Top Management
Complete the text using the correct form of these verbs:

achieve
allocate
balance
deal with
develop

employ
establish
follow
require

set

The top managers of a company (1) have to


objectives and then develop particular strategies that will enable the company to (2) 



 them. This will involve (3) 


the company’s human, capital and physical resources. Strategies can often be sub-divided into tactics - the precise methods in which the resources attached to a strategy are (4) 



The founders of a business usually establish a “mission statement” - a declaration about what the business is and what it will be in the future. The business’s central values and objectives will (5) 


 from this. But because the business environment is always changing, companies will occasionally have to modify or change their objectives. It is part of top management’s role to (6) 


 today’s objectives and needs against those of the future, and to. take responsibility for innovation, without which any organization can only expect a limited life. Top managers are also expected to set standards, and to (7) 


 human resources, especially future top managers.

They also have to manage a business’s social responsibilities and its impact on the environment. They have to (8) 


 and maintain good relations with customers, major suppliers, bankers, government agencies, and so on. The top management, of course, is also on permanent stand-by to (9) 


 major crises.

Between them, these tasks (10) 


many different skills which are almost never found in one person, so top management is work for a team. A team, of course, is not the same as a committee: it needs a clear leader, in this case the chairman or managing director.


Business Objectives and Values

Match up the following words with the underlined words in the text:

bring out
distributes
fired
firm

rewarded
remunerates
result
sell off

hostile takeover
other possible investments
the shareholders

One definition of a company is that it is nothing more than a sum of other people’s money invested in productive capacity or services which produce a profit greater than (1) the opportunity cost of the capital involved. From this definition follows the belief that the role of a company is to maximize its value for the shareholders. The managers must be permanently concerned with maximizing value, and not only if there’s the threat of a (2) raid. They have to concentrate exclusively on activities that create value, so that the company will regularly (3) divest less profitable operations, acquire other profitable businesses, and restructure itself.

According to the logic of “value-based management”, it is not enough to (4) launch a successful new product occasionally, and to revitalize existing mature products by effective marketing programs. The company has to develop structures that allow it consistently to create added value. These structures will include the way in which it (5) allocates financial and human resources, measures performance, and (6) pays its top managers.

One problem with this approach is that it is unlikely to motivate employees who know that they could at any time be (7) dismissed to reduce costs, or that their section could be sold or “restructured” out of existence if it is considered to be producing insufficient value. Financial objectives will probably only motivate a few people in the head office, and only then if they are (8) paid in proportion to the company’s value.

Other management theorists argue that profit is not an objective in itself, but a natural (9) consequence of doing something well. Profit is like health: you need it, and the more the better, but it is not why you exist. You exist to provide a product or service. Employees are more likely to be motivated by qualitative corporate purposes than quantified ones. A company which declares that its central values include a commitment to produce high quality goods or reliable services, while respecting each individual employee, is more likely to inspire everybody, from middle managers down to shop-floor production workers. These are values that everybody in the (10) organization can share.

An alternative to value-based management is the “stakeholder” model, which suggests that a business organization has responsibilities to everyone with a stake in, or an interest in, or a claim on the firm, including employees, suppliers, customers, and the local community. According to this view, a company has to balance the interests of (11) its owners with those of the other groups of people concerned by its existence.

Market Research

Complete the text using these words:

analyse
annual
concept
data
gather
guesswork
habits
inventory
launch opinions
packaging
promotions
respondents
significant statistics

Oh no, we’d never develop and (1)


a product solely on the basis of (2) 


 That’s much too risky. You can’t just trust the intuition of senior managers or product managers, you have to do market research. That’s what we call it in Britain, in the States they say marketing research. We collect and (3) 


 information about the size of a potential market, about consumers’ tastes and (4) 


 , their reactions to particular product features, packaging features, and so on.

Lots of people think that market research just means going out and asking consumers for their (5) 


  of products, but that’s not true. Actually, talking to customers is a relatively minor market research tool, because it’s very expensive. In fact, personal interviewing is the very last thing we’d do. We usually find that our own accounts department, which keeps records of sales, orders, (6) 


 size, and so on, is a far more important source of information. Our sales representatives are another good source.

There are also a lot  of printed sources of secondary (7) 


we can use, including daily, weekly and monthly business newspapers, magazines and trade journals, our competitors’ (8) 


 reports, official government (9) 


  and reports published by private market research companies. We only engage in field work, and (10) 


 primary data from customers, middlemen, and so on, if both internal research (analysis of data already available in the accounts and sales departments) and secondary data (available in printed sources) are inadequate.

If we do go out and do field work it’s usually a survey, which you can use to collect information about product and (11) 


 features, and to measure the effectiveness of advertising copy, advertising media, sales (12) 


  , distribution channels, and so on.

Market Research

An effective and relatively inexpensive method of survey research is the focus group interview, where we invite several members of the target market (and pay them a small amount of money) to meet and discuss a product (13) 


. The interview is led by a trained market researcher who tries to find out the potential consumers’ opinions and feelings about the product.

Focus groups are informative, but they’re usually too small for us to be sure that the chosen sample of  consumers is statistically valid. Questionnaire research, involving many more (14) 


, is more likely to be statistically (15) 


, as long as we make sure we select the appropriate sampling unit - whether it’s a random sample of the population, or a sample of a selected category of people - and the sample size is sufficiently large. When we’ve established a sample, we do the interviews, normally by telephone or mail, sometimes by personal interviewing.
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