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In this un\it, you are going to:.
w Learn some basic principles of management.
+ Analyze cases concerning management.
+ Learn how to express issues concerning work style.

Learn how to write a company profile.

II. WARMING-UP

Before you start to do the readings, please decide whether the following statements

are true or false.

() 1. An effective manager is always positive when approaching his/her people.

( )2. A good manager knows all the answers to the potential problems from his/her
people.

() 3. An efficient manager is clear about the methods of dissuading his/her people
from bringing bad news.

()4. It'simportant for the manager to have a big picture of the business.

() 5. Money is the top concern for the manager when dealing in businesses.



( )6. When employees have a low morale, it is the manager’s responsibility to cheer
them up by organizing a party.

( )7. Set a deadline for every project and punish those who cannot meet the
deadline. .

( )8. Good time management helps the company to stay in track.

()9. Managers should give their employees some push to make sure they do their
jobs.

( )10. When employees judge you, you should defend your decisions effortlessly.

Management

Management involves the manipulation of the human capital of an enterprise
to contribute to the success of the enterprise. This implies effective communication:
an enterprise environment (as opposed to a physical er mechanical mechanism),
implies human motivation and implies some sort of successful progress or system
outcome. As such, management is not the manipulation of a mechanism (machine or
automated program), not the herding of animals, and can occur in both a legal as well
as illegal enterprise or environment. Based on this, management must have humans,
communication, and a positive enterprise endeavor. Plans, measurements, motivational
psychological tools, goals, and economic measures (profit, etc.) may or may not be
necessary components for there to be management. At first, one views management
functionally, such as measuring quantity, adjusting plans, meeting goals. This applies

even in situations where planning does not take place.

Questions for thinking.

1. What factors are involved in the management of one company?
2. How should business people run a company in the age of information and high-

speed technology?
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Directions: This passage is followed with various exercises. Please put the concept in the



passage into serious thought and finish the exercises.

When Corporations Fail at Doing Good

Aaron Chatterji

1. Thousands of American fast-food workers went on strike Thursday, rallying for
an increase in wages to fifteen dollars an hour, more than double the federal minimum
wage. Some business people responded by saying they want to improve wages and
working conditions at their companies voluntarily, under the theory that their
competitors will have to follow if they don’'t want to lose their best workers.

2. Tom Douglas, the owner of fourteen Seattle restaurants, raised his kitchen
workers’ starting wage to fifteen dollars an hour earlier this month, he told National
Public Radio. Douglas said he did not believe government should mandate businesses
to raise wages—or to require much of anything, really, including sick leave. Instead, he
believed the food industry should rely on the magic of the market to provide workers
with higher pay.

3. It’s fashionable, these days, for companies to tout their commitment to bettering
society without any need for government involvement. They argue that the market
will reward good deeds, so the public sector need not issue mandates. This rhetoric is
appealing, but it doesn’t always line up with the facts.

4. Consider Indra Nooyi, Pepsi’s charismatic CEO. Early in her tenure, Nooyi
realized that the public would increasingly pressure the firm to make its products
healthier. Nooyi argued that a shift toward healthier products would be good for
society at large and for Pepsi’s bottom line; John Seabrook wrote about the effort ina
2011 article about Nooyi’s approach.

5. Nooyi has backed up her rhetoric with concrete steps, acquiring healthier brands
like Tropicana and Quaker Oats and creating Pepsi Next, a lower-calorie version of the
flagship brand. She even hired a former official from the World Health Organization
to oversee the reforms. Initially, Nooyi won wide acclaim for her efforts. Fortune hailed
her as the most powerful woman in business five years in a row, and institutions
including New York University and Duke University gave her honorary degrees.

6. However, Pepsi’s investors have long been skeptical. During her tenure, Coca-

Cola’s stock price doubled while Pepsi stagnated, even losing its number-two position in



the cola market to Diet Coke in 2010. Investors believe that Nooyi’s socially responsible
vision is a bad business strategy that diverts resources from Pepsi’s successful, if
unhealthy, core brands. Hundreds of millions of new consumers in emerging markets
are clamoring to buy Pepsi’s existing products today, calories and all; with Pepsi’s
marketing budget spread thin, they are buying Coke instead. Relenting to this pressure on
the bottom line, Pepsi last year announced management changes and appeared to signal
that it would step back from Nooyi’s “performance with a purpose” business strategy.

7. The Pepsi case shows that doing good does not always lead to doing well
financially, a conclusion supported by decades of academic research. There are a lot
of theories about how corporate social responsibility helps companies retain workers,
keep them motivated and productive, and boost firms’ reputations, but real-world data
doesn’t necessarily corroborate this. Nooyi’s high-profile setback is just another signal
to other CEOs about which bottom line matters most.

8. Companies’ social-responsibility efforts are also likely to be hindered by the
important business maxim that “you can only manage what you can measuare”. In an
effort to make management more scientific, we teach business-school students lots
of quantitative skills but offer few tools to measure social impact. CEOs will find it
challenging to quantify the benefits of a charitable-giving program or an'education
initiative. During inevitable downturns in the business cycle, these programs are
easy targets for cost savings. That is why corporate philanthropy typically declines in
recessions. It’s also a reason the current corporate-social-responsibility craze might not
last long.

9. The only corporate social responsibility that is likely to survive will be activities
that the firm should be doing anyway to increase profits. When Wal-Mart requires
its suppliers to be more energy efficient, the company lowers its costs. When General
Electric champions investments in clean energy, its wind-turbine business benefits.
These initiatives are less about corporate social responsibility than they are about
business strategy.

10. The more interesting cases, where CEOs like Nooyi or Starbucks’ Howard
Schultz place social impact ahead of short-term profits, may be difficult to sustain in
today’s corporate world. The ruthless focus by investors on quarterly results—and
their pressure on CEOs to keep those results in line—gives companies little incentive

to continue their focus on social impact when their profits are at risk. As James



Surowiecki wrote in early August, fast-food companies have slim profit margins,
which makes it especially complicated for them to boost workers’ pay to a level that
is capable of supporting a middle-class family. So while Tom Douglas’ employees in
Seattle will benefit from their boss’ benevolence, millions of other low-wage restaurant
employees have little reason to expect that their employers will follow his lead. It makes

sense, then, for them to keep the pressure on their employers, and on the government.

(Resources: The New Yorker, August 29, 2013)

Words & Expressions

~ to call (people) together for a common purpose B, £

- rally v. | e.g. The group was trying to rally supporters at the
. demonstration.

‘ require 23K

| mandate v. ‘

e.g. The law mandates desegregation in all school.

the support of the voters given to their representatives

”~

through an election 3 #¥

" to promote or praise (something) energetically; publicize X
' tout v. NRE, FREE

e.g. touting the proposal at the town meeting

charismatic adj. possessing an extraordinary ability to attract 7 % J1#)
e | ! [C] the period of holding something {£8f; [U] the status of
tenure n. holding one’s position on a permanent basis £ 58, 45
ERfr |
bl | to salute or greet (somebody) [@f&; to signal or call loudly
‘ ' in order to catch the attention of (somebody/something) $30¥
: | to be or become inactive AEsh;, FRE; &%
| stagnate v.

e.g. The fish pond stagnated.
- (formal) to support or confirm (something) by new evidence
BE; ESK

e.g. Similar results of several experiments corroborated the

corroborate v.

new scientific theory.



hinder v.

maxim #.

quantify v.

downturn ».

philanthropy n.

recession .

champion v.
ruthless adj.
- incentive ».

benevolence n.

 the flagship brand

business strategy

to prevent the action or progress of (somebody/something);
hamper %555, PEES

e.g. Heavy rains hindered traffic on the highway.

a brief statement of a basic principle; a proverb 15 ; &=
e.g. “Haste makes waste” is a well-known maxim.

to determine or describe the amount of (something) #E ( =
R ) oo EE; Xf- HiTEN

e.g. His value to his team is impossible to quantify.

a move or tendency downward, especially in business or
economic activity ( LIERWWSHEAFIES ) B, THEEE
e.g. In a recession there is a marked downturn in business.
[U] the desire or effort to help humankind, as by giving
money to charities Z3E; RELHE

e.g. It’s a good thing that philanthropy allo_yvs a tax
deduction.

[C] something, such as an institution or a cause, designed to
promote human welfare ZEH#, EEE W

e.g. Numerous philanthropies support cancer resea}ch.

a time when economic activity has been weak 2357 5 H#f

e.g. Economists predicted a recession.

to fight for a defend (somebody/something); support actively
B2, #r

e.g. champion the rights of poor people

showing no pityv; cruel TTEH; FREEH

something that encourages action or effort j${fih; &

. e.g. The company gives bonuses as an incentive to good |

workers.
[U] a desire to do something good; goodwill &,

e.g. We donated money out of benevolence.
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core brand AN
emerging market W H

profit margin THBRFE
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1. Questions for discussion.

(1) What are the causes for the fast-food workers’ strike on Thursday?

(2) What did Indra Nooyi, Pepsi’s CEO, do to make the products healthier?

(3) How did Nooyi’s “performance with a purpose” business strategy work?

(4) Which is more important to a company, social impact or short-term profit? Why?

(5) What are the social responsibilities of a business? )

2. Reading comprehension.

() (1) Workers from the fast food industry had a strike, because
A. the working conditions were terrible

B. the unemployment rate was much higher than before



C. they wanted a rise with their hourly wage
D. the industry refused to pay their insurance
() (2) Nooyi argued that a shift toward would be good for society at
large and for Pepsi’s bottom line. '
A. the relationship between the work union and the workers
B. healthier products
C. the shortening working time
D. building daycare centers for employees
() (3) She even hired a former official from to oversee the reforms.
A. the World Health Organization
B. the World Commerce Committee
C. the World Work Union
D. the World Security Organization
() (4) During inevitable downturns in the business cycle, some programs are easy
targets for
A. work efficiency
B. cost savings
C. employment downsizing
D. lose of profits )
() (5) Fast-food companies have , which makes it especially complicated for
them to boost workers’ pay to a level that is capable of supporting a middle-
class family.
A. complicated employer-employee relationships
B. worse business codes
C. comparatively worse working environment

D. slim profit margins

3. Fill in the blanks with the proper words or expressions from the passage.

(1) The fashion shops are the pilgrim place to those new elites coming for
enjoyment.

(2) The economy and stock market seemed to be recovering, and there was optimism
that the , like many of those before it, would be over in a year or less.

(3) Real wages rely directly on investment; without increases in productivity, wages are



