourself and with your team members. You will have
conflict within the team and as long as this is controlled then it can be a very
healthy element for both the team and the development of the business.
Research into high-performing teams shows that each member cares for the
development of his team mates. This appreciation of each other’s learning
and development is key to the success of a team and the commitment of
each member to the other.

Over 70% of a manager’s lime is spent in some form of group activity,
often in meetings with others; relatively little time is spent in the supervising
of single individuals or on one-to-one discussions, thus the need for team
building. Indeed, the success of individual managers depends on how well
that manager’s team or teams improve in quality and productivity on
a continuous basis. In reality, group productivity is more important than
individual task accomplishment. The most effective teams are able to solve
complex problems more easily than one person can, for many capable
minds are brought to bear on an issue. However, all teams must be managed
well by a capable facilitator who understands that every team is unique,
dynamic and ever-changing. Moreover, teams have behaviour patterns,
just as individuals do and. just as children develop into adults, teams have
developmental stages, being more productive and efficient at one stage
than another.

It is also extremely desirable for team members to have the following
attitudes; ‘I know what I have to do and the team’s goals are clear’, ‘I
am willing to share some responsibility for leadership”, “I am an active
participant’, ‘I feel appreciated and supported by others’. “Other team
members listen when I speak and I respect the opinions of others’,
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‘Communication is open, new ideas are encouraged and we are having fun
working together’.

Teams soon develop a clear problem-solving approach that can be
applied time and again as long as their leader initially creates a common
purpose and vision, pointing the team in the right direction.

Cross-cultural issues can assail and impact the working of teams, but it
is well to remember that, despite culture, most team members have similar
objectives in life. Objectives that relate to happiness and health, to success
and recognition to love and being well-accepted by others. The clever team
leader recognises and plays upon these similarities while moulding the
cultural differences to benefit the team. For example. Thai team members
place a greater focus on personal relationships in everything they do while
Western team members arc looking more for personal achievement.

Unit 5
Growth mode. Finding new ways to grow a company in
today’s tough climate isn’t easy on
by Jason Karaian

The challenge for all companies: finding the next new source of growth
will be more difficult than ever before. Traditional sources of revenue growth
-such as product enhancements, grabbing market share or acquiring com-
petitors - have been largely tapped out, says Adrian Slywotzky, a managing
director at Mercer Management Consulting in the US. Slywotzky echoes
other management gurus in calling this ‘a growth crisis’.

In the hunt for growth opportunities, failure is rife. According to
research overseen by Chris Zook, head of the global strategy practice at
US-based consultancy Bain, only 13% of companies worldwide during the
1990s achieved ‘even a modest level of sustained and profitable growth’. In
today’s hyper-competitive environment, he says he’d be surprised if that
figure can reach 10%.

Yet that hasn’t stopped companies from whipping up investor
enthusiasm with magnificently ambitious growth plans. Zook notes that
the average company sets a public target of revenue growth at twice its
industry’s rate, and earnings four times higher. Where will all that growth
come from?

In many cases, finance might have the answer. Take, for example,
these three very different companies, all renowned for their ability to tap



into new avenues of growth: Logitech, a small start-up founded in 1981.
made a name for itself as a maker of computer mice for PC manufacturers
before expanding into the retail market to sell a vast range of accessories for
computers, gaming consoles and entertainment systems; Giorgio Armani,
the Italian fashion house, which, since its founding in 1975. has grown
revenue organically to €1.3 billion through shrewd customer segmentation
and brand control; and French hotel group Accor, which revolutionised
its industry in the 1980s with a smart investment aimed at budget travellers
and today is seeking to rekindle that innovative spirit.

Zook contends that the underlying strength in companies like
these is in their ability to combine high growth and low risk by moving
systematically 9 into ‘adjacencies’ - products, services, geographies or
customer segments that are highly related, or adjacent, to the company’s
core business. Other consultants offer variations on that theme. Richard
Wise, another managing director at Mercer, for example, says that a
successful growth strategy in his view is one that adds to, not detracts
from, a company’s core business. “The idea is not to abandon the pillars of
growth, but to add to the playbook.’ he says.

Attempting to produce new growth via adjacency moves is not without
risk. Chris Zook estimates that almost all of history’s biggest business blun-
ders were caused or made worse by growth strategies gone awry.

Swissair, for one, built a strong, if unglamorous, reputation for
punctuality and efficiency since its founding in 1931. In the mid-1990s,
a new management team launched a global growth initiative that involved
investments in several regional airlines — Belgium’s Sabena, Ukraine
International Airlines and South African Airways, to name a few — and
a clutch of travel-related ventures like airline caterer Gate Gourmet and
airport retailer Nuance.

Was it distraction that caused Swissair’s punctuality and baggage han-
dling to worsen, hurting business, and its investments in the world’s more
marginal airlines to prove an additional drag on its finances? Hard to say,
but in 2000 the company reported a mammoth loss of SFr3 billion (€2 bil-
lion at the time), and declared bankruptcy shortly after the September 11t
2001 terrorist attacks, SFr17 billion in debt.

Marconi is another example of growth strategy gone awry. A sprawl-
ing conglomerate with interests in products from lifts to semiconductors



to defence electronics, the UK-based company (formerly known as
GEC) made a big bet in the booming 1990s on telecoms equipment — a
business in which it didn’t actually have a toehold at the time. It sold
all unrelated businesses and went on a spending spree to buy up telco
equipment companies. When the tech bubble burst, the new Marconi
was badly exposed and nearly collapsed. It trades as a shadow of its
former self today. Adding insult to injury. Marconi’s sale of its former
‘core’ defence-electronics business to BAE in 1999 turned that company
into one of Europe’s leading defence contractors.

At any given time, says Zook. a company with a strong core faces
between 80 and 110 possible adjacency moves. Of these, ‘only one in four,
maybe fewer, will succeed in creating a stream of growing revenue and earn
their cost of capital,’ he says.

Unit 6
Nokia and the insistent ringing of competition
by John Gapper

In 1983. Nike enjoyed dominance of its industry, with a market share
of more than percent, having crushed Adidas, its original rival. But a tiny
competitor was about to knock it sideways: Reebok. A similar situation
exists today with Nokia and Samsung. Although the Finnish company’s
share of the global market for mobile handsets is similar to Nike’s in
athletic shoes years ago, its South Korean competitor has momentum.
Samsung’s camera phones, with twisting flip-up screens that allow users to
take, send and display photos quickly and easily, are hot; Nokia’s are not.

Samsung’s market capitalisation exceeded that of Nokia last week
as this fact became evident in the companies’ first-quarter results. Even
more annoying for Nokia is the transfer of something intangible, yet highly
valuable: market leadership. The high end of the market— phones that
retail for $300 or more in the US — is no longer Nokia’s. Samsung makes
the expensive camera phone that a young consumer wants to have.

Nokia seems to realise how potentially serious its situation is, but two
obstacles stand in the way of Nokia regaining authority. One (product
design) should be solvable, given the company’s heritage. The other
(that Samsung is South Korean) will be harder to tackle, as other western
companies are likely to find as well.



Design should be Nokia’s strength, since it originally overtook
Motorola by turning handsets into handsome and desirable consumer
goods, rather than bland technological objects. Yet in its recent models,
Nokia appears to have forgotten the first rule of modernist design -that
form follows function. Instead, it has placed most emphasis on making its
handsets colourful and zappy, with snap-on covers.

Samsung’s approach to digital communication has more substance.
Its twisting flip-up screen is a neat way of making the most of camera
technology. The screen can even be folded outwards, so friends’ photos
appear when they call.

There is no obvious reason why Nokia should not regain its lead in
design. But Samsung has another advantage, which is more difficult for
any European rival to counter: the willingness of young South Koreans
to pay high prices for new electronic devices. In terms of access to broad-
band and telecommunications infrastructure, Samsung happens to be sit
ting in one of the world’s most wired — and wireless — markets.

Nokia had a similar advantage in Finland in the1990s and exploited it
to 100 establish a strong presence round the world, including in Asia. But
Europe has trailed Asia in high-speed mobile services. South Korea has
more than 5m subscribers to third-generation services. That has helped
Samsung to develop better designs for camera handsets at home before
applying the lessons in Europe and the US.

One thing Samsung learnt — and Nokia did not — was to make its
camera handsets small. Masamichi Udagawa, co-founder of Antenna
Design in New York, says he was ‘shocked” when he saw one of Nokia’s
first camera phones in Tokyo; companies such as Panasonic and Sharp
were already making much smaller models for Japan. ‘It was a nice design,
with a sliding lid, but its sheer size made it unacceptable,’ he says.

For consumer companies in Europe and US, Nokia’s experience
points to a broader challenge. Nike has remained innovative by developing
a range of premium-priced shoes in the US and then selling them around
the world. Samsung has shown that companies in Asian economies can use
their own domestic markets to develop global products.

Of course, Japanese companies, including Sony and Toyota, have
done that for several decades, blending design and technology in ways
unmatched by western companies. But countries such as South Korea



have a demographic advantage over Japan and Europe - a plentiful supply
of young people. As southeast Asian economies develop, those consumers
will become increasingly valuable.

Unit 7
Satisfying Customer Needs
by Courney Price

It is imperative that companies pay careful attention to differences in
customer needs among customer groups and not arbitrarily “lump” them
together because:

1. The availability of sophisticated information processing technologies
allows companies to identify unique bundles of customer characteristics
and needs.

2. Competitors are becoming adept at precisely identifying even small —
but strategically relevant — differences in customer needs.

Thus, companies are challenged to use the tools available to them to
segment customers into competitively relevant groups, groups with unique
needs or preferences. However, product or industry characteristics may
make market segmentation difficult if not irrelevant in commodity-like
markets such as polyester yarn, bulk chemicals or cement.

Unfortunately, failing to make distinctions (where they are appropriate)
may mean that the company attempts to be “all things to all people” and
fails to focus on its key customer groups (and on satisfying their needs). To
survive and achieve strategic competitiveness in the today’s competitive
landscape, companies must:

* identify who their customers are;

» determine customer needs or preferences;

 focus on satisfying the needs of some group of customers;

* determine how to compete;

« select a strategy that enables them to satisfy customer needs.

The first step is to identify and segment customers based on differences
in needs or preferences. This enables the company to have a better grasp on
what might be important to a set of customers.

Once customers have been segmented into homogenous groups,
companies must determine whether or not differences in needs or
preferences among customer groups are significant. If they are not,
companies might decide to offer a standard product to all customers (a



standard product is one that appeals to or satisfies the needs of an average
or typical customer).

Companies may choose to ignore significant differences in customer
needs and offer standard products because they believe that the product
cannot easily be customised or differentiated, or that the company’s
competencies are best suited to manufacturing standard products.
Companies that offer standard, undifferentiated products typically offer
them at the lowest competitive price as they follow a cost leadership
strategy. However, companies that choose to ignore significant differences
in customer needs may find that they no longer are strategically competitive.

One of the biggest challenges for companies is to identify ways in
which they can bundle their resources and capabilities to create value for
customers. Because, given the choice, customers are most interested in
purchasing products that both satisfy their needs and provide value.

When a company decides whom it will serve, it must simultaneously
identify the targeted customer group’s needs that its goods or services
can satisfy. Top-level managers play a critical role in recognising and
understanding these needs since their insights about customers influences
product, technology, and distribution decisions.

The identification of key customer groups, customer needs, and
preferences (for product characteristics, features or value) must be
determined. This implies that customer knowledge (best gained through
direct contact) should be a high priority for top-level managers as well as
for sales and marketing personnel because knowledge of customer needs
and preferences affects or influences companies’ choices of the appropriate
technology, distribution, and products.

Customer knowledge becomes even more important as companies
attempt to perpetuate or sustain a competitive advantage. By listening to
customers, companies can learn to correctly anticipate their future needs
and create product innovations ahead of their competitors (to gain a first-
mover advantage) and before competitors can imitate the last value-added
innovation.



Unit 8
Inside Procter and Gamble’s innovation machine
by Patricia Sellers

A.G. Lafiey, the CEO of Procter and Gamble, has brought a lot of
creativity and rigor to P&G’s innovation process. During the past 2 years,
P&G has raised its new-product hit rate (the percentage of new entries that
deliver a return above the cost of capital) from 70 to 90%. That’s terrific in
an industry where half of new products fail within 12 months, according
to market research firm Information Resources. ‘In the 18 years that I’ve
followed Procter,” says Deutsche Bank analyst Andrew Shore, I have never
seen the company this good’.

Organic growth — meaning growth from core 15 businesses, excluding
gains from acquisitions — is at the root of P&G’s transformation. According
to Lafley, organic growth strengthens a company’s ability to innovate.

Coke, Kraft and Unilever are just a few of the giants that are struggling
to innovate and build the brands they already have. According to a recent
Boston Consulting Group survey of senior executives, more than two-thirds
say innovation is a priority, but 57% are dissatisfied with the returns on
their innovation investments. Lafley has a model for innovating in a big
company: One — on — one consumer research.

Jim Stengel, Procter’s Chief Marketing Officer, has cut his reliance on
focus groups — the conventional method for studying consumers. “You don’t
really learn anything insightful,” he says, contending that P&G and its rivals
have already met consumers’ obvious needs and that today’s opportunities
lie in meeting needs that consumers may not articulate. So he has urged the
marketers to spend lots of time with consumers in their homes, watching the
ways they wear their clothes, clean their floors, and asking them about their
habits and frustrations.

Procter and Gamble has 7,500 R&D people located in nine countries.
In order to collect feedback over this vast area, the company encourages
employees (both scientists and marketers) to post problems on an internal
website. Lafley evaluates the ideas that have been shared between employees.
Each year he presents his findings in half-day ‘innovation reviews’ for each
business unit.

Lafley says that his goal is to get half of P&G’s invention from external
sources, up from 20% four years ago and about 35% 55 today. Inventors are



evenly distributed in the population, and we’re as likely to find invention in
a garage as in our labs,’ he explains.

It’s not the P&G way to put out a product without test-marketing it. But
consumer testing takes time — a luxury that P&G executives increasingly
don’t have. Says Susan Arnold, P&G’s beauty queen: ‘“We don’t have time to
cross all the T’s and dot all the I’s. This business is trend-based and fashion-
based. You have to be intuitive.” By cutting down on test-marketing (but
not, mind you, on science), P & G has reduced product launch time from
laboratory to roll-out from three years to eighteen months company-wide.

Lafley believes that P&G needs to market not just the product itself but
the consumer’s experience of the product — how it looks, smells and feels.
Three years ago he added a head of design at P&G, a company veteran named
Claudia Kotchka, who reports directly to him. Her designers used to labour
in anonymity on logos and packaging. But they are now deeply involved in all
aspects of product development. For Olay Regenerist, they helped with the
formulation and the fragrance too.

In an attempt to encourage growth, some companies offer fat bonuses
for innovation or hire stars from outside. Lafley hasn’t done either of those
things. He doesn’t need to revamp pay schemes, he says, noting that managers
who fail to share ideas simply do not get promoted. He does motivate the rank
and file by giving out modest rewards, such as giving 50 stock options, for
creative ideas and by celebrating innovators on P&G’s internal website.

Unit 9
Miele focuses on old-fashioned quality
by Peter Marsh

At a time when life has rarely been tougher for manufacturers in the
developed world, Miele’s strategy for survival is to break almost all the
rules. The German company, a global leader in high-quality domestic
appliances such as washing machines and vacuum cleaners, is renowned
for its high manufacturing standards and its refusal to move down- market
and compete on price.

Miele bases nearly all its manufacturing in high-cost Germany and
is self-sufficient to a high degree. Rather than outsource to low-cost
suppliers, it makes 4 million electric motors a year (enough for all its
products) in its own plant near Cologne. Keeping the manufacturing base
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in the company’s own plant is, Miele believes, essential to maintaining its
quality standards. Sales last year were €2.2billion (£1.5billion).

The approach is respected by Miele*s industry peers. Andrea Guerra,
Chief Executive of Merloni, the Italian white goods maker, regards it as the
icon of quality in the industry - ‘with a fantastic position at the top end’.

The company sells appliances ranging from dishwashers to coffee
machines, at a price premium of up to 70 percent over their competitors’
products. It spends 12 percent of its revenue on product development -
far more than the industry norm. Miele’s attention to detail is legendary.
Ovens are tested using machines that open and shut their doors 60,000
times to simulate the use they will have in their owners’ kitchens.

The company also believes it can make its German plants more
competitive by changes in working practices. According to Markus Miele,
co-owner of the company, ‘We have a plant near G Utersloh that makes 50
percent of all the plastic parts we need. But we make this plant compete
with outside contractors to see who gets the work for specific jobs. We
make sure that the Miele plant charges prices no greater than the other
bidders. This is one way we encourage our factories to make improvements
and innovations in their production processes.’

Even though Miele’s manufacturing costs are higher than those of its
competitors, the company says these are justified by its ability to produce
appliances that — despite their high prices — people want to buy. Roughly
50 percent of Miele’s manufacturing costs come from components it
makes itself compared with about 30 percent for equivalent companies.
But, the company says, most Miele appliances will work for 20 years,
which is longer than comparable products. This, it says, is linked to the
reliability of individual parts.

The policy pays off, says Mr Miele. ‘My father [who was in overall
charge of Miele until 2002] once had a letter from an old lady in Eastern
Germany. She said she didn’t have much money but she was willing to
pay 50 percent more for a Miele washing machine because she knew it
would last for the rest of her life.” Nick Piatt, a home appliance specialist at
the GfK market research company, says such feelings are not uncommon.
‘The company has built up a tremendous loyalty among consumers who
know that the brand stands for quality,” he says.



Miele faces a tough few years as it strives not just to keep ahead of
competitors at the top end of the white goods market but also to interest
new generations of increasingly cost-conscious consumers in buying
machines that — in terms of Kitchens are the equivalent of luxury Swiss
watches.

Unit 10
No hiding place for the irresponsible business
by Alison Maitland

The food industry is blamed for obesity. Mobile phone operators
are challenged to protect teenagers from online pornography. Record
companies are attacked when they sue music-lovers for sharing illegal files
on the Internet.

Big business is being asked to explain its approach to a growing number
of social, ethical and environmental concerns. “We’re facing the greatest
demand for our assistance that we’ve seen in our nine-year history,” says
Bob Dunn, Chief Executive of Business for Social Responsibility (BSR),
a US non-profit advisory organisation whose annual membership includes
many top multinationals.

Microsoft, Lucent and United Technologies have joined BSR this year,
as well as Altria, a more obvious target for pressure groups and litigation, as
the parent company of both Kraft Foods and Philip Morris.

Industries that until now had avoided the spotlight are finding
attention is now focusing on them. Campaigners are beginning to show
interest in working conditions in factories in the developing world that
make equipment for computer and telecommunications companies.

The financial sector has come under pressure over lending to
controversial projects in the developing world. In June, a group of leading
banks, including Citigroup, Barclays and ABN Amro, promised to avoid
giving loans for socially or environmentally questionable projects.

Oil and mining groups have come under strong pressure this year from
a coalition of investors, activists and the UK government to make public
their payments to developing countries in an effort to fight corruption.

Some of the world’s biggest footwear and clothing brands, including
Levi Strauss, Nike and Reebok, have meanwhile taken voluntary measures
through the US Fair Labor Association to increase the transparency of
their supply chain. They published on the Internet the first independent
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audits of their supplier factories, along with the steps taken to improve
often terrible labour standards.

Companies usually take action when they face a real or potential
threat to their reputation, as when Kraft announced in July it would cut fat
and sugar in its food, limit portion sizes and stop marketing in schools. A
lawsuit against Kraft over fatty acids was rapidly withdrawn after it said it
would address the issue.

A few companies are, however, taking a lead because they believe it
will give them a competitive edge. Mr Dunn says the search for competitive
advantage is one factor creating interest in corporate responsibility among
companies in countries such as Russia, Poland, Turkey and South Africa.

In the UK, the trend is also reflected in the sharp rise in social and
no environmental reporting over the past two years. More than half
the FTSE250 companies now produce annual reports, according to
Directions, a study published this month by Salter Baxter and Context,
two well-known UK consultancies.

Some sectors remain secretive, including hotels and leisure, and
software and computer services. But they form a decreasing minority as
investor interest, regulation and peer pressure combine to force greater
disclosure.

When the first non-financial reports came out more than a decade
ago, they focused on the environment. Now 100 of the FTSE250 cover
environmental, social and ethical issues. Forty of the fifty largest European
companies also produce reports. In the US, however, only 22 of the S&P
top 50 reported, the study found. But how much can companies be
expected to achieve on their own? What is the role of government? Can
consumers have it all, demanding such high standards of companies while
refusing to change their lifestyle?



Building your vocabulary - common phrases and patterns

Unit 1. Management styles and motivation

effective/good/solid/strong/bad/poor
day-to-day/general/overall/routine

_ . MANAGEMENT
junior/senior/top
a layer/level/tier of
to assume/have/take/ accept RESPONSIBILITY

to delegate/share

for something

to adopt/implement/introduce/pursue
to abandon/change/develop/discuss
economic/tax

POLICY

constructive/positive /useful/immediate/negative
to get/give/offer/provide/receive
a layer/level/tier of

FEEDBACK

Unit 2. Employment and flexibility

casual/full-time/part-time/seasonal/ temporary
to be/get/have/take up/to find/look for/ seek
falling/full/high/low/total
to boost/create/cut/increase/reduce

EMPLOYMENT

data/figures/growth/ records
EMPLOYMENT -
opportunities/prospects
an EMPLOYMENT agreement/contract

to announce/avoid/make

i REDUNDANCIES
large-scale/mass/sweeping
to accept/face/take REDUNDANCY
) REDUNDANCY/
compulsory/forced/involuntary/voluntary REDUNDANCIES




Unit 3. Retaining staff

great/little
business/financial/management/technical EXPERTISE
to gain/have/lack
charges/costs/expenses
ADMINSTRATIVE .
duties/procedures/tasks/work
i 1 11
a bigger/ arger/sma er RIVAL
your closest/main/nearest
bid/offer
a RIVAL .
business/company/firm/group/operator
RIVAL products/services/brands
brand/product
a CORE . L .
business/division/market/operation
CORE activities/skills
customers/employees/worker

to focus on/develop/strengthen CORE brands
a clear/firm/formal/serious/strong
a continuing/long-term . COMMITMENT
to demand/lack/need/require
employee/personal/total
to fulfill/honour/meet
. a COMMITMENT
to give/make
business/contractual/family/financial COMMITMENTS
full-time/part-time/permanent/temporary
administrative/office/sales/technical
STAFF

to appoint/employ/hire/recruit/take on
to cut/dismiss/fire/lay off

development/meetings/trainin

STAFF pment/ gs/ g
cuts/shortages/turnover

THE STAFF canteen/dining room/restaurant
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Unit 4. Successful team building

changes/measures/reforms

to IMPLEMENT a decision/plan/policy/strategy

sth. extensively/fully/successfully

to cut/ease/increase/reduce/share | a WORKLOAD
ich in/have/lack

to be rich in/have/lac RESOURCES
to develop/manage/use

Unit 5. Competitive strategy

to build/develop/devise/formulate/plan
to follow/implement/pursue

a STRATEGY

a clear/coherent/good/successful/viable/winning

a long-term/medium-term/short-term STRATEGY

a basic/broad/core/general/ an overall

a STRATEGY | consultant/director/group/team/unit

a SENIOR

employee/executive/manager/official /vice-president
associate/partner/position/post

SENIOR

management/staff

to create/draft/write a MISSION STATEMENT

to define/establish/set
to achieve/meet/pursue/reach

a GOAL

your long-term/short-term/ultimate

an achievable/a easurable/realistic GOAL

clear/main/primary/specific

business/career/financial /profit/strategic GOALS

a COMPANY

expands/grows/fails
goes bankrupt/goes out of business/goes under

to create/establish/found/set up/start (up)
to manage/operate/own,/run

to join/leave/resign from/work for a COMPANY

to acquire/buy/sell/take over
to dissolve/liquidate




to break into/enter/come into/go into
to capture/dominate

the MARKET

the domestic/global/international/local/world
an active/a booming/rising/steady/strong

competitive/tough
a depressed/dull/falling/weak

MARKET (in sth)

MARKET | conditions/prices/rates

Unit 6. Staying competitive (I)

to accept/launch/make/reject/withdraw

to increase/raise

a BID

a failed/rival/successful

an all-cash/all-share/a cash/share

BID

a big/definite/great/huge/tremendous

a commercial/cost/an economic/financial/price

ADVANTAGE

to be/gain/give (sb)/have |

an ADVANTAGE

to advertise/fill/have/hold/take up
to establish/gain/hold/strengthen/use
to achieve/reach/strengthen/weaken

a POSITION

to be in a POSITION of authority/power/strength
a big/key/large/leading/major | SUPPLIER _
to buil 1 ise/f 1 1
o build/deve op/dewse/ ormulate/plan o STRATEGY
to follow/implement/pursue
a clear/coherent/good/successful /viable/winning
a basic/broad/core/general/ an overall STRATEGY
a long-term/medium-term/short-term
STRATEGY | consultant/director/group/team/unit

Unit 7. Staying competitive (II)

changes/measures/reforms
to IMPLEMENT .. .
decision/plan/policy/strategy
to IMPLEMENT sth extensively/fully/successfully




to decrease/drop/fall/halve

in VALUE
to double/go up/increase/rise

the current/long-term/potential/present/short-term | VALUE of sth

a high/low
bad/excellent/good/poor VALUE
to give/offer/provide/represent
to place/put/set a VALUE on sth
o gai
? gam/get/hav.e ACCESS
to give/offer/provide/
to gain/get/have ACCESS to sb/sth
to deny sb ACCESS to sb/sth_
to advertise/fill/have/hold/take up
to establish/gain/hold/strengthen/use a POSITION
to achieve/reach/strengthen/weaken
to be in a POSITION of authority/power/strength
the business/economic/political | ENVIRONMENT
 price/product DIFFERENTIATION
to increase/introduce/use

to have/lack/pool/share/allocate/manage/use/ develop
capital/cash/financial/technical
limited/scarce
to be rich in/have/lack

RESOURCES

aggressive/clever/effective/
successful MARKETING
email/online/traditional

campaign/plan/push/strategy

a MARKETING .
director/manager/officer

the MARKETING budget/spend
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Unit 8. Innovation and the development process

to conduct/do/hold/run/use |

a FOCUS GROUP

to carry out/do MARKET RESEARCH

a MARKET RESEARCH

interview/questionnaire/survey
company/firm/group

a business/commercial/corporate/Internet

VENTURE

to create/form/set up/start
to invest in/finance/fund

a VENTURE

to acquire/attract/find/get/have/keep/lose
existing/future/new/potential

CUSTOMERS

a big/good/large/loyal/regular
an awkward/a demanding/difficult

CUSTOMER

CUSTOMER | feedback/preferences/satisfaction

Unit 9. Defining quality terms

to establish/set
to improve/raise

STANDARDS

to achieve/meet/reach
to apply/enforce/set/tighten/use

a STANDARD

a high/low/minimum

STANDARD

be of (a) good/high/top
low/poor/varying

QUALITY

QUALITY declines/improves/suffers

bigger/larger/smaller
your closest/main/nearest

RIVAL(s)

a RIVAL

bid/offer
business/company/firm/group/operator

RIVAL products/services/brands
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considerable/marked/significant/substantial /wide
minor/slight/small/subtle
regional/seasonal/year-to-year

VARIATION (s)

to draw up/give/issue/publish
to breach/follow/stick to
clear/revised/strict

GUIDELINES

to award/grant
to achieve/attain/gain

CERTIFICATION

a CERTIFICATION authority/body programme/scheme

CERTIFICATION procedures

a broad/common/good/key/reliable | MEASURE of sth

a MEASURE of | demand/growth/inflation/performance/sales

austerity/cost-cutting/economy

emergency/precautionary/preventive/safety/security MEASURES

drastic/effective/necessary/tough

to adopt/introduce/take | MEASURE (to do sth)
agency/authorit d
'g . Y/. . y/.bo Y . a REGULATORY
examination/investigation/review
to get REGULATORY approval/clearance
REGULATORY hurdles/obstacles

STATUTORY

duties/obligations/responsibilities/rights
powers/procedures/requirements

Unit 10. Ethical behaviour

a big/large/leading/major/substantial

. . .. SHAREHOLDER
the controlling/main/principal
business/commercial/economic
construction/industrial/manufacturing/trading ACTIVITY

to boost/stimulate
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business/commercial/day-to-day/economic

core/non-core ACTIVITIES
to be involved in/engage in/focus on/limit
. 1 :
a b1g/g%ant./ arge/major . CORPORATION
a global/multinational /transnational
to create/form/set up
. L a CORPORATION
to dissolve/liquidate
biti | oint/ma
. 'an ambi 1ous{a arge/joint/major PROJECT
a building/construction/development/research
to fund/launch/manage/run/set up a PROJECT
a PROJECT leader/manager/team
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DEFINITIONS

Allocate — to decide officially that sth. will be used for a particular
purpose; to give sth officially to a particular person or thing.

Achievement — a thing that sb. has done successfully, especially using
their own effort and skill.

Authority — the official power to give orders to people, make decisions.

Bargaining power — the amount of control a person or group has when
trying to reach an agreement with another group in a business or political
situation.

Buying power — the amount of money that a person or business has
available for buying goods and services.

Bottom line — the amount of money that is a profit or a loss after
everything has been calculated.

Booming — a sudden increase in trade and economic activity; a period
of wealth and success.

Bribe — money, etc. that you give or offer to sb. to persuade them to
help you, especially by doing sth. dishonest.

Career ladder — a series of jobs from junior to senior level in a
company, an organization or a profession, that have increasing amounts
of responsibility.

Chief executive officer (CEQ) — the person in a company who has the
most power and authority and is responsible for managing its daily affairs
under the authority of the board of directors.

Collaborate — to work together with sb in order to produce or
achieve sth.

Commitment — 1) a promise to do sth or to behave in a particular way or
a promise to support sb/sth; 2) the willingness to give time, money, effort,
etc. in order to achieve sth; 3) complete loyalty to one organization, person.

Conduct — to organize and do a particular activity.
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Contribution — 1) an amount of money that sb. or their employer pays
for benefits such as health insurance, a pension; 2) an amount of money
that is given to a person or an organization in order to help pay for sth.

Core — the centre of sth.; the most important or essential part of sth.

Core area — the main part of a particular activity where most of the
work or business is done; the place where most work or business is done.

Corporate communication — the things that a company does to share
information with its employees or with its customers and the public, in order
to keep a good relationship with them and give a clear idea of what it is.

Cost saving — an amount of money that a business manages not to
spend, for example by becoming smaller or more efficient.

Crisis management — actions taken by an organization to deal with a
very difficult or unexpected situation.

Critical — extremely important because a future situation will be
affected by it.

Crunch — a situation in which there is suddenly not enough of sth,
especially money.

Curriculum vitae — a written record of your education and employment
that you send when you are applying for a job.

Distribution chain — the series of businesses that deal with a product
between when it is produced and the time that customers receive it.

Define — to say or explain what the meaning of a word or phrase is or
to describe sth accurately.

Draft — a rough written version of a document that is not yet in its final
form.

Effective tax rate — the total amount of tax that a business pays in a
particular period of time divided by its total profit.

Employability — having the skills and qualifications that will make sb
want to employ you.
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Empowerment — when managers give employees more responsibility to
control their own work, make their own decisions.

Establish — to start or create an organization, a system, etc. that is
meant to last for a long time.

Ethical — morally correct or acceptable; connected with beliefs and
principles about what is right and wrong.

Evaluate — to study all the available information about sb/sth and then
form an opinion about them/it.

Executive — a person who has an important job as a manager of a
company or an organization.

Extension — the act of making sth. longer, larger, more complicated,
etc.; the thing that is added to do this.

Facilitator — a person who helps sb. or a group of people to do sth.
more easily or reach an agreement about sth. by discussing problems,
giving advice, etc. rather than by telling them what to do.

Financial institution — an organization such as a bank that offers
financial services, such as accepting deposits, making loans or investing
customers’ money.

Flexible benefits — benefits, such as health insurance, use of a car, etc.
that employees receive in addition to their pay and can choose themselves.

Gross margin — a percentage showing the relationship between a
business’s profits before overheads are taken away (gross profit), and the
total amount of income from sales.

Headhunt — to find sb who has the right skills and experience for a
senior job in a company or an organization and persuade them to leave
their present job.

Human resource management — the activities involved in choosing,
training, etc. and taking care of employees in an organization, especially
in helping them develop their skills and abilities in a way that will help the
organization.

Impact — the powerful effect that sth. has on sb./sth.
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Integration — a process of combining two or more companies,
organizations or systems so that they work together well.

Intervene — to become involved in a situation in order to improve it.

Joint venture — a new business that is started by two or more companies,
often in the form of an independent company whose shares they own; the
product or service that the business sells or provides.

Jumpstart — to put a lot of energy into starting a process or an activity
or into making it start more quickly.

Kaizen — the practice of continuously improving the way in which a
company operates.

Key performance indicator — a measure that shows if a company has
reached the necessary standard in one of the factors that are essential for
its success.

Knockoff — a copy of a product, especially an expensive product.

Laggard — a company, an economy, etc. that is slow to improve or
grow compared to others.

Long-serving — having had the same job or position or worked for the
same employer for a long time.

Margin — 1) the difference between the cost of buying or producing
sth. and the price that it is sold for, calculated as a percentage of the selling
price; 2) an extra amount of sth. such as time, space, money, etc. that you
include in order to make sure that sth. is successful; 3) the amount by
which one quantity is greater or smaller than another.

Market follower — a company that has a strong position in a market
which it wants to keep but is not trying to get the largest share of the market.

Market share — the amount of sales of a particular type of product that
a company has, compared with the total sales.

Mass produce — to produce goods in large quantities, using machinery.

Mothball — to stop using or developing a business or part of a business
for a period of time.
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Non economic damages — an amount of money that is paid to sb. by the
company, person, etc. who caused them harm or injury, even though they
did not suffer financial loss.

Outline — to give a description of the main facts or points involved in sth.
Outperform — to achieve better results than sb./sth.

Pivotal — of great importance because other things depend on it.
Participant — a person who is taking part in an activity or event.

Partnership — 1) a relationship between people who own a business
together and share the profits and risks; 2) the state of having this
relationship.

Prevailing — existing or most common at a particular time.
Probity — the quality of being completely honest.

Property — an idea, a design, a piece of writing, etc. that belongs to
a person or an organization and cannot be sold or copied without the
owner’s permission.

Quality Function Deployment — a method of creating products and
services that involves basing design, development and delivery on what
customers say they need.

Range — a variety of things of a particular type.

Redundancy — a situation when a person loses his job because there is
no more work available for him; jobs lost in this way.

Relieve — to make a problem less serious.

Research and Development — work that examines new ideas and tries
to develop new products and processes.

Retailer — a business or a person that sells goods directly to the public.

Revenue — the money that is received by a business usually from selling
goods or services.

Review — a careful examination of sth., usually to see if any changes
need to be made.
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Reward — a thing that you are given or money that you receive for
working hard, doing sth. good.

Shareholder — money, etc. that you give or offer to sb to persuade them
to help you, especially by doing sth. dishonest.

Shelve — to decide not to continue with a plan, either for a short time
or permanently.

Sick pay — pay given to an employee who is away from work because
of illness.

Spree — a short period of time when sb does a large amount of a
particular activity.

Stakeholder — a person or group that is involved in and can be affected
by a particular organization, project, system, etc., for example directors,
employees, shareholders and customers.

Statement — something that is written and then read in public or
published in order to give a particular message.

Stuff — all the people who work for a company or an organization.

Supervise — to be in charge of sb./sth. and make sure that everything
is done correctly, safely.

Target — a result that a business or an organization tries to achieve.

Total quality management — a system of management that considers
that every employee in the organization is responsible for keeping the
highest standards of work in every aspect of the company’s work in order
to meet the needs of the customers; the techniques used for controlling
and checking quality.

Transparency — the fact of sth. being easy to understand and not being
secret.

Unemployment benefits — money that sb. who has recently become
unemployed receives regularly instead of their pay from a government or
union plan.

Valuable — worth a lot of money, very useful or important.
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Venture — a business project or activity, especially one that involves
taking risks.

Wholesale — the buying and selling of goods in large quantities,
especially to businesses, so that they can be sold again to make a profit.

Withdraw — to stop taking part in an activity or being a member of an
organization.

Workload — the amount of work that has to be done by a particular
person, organization or machine.

X-efficiency — the ability of a company to use the people, machines,
etc. that it has in the best way in order to produce as much as possible
quickly and at a low cost.
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