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Unit 1. Brands.
Made in Europe (8th page)

Almost every fashion label outside the top super-luxury brands is either already manufacturing in Asia or 5 thinking of it. Coach, the US leather goods maker, is a classic example. Over the past five years, it has lifted all  its  gross  margins  by (10) manufacturing solely in low-cost markets. In March 2002 it closed its factory in Lares, Puerto Rico, its last company-owned plant, and (15) outsources all its products. Burberry has many Asian licensing arrangements. In 2000 it decided  to  renew Sanyo's Japanese licence for (20) ten years. This means that almost half of Burberry's sales at retail value will continue to be produced under license in Asia. At (25) the   same   time   however, Japanese consumers prefer the group's European-made products. Sanyo is now reacting to 30 this demand for a snob alternative to the Burberry products made in its factories across Asia by opening a flagship store in 35 Tokyo's Ginza, where it sells Burberry products imported from Europe. In interviews with the FT, many executives say the top (40) luxury brands will continue to    be    seen,    particularly in    Asia,     as     European. Domenico De Sole of Gucci says: 'The Asian consumer 45 really does believe - whether it's true or not - that luxury comes from Europe and must be made there to be the best.' Serge    Weinberg,     Chief 50 Executive       of       Pinault Printemps  Redoute,   which controls Gucci, says it will not move Gucci's production offshore. Yet   some   in   the 55 industry     recognize     that change may be round the corner even for the super-luxury     brands.     Patrizio Bertelli, Chief Executive of 60 Prada, says: 'The "Made in Italy" label is important but what we are really offering is a   style,   and   style   is   an expression  of  culture.' He 65 therefore    recognizes    that quality fashion items may not   always   need    to be produced in Italy. Amitava    Chattopadhya. 70 Professor  of  Marketing  at Insead, the business school. says:  A brand is a set of associations in the mind of  the consumer and  one of 75 these is the country of origin. For luxury goods, the role of the   brand   is   crucial.   To damage it is a cardinal sin and no brand manager will 80 want   to   get   the   balance between        manufacturing location and the brand image wrong. 

From the Financial Times

Harley Davidson (10th page)

In 2003 the Harley Davidson brand was 100 years old. Although its brand image is based on the spirit of wild and rebellious youth such as Marlon Brando in the film The Wild One (1954), the typical consumer is very different. They are likely to be rich, middle-aged accountants trying to recapture their youth. The average age of Harley Davidson customers is 46 compared with 36 for the rest of the motorbike industry. At the party to celebrate the centenary, the surprise performer was actually Elton John, rather than the Rolling Stones who many people had expected. This caused many of the 150,000 riders and dealers to leave the event very unhappy. Although sales and earnings for Harley Davidson have been increasing for the past 18 years, many people see trouble on the road ahead. The problem is Harley Davidson's typical customers come from the baby-boom generation (1946-1964) and, as these customers get older, Harley Davidson may find its market shrinking.

JCB (10th page)

JCB is a world-famous engineering company. It was founded in 1945 by Joseph Cyril Bamford. He began his business working alone in a small garage. JCB makes construction and agricultural equipment such as tractors, earth-moving vehicles and loading machines. Now its world headquarters in England is one of the finest engineering factories in Europe. The company produces over 130 different models on four different continents and sells a full range of equipment in over 150 countries. It is truly a global brand.

JCB's research showed that its customers associated the company with the following brand values: 'yellow1, 'digger* and 'durable'. Adults saw the brand as being very British, and suggesting an image of quality and being functional. Children, on the other hand, saw the brand as 'big', 'muddy' and 'fun'. JCB made a decision to stretch its brand.
Business brief

As the marketing expert Philip Kotler has said, 'The most distinctive skill of professional marketers is their ability to create, maintain, protect and enhance brands.' But, despite the best efforts of professional marketers, the list of top brands of today is not so different from that of 30 or 40 years ago: Coca-Cola. IBM. Ford and Hoover are all still there. Consumers tend to form emotional attachments to foods and household goods they grow up with. These brands gain mindshare in consumers at an early age and new brands find it hard to compete with the established brands.
One area where new brands can appear is in new categories. For example, the names Dell and Easyjet have emerged as extremely strong brands in built-to-order PCs and low-cost airlines respectively, industries that have not existed for very long.

We tend to think of brands in relation to consumer marketing and packaged goods, and consumer goods companies will often employ brand managers to develop their brands. But the use of brands and branding is also important in industrial or business-to-business marketing, where companies are selling to other companies, rather than to consumers. As Amitava Chattopadhyay says in this unit of the Course Book: 'A brand is a set of associations in the mind of the consumer'. In business-to-business marketing, substitute 'buyer' for 'consumer', and there will be similar issues of brand awareness, brand image and brand equity: the value to a company of the brands that it owns. In business-to-business, the company name itself is often its most important brand. A company's image and reputation will clearly be key to its success.
End of teachers’ book. Branding: A crucial defence in guarding market share
By Fiona Harvey

For companies whose main products will never be seen by consumers, whose skill may lie in producing     anonymous     grey (#5) powders, the issue of branding might seem irrelevant. What difference can a name - or a carefully designed logo - make to selling chemicals? 'Nobody loves (#10) chemicals, ' says Peter May, Global Executive for chemicals and Pharmaceuticals at KPMG, the business services group, which could    explain    why    so    few (#15) chemicals products are branded to the end-user. Yet branding can be a key defence in protecting market share in markets where all products seem to be the same.

(#20) Even in the business-to-business market, chemicals producers can fix their product's identity in the client's mind through clever use of branding, according to Mr May.

(#25) The procurement officers in large    companies,    who    have responsibility for buying in supplies, can be as susceptible as end-users    to    branding    that (#30) emphasises a product's key attributes and the manufacturer's values. Mr May cites the example of Neoprene, an industrial material    recognised    for    its (#35) strength and toughness, as a success in this field.

Catrin Turner, partner at KPMG's IP services division, agrees.   She   notes:   'You   can't

(#40) neglect branding. If you think you have no brand, what that means is not that you really don't have any brands, but that you are not in control of them. And research (#45) shows that people do make buying decisions on the basis of brands.' Dow Corning, for instance, set up the Xiameter brand for its lower-priced,     high     volume     and (#50) established products, in the commoditised end of the chemicals market.

'We were aiming to make a  clear  choice  for  customers, (#55) characterizing the product very clearly for the market, and for our employees,' says Mike Lanham, Executive Director of Xiameter. 'A lot of the chemical industry does (#60) not spend time on branding. It was a foreign concept, and we've had plenty of requests from other companies to talk to them about what we did and why, as it is so  (#65) unique.’ Chemicals companies can also extend their brands into the consumer arena. Ms Turner points to the success of brands (#70) such as Lycra, Gore-Tex, Microban and Teflon in the consumer market, as examples of how chemicals companies can appeal directly to customers even though (#75) their contribution may not be obvious in the end product. 'DuPont didn't make a success of Lycra by accident. It was a carefully executed strategy, which (#80) has paid off,' she explains. 
From the Financial Times

End of teachers’ book. The challenge of turning a brand into an object of love.

By John Capper

Krispy Kreme doughnuts, Poilane bread, Tide soap powder, Harley-Davidson motorcycles, Cheerios cereal. What do these things have in common? According to their supporters, they are remarkable products that are more than just brands. They provoke such affection - even love - that their owners often talk about them to the underprivileged people who have not yet tried them.

Some of them are now called 'lovemarks', a name invented by Kevin Roberts, Chief Executive of Saatchi & Saatchi Worldwide, the advertising agency (or ideas company, as it likes to be known). Mr Roberts prefers products that are 'mysterious' or 'intimate', rather than being useful or competitively priced, and that can inspire 'loyalty beyond reason'.

But love is not a word to be used lightly. For most of us, it means exclusivity: we are not intensely attached to lou of things because we are not built that way. Companies must try either  to make products that a few people love, or products that many people quite like; an attempt to do both will produce obstacles and conflicts.

Two things lie behind the craze for emotional involvement. The first is overcapacity: there are too many products in every market segment, and this means it is hard to gain attention for anything ordinary. Seth Godin, a marketing consultant, mentions Frito Lay's launch of Stax, a rival to Procter & Gamble's Pringles potato crisps. He says that, despite a $50m (£27m) marketing campaign, fewer than half of those people questioned by market researchers recognised the name.

Mr Godin's solution is for companies to make only 'remarkable' things that will make consumers take notice. 'The tendency with any industrial or consumer good is to keep making it a little bit better, but that does not help one bit,' he says. A product must be revolutionary, or at  least  innovative,  to attract attention from tired shoppers.

The second factor is the increased ability of consumers to communicate their views about products, whether good or bad. 'In the age of the Internet, goods have real-time reputations,' says Ben McConnell, co-author of Creating Customer Evangelists: How Loyal Customers Become a Volunteer Sales Force. He says that the Internet has increased by a factor of 10 the number of people that one consumer can influence.

A company can take advantage of this by creating a group of enthusiasts who will generate buzz about its products. One company that does so is Krispy Kreme, which puts enormous effort into store openings. To help spread the word and provoke excitement, it distributes free doughnuts to people before the launch. These openings then become theatrical events: some fans camp overnight to be first to get a doughnut.

From the Financial Times

Unit 2. Travel.
Road rages in the sky (17th page)

Airlines and their long-suffering customers arc reporting a steep climb in air rage incidents. Some incidents are apparently caused by problems which are familiar to many regular travelers. One case reported from America stemmed from   an   interminable   delay   in takeoff,  when   passengers   were (#10) cooped up in their aircraft on the tarmac for four hours, without food, drink or information. Mass unrest is less common than individual misbehaviour, as in the case of the (#15) convict who recently went crazy on a flight, attacked the crew and tried to open a door in mid-flight. The psychology of air rage is a new area of study, and there are (#20) almost as many explanations as examples. Most analysts of the phenomenon blame alcohol, but many people now think that the airlines are at fault. To cut costs, (#25) they are cramming ever more passengers into their aircraft, while reducing cabin crew, training and quality of service, all of which increase passenger frustration. In (#30) addition, there is inc reasing concern in the US about another cost-cutting exercise, which could seriously harm passengers' health: cabin ventilation.  Modern aircraft are equipped with sophisticated air conditioning devices - but running them at optimum capacity burns up valuable    aviation    fuel.    Many (#40) airlines routinely instruct their flight crews to run the systems on minimum settings. Campaigners for improved air quality claim that this (#35) can    lead    to    irritability    and (#45) disorientation. In the US, the soaring number of passenger complaints across a wide range of issues is reflected in a number of new Internet sites which (#50) criticise the airlines and demand better service. One of the sites is demanding an air passengers* Bill of Rights.Cabin and flight crews, who are  (#55) in the front line of the battle against disruptive and dangerous inflighti behaviour, have called for stiffer penalties  against the offenders. Management   have   also   called (#60) for legislation - while denying that its   cost-cutting   practices   have contributed to the problem. But there are some signs, in the US at least, that the airlines are at last (#65) attempting to respond to customer dissatisfaction. Some major lines have announced concessions to the most frequent complaint of all, and are removing seats to make more (#70) room for their customers. 

From The Guardian

(20th page)

ICON is a computer software company based in Los Angeles, USA. The Manager of its company travel service is making arrangements for some senior managers to attend a seminar in France. The seminar starts on Friday July 5th and ends on Sunday July 7th. It will include meetings to discuss work problems and executive games to encourage teamwork. This is important because the participants are of different nationalities. The participants will expect to work hard, then relax, enjoy the amenities of the hotel, explore the surrounding area and have a really good time. The Manager of ICON"'s travel sendee wants to book a hotel which is both stylish and for money.

Stage l

The Manager of ICON's travel sen ice phones the Account Manager for Corp ,: Travel at Universal Airlines. He asks Universal to propose three hotels in France for die seminar. The Account Manager of Corporate Travel asks for more details about the seminar and its participants. Manager. ICON's travel service: turn to page 140. Account Manager, Universal Airlines: turn to page 147.

Buisness brief

Air travel in Europe has been shaken up by low-cost airlines offering spartan in-flight service and selling tickets direct over the Internet. Two national flag carriers have recently gone bust, partly as a result of the success of the low-cost carriers. Deregulation and liberalisation, driven by the competition laws of the European Union, mean that governments are no longer allowed to bail out their airlines.
Low-cost airlines are increasingly attractive to businesses watching their costs. Many business travellers are now using them, saying that there is no point in paying more for a flight just to get a badly-cooked breakfast. However, the established players reply that there will always be a place for full-service airlines, especially on long-haul routes, with ground staff, city-centre ticket offices and so on. But all this infrastructure means that traditional airlines have very high fixed costs: it costs almost as much to fly a plane full as three-quarters empty, and the main aim is to get as many passengers on seats as possible, paying as much as possible to maximise the revenues or yield from each flight.
This has led to the growth of global alliances. Most national European airlines are now members of either Oneworld or Star Alliance, and two airlines Air France and KLM, have opted for a full merger. Cooperation means that airlines can feed passengers into each others' hubs for onward journeys and costs of marketing and logistics are not duplicated.
Another aspect of travel is, of course, the hotel industry. Here there are similar issues of high fixed costs that have led to the development of hotel chains able to share them. Each chain is a brand and, wherever you go, you should know exactly what you are going to find when you get there.
However, business travellers are beginning to question the sense of travelling at all. Some argue that after the first face-to-face meeting between customer and supplier, further discussions can take place using purpose-built videoconferencing suites, webcams combined with PCs on the Internet and so on. Costs of videoconferencing are coming down, but it is probably more suitable for internal company communication, with colleagues who already know each other well.
End of teachers’ book. Wireless Internet: Demands of a more mobile workforce
By Sarah Murray

As the revolution in wireless technology gains momentum, hotels are the biggest growth area for wi-fi (wireless networking) hotspots. These days, the business traveller can get online anywhere from meeting and conference spaces to restaurants and bars. A recent report from Visiongain, the UK-based media company, predicted that wi-fi deployment in hotels was set to grow by more than ten times over the coming years. The company believes that, in three years, about 90 percent of all corporate users' laptops will include wi-fi capability. It reckons that the hotel industry will experience the most widespread  adoption of the commercial wi-fi hotspots used by laptop and PDA owners.

With such a fast take-up of the new   technology   it   is   hardly  surprising that hotels are keen to cash in. Opportunities to do so can be derived both from revenue-sharing agreements with telecoms suppliers, as well as from driving more traffic into, say, an unproductive coffee area, by the introduction of wi-fi hotspots. However, perhaps as important a motivation for hotel chains is the need to remain competitive, as their corporate customers -ever more accustomed to working while on the move - are demanding constant and easy access to high-speed Internet connections. Chains have been quick to respond.

Marriott has installed wireless connections in more than 900 of its properties - primarily in meeting and public spaces - at leading business travel destinations such as New York, Washington, San Francisco, Chicago, London, Frankfurt, Tokyo, Singapore and Hong Kong. 'We see the priority for wireless lying in places where mobility is a premium for travellers - in the lobby or in a meeting environment - where they want to move to a break out room and don't want to have to reconnect/ says Lou Paladeau, Marriott's vice-president of technology business development.

And high-speed connections certainly can boost a property's business. Since installing Cisco's high-speed Internet access for its guests, for example, the 500-room Palace Hotel in Japan has increased revenue by $27,000 per month. 'If a guest tries our Internet service for a day, he or she never stops using it until the departure day,' says Kyohei Hirose, director of rooms at the Palace Hotel. 'Once our foreign guests experience this service, it becomes the reason for them to come back to the Palace Hotel again.'

From the Financial Times

End of teachers’ book. Corporate road warriors

The characteristic that most distinguishes today's executives is not their technological sophistication but the amount of time they spend on the move. To observe the real impact of globalisation, you only have to walk around an international airport. Among the crowds of tourists, an army of road warriors and corporate executives march red-eyed across the world's time zones. Global markets mean constant global travel.

Management consultants are among the most frenetic frequent fliers. They routinely cross continents for a face-to-face i meeting and then return home. They point to the importance of personal contact. For a profession built on rational analysis, it seems illogical. Face-toface meetings 5 when one of the parties is exhausted and jet-lagged seem

unlikely to benefit anyone. But most consultants act as if e-mail and satellite links had never been invented. For the masters of logic, only the face-to-face experience will do.

The question is why all the technological gadgetry has failed make a dent in the amount of business travel? The answer seems to lie with a simple statistic. More than 90 percent of human communication is nonverbal (some studies put it as high as 93 percent). Facial expressions, body language, eye contact - these are all key conduits. Without them you can't get past first base. It's tough to bond over the Internet. 'Most of us still want face-to-face contact,' says Cary Cooper, professor of organisational psychology and health at the University of Manchester Institute of Science and Technology (UMIST). 'A lot of people rely on their personalities to persuade others,' he says. 'That doesn't come out in e-mails, and video conferencing is limiting. They may also want to influence people outside of the meeting. A lot of lobbying goes on before and after meetings. That's why eyeball-to-eyeball is so important. We still don't fully trust the technology even though it's been around for a while. We prefer to talk behind closed doors.'

We also read body language to pick up the atmosphere, he says. 'We walk into a meeting and pick up the feel of what the other people are thinking. We watch how Y reacts to what X is saying. You can't do that by videoconference. Most of us don't have the self-confidence to believe we can build the sorts of relation​ships we need with clients and suppliers down the wire. Business travel won't decrease for that reason. It's a shame because at the moment we're burning out an awful lot of people.'

From the Financial Times

Unit 3. Organisation.
Dirty Business, Bright Ideas (24th page)

By Gina Imperato

A headquarters with a difference Walk into SOL City, headquarters of one of northern Europe's most admired companies, and it feels like you've entered a business playground. Located in a renovated film studio in the heart of Helsinki, the office explodes with (#5) colour, creativity and chaos. The walls are bright red, white and yellow; the employees wander the halls talking on yellow portable phones. Liisa Joronen developed SOL Cleaning Service 11 years ago, out of a 150-year-old industrial empire owned by her family. SOL's competitive (#Ю) formula has five key ingredients.  


Few people dream about becoming a cleaner. But that doesn't mean cleaners can't find satisfaction in their work. The keys to satisfaction, Joronen believes, are fun and individual freedom. Its cleaners wear red-and yellow (#15) jumpsuits that reinforce the company's upbeat image. SOL's logo, a yellow happy face, is on everything from her blazer to the company's budget reports. Freedom means abolishing all the rules and regulations of conventional corporate life, (here are no titles or secretaries at SOL, no (#20)individual offices or set  hours of  work. The company  has eliminated all perks and statis symbols SOL's training programme consists of seven modules each of which lasts four months and ends with a rigorous exam. Of course, there are a limited number of (#25) ways to polish a table or shampoo a carpet. That's why SOL employees also study time management,  budgeting and people skills. 


Lots of companies talk about decentralising responsibility and authority. At SOL it's a way of life. (#30) The real power players of the company are its 135 supervisors, each of whom leads a team of up to 50 cleaners. These supervisors work with their teams to create their own budgets, do their own hiring and negotiate their own deals with customers. (#35) Liisa Joronen believes in autonomy, but she's also keen on accountability. SOL is fanatical about measuring performance. It does so frequently and visibly, and focuses on customer satisfaction. Every time SOL lands a contract, for example, the salesperson works at the new (#40) customer's site alongside the team that will do the cleaning in the future. Together they establish performance benchmarks. Then, every month, the customer rates the team's performance based on those benchmarks. 'The more we free our people from rules,' (#45) Joronen says, 'the more we need good measurements.' 
Laptops and cell-phones are standard equipment for all supervisors at SOL, freeing them to work where they want, how they want. Inside the offices there's almost no room for paper. So the company stores all critical budget (#50) documents and performance reports on its Intranet, along with training schedules, upcoming events and company news. 

From Fast Company

Business brief.
Businesses come in many guises, from the lonely-sounding self-employed person and sole trader, through the SME, (the small to medium-sized enterprise), to the multinational with its hierarchy and tens of thousands of employees. But the questions about what motivates people in work are basically the same everywhere. The first question that self-employed people get asked is how they find the self-discipline to work alone and motivate themselves, with no one telling them what to do. Some companies are also looking for this self-discipline and motivation; job advertisements often talk about the need for recruits to be self-starters.
Some organisations (such as advertising agencies) want to find ways of motivating their people to be ever more productive and creative. Employees and their managers in this type of organisation are relatively autonomous - they are not given exact procedures on how to meet objectives.

But others (such as banks) need people who can follow rules and apply procedures. (You do not want too much creativity when cashiers are counting banknotes!) These tend to be organisations with centralised cultures - exact procedures that must be followed are imposed from above.
In organisations of all kinds, the tendency is towards relatively flat structures, with only a few levels of hierarchy- this way the senior management is relatively close to the people dealing with clients.
The current buzzword is flexibility. This has a number of related meanings. One type of flexibility has existed for some time in the form of flexitime or ftextime, where people can choose when they work within certain limits. Then there is flexible working with some staff hot desking, particularly those who are home working, teleworking or telecommuting and who only need to come into the office occasionally. The number of tele-workers is rising fast, thanks partly to the declining cost and increasing availability of fast broadband Internet connections and mobile phones.
A third type of flexibility is where employees are recruited on short contracts to work on specific projects, maybe part-time. Perhaps the organisation only has a core staff, and outsources or contracts out work 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.
End of teachers’ book. Happy staff is not the full answer
Business gurus have been quick to highlight studies claiming to show that customer service is related to management style. These studies claim that the way service staff deal with their customers reflects clearly how they themselves are managed. Employees express attitudes, behaviour and emotions towards customers that reflect their own feelings towards their work, and these sentiments are determined by their managers. Customers then 'catch' these employee attitudes. This leads to the belief that employee morale is closely, directly and positively related to customer service satisfaction. 

Researchers have pointed out that    even    employees'     own perceptions of the quality of the service they provide are related to    both    their    personal    job, satisfaction   and   productivity.  They could  be  wronK  but  the theory has three principles:

• When organisations treat their employees well, the employeestreat        their        customers accordingly.

•  When  organisations  and the work group have policies and practices aimed at maintaining service quality, customers will be happier with those services.

•  The     more     a     company's employees have contact with customers, the more its morale and    organisational    policies affect customer satisfaction. The   theory   holds   that   the

customer is king and needs superb treatment by service staff. Staff at the customer interface need to be supported, trained and directed by their supervisors to ensure high-quality service. All people in the organisation should be directed to this end. So the Chief Executive's job is to help, support and advise the board, whose job it is to help, support and advise senior managers. Thus all employees are support staff, attempting to support those vitally important staff who come into contact with the people who pay the salaries: customers.     

All service organisations invest in trying hard to get excellent customer service. Airlines, hotels, restaurants and so on conduct serious selection and training to get the sort of person who thrives in customer service. Stable extroverts of sufficient - though not sparkling - intellect seem ideal. Managers rely on many courses, feedback and incentives to keep up standards. And they are aware of the role of demonstrating good behaviour.

But managers in the service industry also know that other factors beyond their control affect staff morale, mood and service. Irascible, demanding, downright rude customers can sap the morale of staff, no matter how well they are treated by their managers. Customer service may be emotional labour on a par with physical labour. There is the same level of exhaustion. And as customers demand more and more for less and less, the customer-facing staff bear the brunt.

From the Financial Times
End of teachers’ book. The engineer of the humane corporation

Peter Senge has influence. The Fifth Discipline, which encapsulated Prof Senge's ideas about organisational change, personal development and more besides, has sold close to a million copies. The Society for Organizational Learning (SoL), these days the main focus of his energies, counts BP, Shell, Hewlett-Packard and Intel among its supporters. So, how did a business school academic - he remains a senior lecturer at the Massachusetts Institute of Technology's Sloan School of Management - end up pursuing an agenda that centres on 'the interdependent development of people and their organisations as responsible and effective global citizens'?

'Remember that my training is in engineering, not management,' he says. 'U trained as an engineer because iit  was  the  best   way of learning about systems. This field    systems - seemed to me to   address   the   problem:    the world was becoming more and more interdependent, we were creating these patterns of interdependence, and yet we didn't know how to understand that. We were simply blind.'

Prof Senge's ambition remains to apply systems thinking to human systems: societies, organisations and companies. It was an urge that led him in the 1980s to seek out Chris Argyris, of Harvard Business School, and Edgar Schein of MIT Sloan leaders of the 'organisational development' movement. For Prof Argyris, this means persuading managers to question the politics, back-biting and 'defensive routines' that so negatively affect corporate life. For Prof Schein, it means recognising the importance of 'culture', the unspoken assumptions and established processes that dictate individual behaviour in organisations.

It was from this mix of ingredients that Prof Senge produced The Fifth Discipline. The first four disciplines are:

•   'personal mastery' (broadly, a commitment to your own and other people's full development)

•   'mental    models'    (reflecting upon        and         questioning assumptions)

•  'shared   vision'   ("a   force   in people's hearts')

•  'team learning' (or teamwork). 

Systems thinking is the fifth discipline      u way of thinking about    problems    that    brings together the other ingredients and allows for real organisational development.

The influence of The Fifth Discipline is undeniable. As well as launching the 'organisational learning' movement, it gave new force to the argument that the most effective organisations are also the most humane. You do not need to be a true believer to acknowledge that the ideas are intriguing. They challenge managers to think deeply not only about their own role but also about corporate goals and purpose. The question is whether the techniques laid out in The Fifth Discipline have really helped organisations become more effective.

Prof Senge points to SoL's 'sustainability consortium', a group of companies working to take environmentally unfriendly materials out of their supply chains, as systems thinking and shared vision' in action. Others are less convinced. Says Prof Schein: 'It is by no means clear that making organisations more humane, making them worth being part of, will work in the larger Darwinian scheme of things.'

From the financial Times

Unit4. Change.

US department stores launch counter-attack (31th page)

By Lauren Foster

As consumers demand better value and a more interesting and stimulating experience while shopping, (#5) department stores face a clear choice: adapt or die. 'My concern is that they will become retail museums/ says Britt Breemer, (#10) chairman of America's Research Group. The bottom line is that they have to admit they are in trouble and figure out some way to (#15) reinvent themselves. 'This may help to explain why four times as many households visit discount stores as department stores. (#20) Department stores face mounting competition from speciality retailers and discounters, such as Wal-Mart   and   Target.   Their (#25) steady loss of market share may be partly because the concept was born in a different era, a time when, for families, a trip to the (#30) stores combined shopping with entertainment. 

What is needed, say retail experts, is a new approach. A typical example of  this (#35)  approach working is  seen at Selfridges. This UK group hat racast itself from a 'sleepy 1970-styte department store' Into a retailing experience fit for the 21st century,        says        Wendy Liebmann, President of WSL Strategic Retail. One of the main changes is (#45) that more floor space is rented to vendors, in what is sometimes referred to as the showcase business model: vendors   design   their   own so booths and are encouraged to be creative. The Selfridges model, says Peter Williams, CEO of .Selfridges, is about creating (#55) an experience that is 'new, interesting and different' where it is not just the product that is different He says>  the problem  with   US (#60) department btoies is that they Arnold Aronson, a management consultant, believes Selfridges could be a (#65) prototype for failing US department stores: 'It has brought back excitement and novelty and is really seducing customers by developing the (#70) right merchandise, in the right quantities at the right time.' Federated, which owns Macy's and Bloomingdale's, (#75) appears to be moving in the right direction. Forty-two stores are being upgraded with the latest components of   its   'reinvent'   strategy, (#80) including enhanced fitting rooms, convenient price check devices, comfortable lounge areas, computer kiosks and shopping carts. (#85) The challenge department stores face is how to develop in a sector that is, essentially, not growing. But if they adapt, many    industry    observers (#90) believe they will survive. 'The department store is not dead, it will live on,' said Robert Tamilia, Professor of Marketing at the University of (#95) Quebec. But it will not be the same animal it was before.' 

From The Financial Times 

Business brief.

The 1990s saw massive restructuring. Companies downsized and delayered, getting rid of levels of middle management in order to become leaner, flatter, supposedly more efficient organisations. Often the reasoning was that computer networks allow top managers instant access to information that was previously gathered and transmitted upwards by middle managers, whose other main function was to communicate executives' key messages downwards to the workforce, and in this they were sometimes accused of diluting or confusing the messages, or worse. With fewer organisational layers, top managers say they can communicate more directly with front-line employees, the people who actually produce the goods or services and deal with customers. With less direct supervision, employees have often been encouraged to make more decisions for themselves in a process of empowerment.
Another trend was re-engineering, the idea that an organisation should not change incrementally, but should start again from scratch with no preconceptions about how things should be done, not just in manufacturing but in all the processes that contribute to what an organisation does, hence business process re-engineering, or BPR.
The human side of this, again, was that there would probably be redundancies. The people remaining would probably feel demoralised, wondering when the next wave of change was going to come and whether it would be their turn to be thrown out.
There has been a reaction to downsizing and BPR with the realisation that an organisation's most precious asset may well be its people and above all what they know. A company's accumulated knowledge and experience is part of company culture and this is increasingly seen as a key to success. This collective knowledge is something to cultivate and develop and that it may be a good idea to have people around who have accumulated years of experience. Some companies have appointed a chief knowledge officer to create systems to make this intellectual capital available to all employees via the company intranet fan internet-type system available only to the company). Knowledge management is a new business skill, essential if an organisation is to achieve knowledge capitalisation - the most profitable application of the knowledge available to it.
End of teachers’ book. Shake-ups that leave us shaken but not stirred
John recently resigned from his job with a European airline because of the way it handled heavy redundancies in the wake of September 11. 'The whole experience was a disaster,' he says. 'I was one of the last to leave and now all the original group that I started with are gone.' John, who worked in the finance department, says the redundancies were announced in an unplanned way and the workload was redistributed without any consultation, let alone assistance or incentives. 'People were already overworked, but when they were also given duties above and beyond their job specification, they began to leave in droves,' he says. 'On top of this, the change was not communicated well. We should have been consulted.'

Workplace change has become a constant for most employees. Yet it often fails to achieve its stated objectives and has unforeseen consequences of the kind experienced in John's case. A new study by OPP, which specialises in applied business psychology, seeks to explain why. Poor communication is often to blame, as are change imposed from above and an absence of obvious benefits. The study, based on a survey of 1,001 people at all levels in large UK organisations, finds that workplace change has left 58 percent feeling demotivated and less committed. Fourteen percent have left their jobs as a result and 49 percent have considered doing so.

'There are signs that organisations may have misconceptions about their employees' motives for working and the nature of their psychological contracts' says Bernard Cooke, leader of OPP's change consultancy team. 'Employees  are not asking for less change.     However,     they are demanding more involvement and clearer explanations of the reasons for the change and the expected benefits.' Employees are largely impervious to changes in the mission statement or the brand or logo that so excite those at the top. What they care about most is the effect on their pay, benefits, working conditions and job role.

The survey, carried out by MyVoice Research, finds that senior managers acknowledge the need to communicate clearly the  objectives and potential benefits of workplace reorganisation. Yet, in employees' eyes, they often fail to do so. Seventy-six percent of staff say that change tends to be imposed rather than discussed, 64 percent that senior managers are the only ones consulted, and 40 percent that change is communicated either not at all or only when it has been completed.

From the Financial Times

End of teachers’ book. Coastal wealth radiates across inland China

Inland cities such as Nanchang, capital of the southern Chinese province of Jiangxi have been largely off the map for foreign and  domestic investors. Only four years ago, staff at its airport still referred to overseas tourists as foreign guests', a term no longer used along China's industrialised east coast. But Nanchang's fortunes are changing. The construction of several motorways and railways in the past few years has made the city less remote and has attracted manufacturing industries inland from the coast.

‘You can reach Shanghai in six hours, Fuzhou in six hours and Guangzhou   in   six   hours,’   Li Douluo, Nanchang's mayor, said in an interview at the National People's Congress in Bering, 'You can reach 450m people within about six hours of Nanchang. We are at a hub between the Pearl River Delta and the Yangtze River Delta.'

The story of Nanchang  illustrates  an important emerging theme. The rapid development of coastal China in the past two decades is starting to radiate inland at a considerable pace. The impoverished provinces of Jiangxi, Hunan and Anhui -centres of the Communist revolution in 1949 - are becoming favoured investment destinations. 
The main attraction of such places is the cheap cost of the labour they can offer. The average manufacturing wage in Nanchang is about Rmb600 ($72, €58, £39) a month, significantly less than the Rmb900-Rmbl,000 common in the Pearl River Delta, an area of  concentrated manufacturing capacity in the southern province of Guangdong. Not surprisingly, it  has been the industries with the thinnest profit margins that have been first to migrate. 'The first  arrivals have been companies such as air-conditioner makers,' said Mr Li, naming Greencool,  Midea and TCL, three large domestic manufacturers of consumer electronics. Teco Group, a  Taiwanese home appliance group, has also invested $30m to build a plant making refrigerators,  air-conditioners, humidifiers and microwave ovens.

However, in common with many areas of China, Nanchang is suffering from a shortage of electricity and the rising cost of steel, cement, aluminium and other materials required to build factories. 'We have done a deal with cement factories in our area to sign long-term, fixed-price contracts so as to shield ourselves from rising costs,' Mr Li said. He laughed at the idea that Nanchang might be suffering from too much investment, in spite of warnings at the NPC that the growth in certain industry sectors needs to be restrained. 'Our economy is not overheating. We are just starting to catch up with the coastal areas,' Mr Li said.

Structural changes such as the construction of infrastructure and new housing for an urbanising population were drivers of long-term demand. The migration of farmers to Nanchang was planned to increase its population from 1.8m to 2.5m in 2005 and 3m in 2010.

From the Financial Times

Unit 5. Money.

Target Stores (42th page)

By Lauren Foster

Target yesterday beat Wall Street expectations when it delivered a 21.1 percent rise in   quarterly    earnings. 

(#5) 
Gains in Target's credit card business, as well as both its Target Stores division and Marshall Field's stores, offset a small (#10) drop in pre-tax profit at the Mervyn's department store chain. 

Target has cultivated a more upmarket and style-(#15) conscious image than other discount retailers. It is the third-largest general retailer in the US by revenues. 

(#20) 
Target yesterday said it saw continued price pressure from rival Wal-Mart. For the fourth quarter, Target's profit (#25) rose to $832m, or 91 cents a share, compared with $6S8m, or 75 cents a share, a year ago. Analysts had expected Target to earn 87 (#30) cents a share, according to Reuters Research. 

Revenues for the quarter rose 10.7 percent to $15.57bn   from   $14.06bn, (#35) while same-store sales -from stores open at least a year - rose 4.9 percent. 

Target said pre-tax profit soared   18.5   percent   at (#40) Target Stores. At the department stores, which have been ailing, pre-tax profit jumped 15.6 percent at Marshall Field's but fell (#45) 0.3 percent at Mervyn's. Credit card operations added $168m to pre-tax profit in the recent quarter, up 11.7 percent from a year (#50) ago.

For the full year, Target's profits were $1.84bn, or $2.01 a share, up 11.4 percent from $1.65bn, or (#55) $1.81  a  share,  the year before.    Revenues    rose 9.7 percent to $4S.16bn from $43.91bn, driven by new stores, a 2.9 (#60) percent rise in same-store sales and growth in credit revenues. 

From the Financial Times

Business brief.

One of the main features of globalisation is that capital can flow freely to and from almost everywhere. Money is always looking for places where it will be most profitable and earn the greatest return on investment.
As an individual, you can put your money on deposit in a bank and you will get interest. Your money is lent out to people, businesses and governments who need it to finance their own projects, and the bank will make its money on the difference between what it pays out in interest on deposits and what it gets in as interest from its loans.
If you want to live more dangerously you could buy some bonds and, as long as the organisation or country you have invested in by lending it money does not default, you will get your interest payments and later your bonds will eventually be repaid. If you live even more dangerously, you want to buy some shares and share in the profitability of your chosen company. In good times, the dividends will be more than what you would get from bonds and the shares themselves will increase in value, giving you a capital gain if you sell them. But, if the company runs into trouble and goes bankrupt, you will be among the last to be paid back and you may get only part of what you put in or you may lose all your money.
This is the trade-off between risk and return. The higher the risk of your investment not being repaid, the more you will want it to pay back in return on investment. Venture capitalists like the ones in the case study in this unit of the Course Book will invest in many different startups, knowing that most will fail but that a few will do reasonably well and one or two will, with luck, hit the jackpot, paying back all the money they lost on unprofitable projects and much more.
Investors use the world's financial markets to channel money into profitable investment activities and projects. Borrowers such as companies and governments use them to find capital on the best terms.
Most investors are not private individuals but institutions like banks, insurance companies, mutual funds (unit trusts in Britain) and pension funds who are, of course, investing the money of private individuals indirectly. The markets they invest in include the money and currency markets, stock markets for shares (also known as equities), commodities markets for anything from gold to pork bellies (used for making bacon) and property: buildings and land.
There are also markets for futures in currencies, equities, bonds and commodities: a future is a fixed-price contract to buy a certain amount of something for delivery at a fixed future date.
There are markets for options in currencies, equities, and bonds. Here, an investor buys the right to buy or sell a certain amount of these things at a certain price and particular date in the future. This is a form of betting on how prices will move.
Some of these markets, like stock markets, are based in particular buildings, some with trading floors, out most trading is now screen- and telephone-based. Others, like bond and currency markets, are 'virtual', in the sense that selling and trading takes place by phone and computer between the premises of issuers, broken and traders. (A broker is an intermediary between an issuer of securities such as bonds, a seller of я property, etc. and potential investors who buy the securities. Many brokers of securities are also traders, having their own supplies of securities to sell and make money on trading or dealing, hence the term securities house.)
Central banks like the bank of England and the European Central Bank are linchpins for financial centres (even if the Fed in the US к in Washington and the two main financial centres are New York and Chicago) because they set basic Interest rates: the 'price of money', and control money supply: the amount of money circulating in an economy. These controls have an enormous effect on the economy as a whole, and on the financial markets, even if the link of cause-andeffect between the fundamentals of the real economy and the financial markets is not always clear.
End of teachers’ book. Megane sales drive Renault to top position
Renault, the French carmaker, lifted its profit outlook for this year after posting stronger growth in the first half than its European rivals. Boosted by sales of its revamped, mid-size Megane model, the group raised its forecast for operating margin by one percentage point to 5.5 percent, up from 3.7 percent in last year. Net profit rose in the first half by 29 percent to €1.51bn ($1.82bn). Revenues rose 12 percent to $20.76bn.

Renault's improved outlook follows a hint from PSA Peugeot Citroen, its larger French rival, that it too could raise its profit forecasts despite a fall in earnings this year. Both carmakers have benefited from a rebound in the European     market.     Renault's

shares surged 5.3 percent to €64.45 in Wednesday morning trade in Paris, adding to an 18 percent rise since the start of the year.

'These are very good results, better than our own forecasts and those of the market,' said Louis Schweitzer, Chief Executive. Operating profit more than doubled to €1.28bn, helped by results outside western Europe, which moved into profit led by explosive growth in Turkey.

Renault is reaping the benefits of a strong vehicle line-up, with consumers drawn to the distinc​tive shapes of its Megane models as well as its Espace people carrier. Its buoyant forecast contrasts with the gloom surrounding larger European competitors such as Volkswagen, which last week slashed its profit forecasts, and Fiat, which announced stable operating losses of €282m at its automobile division on Monday.

Nissan, the Japanese carmaker in which Renault has a 44 percent stake, contributed the bulk of net profit with €939m and will help cost savings at the French group in the second half through shared platforms. Mr Schweitzer is stepping down as Chief Executive next year to be replaced by the respected head of Nissan, Carlos Ghosn.

AB Volvo, the truck maker in which Renault has a 20 percent stake, contributed €124m. Some analysts have suggested that this year could represent the high point in Renault's product cycle. But Mr Schweitzer dismissed the idea, saying he was convinced earnings would rise next year.

From the Financial Times
End of teachers’ book. Shares fall as BSkyB plans for long-term

British Sky Broadcasting saw more than £2bn ($3.6bn) wiped off its market value on Wednesday after Europe's largest pay-television group outlined growth plans. Investors took fright at proposals to increase marketing and infrastructure investment to attract customers to the pay-TV market and the pressure this puts on the company's short-term profitability. The shares fell 19 percent, or 114p, to a two-year low of 488p.

James Murdoch, BSkyB's Chief Executive, said a 'short term fall in operating margin' was expected in 2006, with significant growth from 2007 onwards. 'There will be a reduction in terms of margin in the short term because of the increased volume of subscribers coming in those years,' he added.

Some analysts' fears that growth was running out of steam under the existing business model were worsened by yesterday's disappointing news that just 81,000 new subscribers were added in the final quarter of last year to 7.4m. But Mr Murdoch said BSkyB was on track to meet its target of 8m subscribers by the end of 2005. He also set out a new target of 10m subscribers by 2010. About £25m will be spent on advertising and a further £450m would be invested in its infrastructure over four years.

Pre-tax profit almost quadrupled to £480m in the year to June 30, compared with £122m the previous year. Group turnover was £3.66bn, up from £3.19bn in 2003. The full year dividend was 6p, payable from earnings per share of 16.6p, up from 9.6p. BSkyB expected the penetration of pay television to reach 80 percent of UK households in the long term, compared with 43 percent at the end of this period.

It believed it would benefit from increasing take-up of pay television as younger customers arrive on the market, and by technological advances. Mr Murdoch said: 'As a management team you have to be focused on the long-term, on creating real, durable value . . . we've only scratched the surface here. This is essentially a business that has its best years ahead.'

From the Financial Times

Unit 6. Advertising.

What makes Nike's advertising tick?(48th page)

By Stefano Hatfield

Phil Knight, the co-founder and former Chief Executive of Nike, prefers to let his superstar athletes and (#5) advertisements do his talking for him. Named Advertiser of the Year at the 50th Cannes International Advertising Festival, he is the first person (#10) to win the award twice. 

Knight has an absolutely clear and committed strategy to use celebrity athlete endorsement. He describes it (#15) as one part of the 'three-legged stool' which lies behind Nike's phenomenal growth since the early 1980s, with   the   other   two   being (#20) product design and advertising.

He has built Nike's expansion into sport after sport from its athletics roots (#25) on the back of sporting masters; Carl Lewis on the track; tennis's Jimmy Connors and John Mdinroe; Tiger Woods, who led Nike into (#30) golf; Konaldo and the Brazilian   national   football team; and the basketball star, Michael Jordan, who famously rescued the (#35) company.

From the beginning Nike has been prepared to take a gamble on sporting bad boys others would not touch: Andre (#40) Agassi springs to mind. It was a strategy that began with Hie Nastase, the original tennis bad boy. The Romanian had the quality that has come to (#45) represent Nike and its advertising: attitude. 

After extraordinary growth, Nike became number one trainer manufacturer in the (#50) US. But Knight admits the company then lost its way as it failed to cope with its success. It experimented unsuccessfully with expansion (#55) into non-athletic shoes, and lost its number one position to Reebok in 1986. 

Knight bet the future of the company on a new feature; a (#60) new air technology inside the Irainer. He launched the product with a David 1'inchet-directed ad which used the Beatles track Revolution, and (#65) then marketed the Air Jordan brand on the back of Michael Jordan. Sales took off and the rest is history. 

This brings us to the subject (#70) of globalisation and the question of how American the brand can be. Nike uses a mix of global ad campaigns such as  'good  v evil' and local (#75) advertising such as its famous poster campaigns in the UK. During a 21-year partnership with the agency Wieden and Kennedy, Nike (#80) has created some of the world's most attention-grabbing advertising: for example the Nike 'good v evil'    campaign    and    two (#85) advertisements both for World Cups and the ad 'tag', last year's Cannes grand prix winner. Other famous ads star Pete   Sampras   and   Andre (#90) Agassi playing in the streets of Manhattan; Tiger Woods playing 'keepy-uppy' with a golf ball; and Brazil's team playing soccer at the airport (#95) terminal.

It is a remarkable body of work,   both   in   its   variety, daring and consistent originality. At Nike there is a (#100) streamlined decision-making process that gives marketing directors real power. They do not rely on market research pre-testing which often (#105) reduces the impact of more experimental commercials. There is also the long relationship with one of the world's best ad agencies, and (#110) what Wieden describes as 'an honesty about sport'. Things only happen in Nike ads that sportsmen and women can really do.

(#115) 
'My number one advertising principle - if I have one - is to wake up the consumer,' concludes Knight, with an absolute  conviction  that  is (#120) unique among modern-day chief executives. 'We have a high-risk strategy on advertising. When it works, it is   more   interesting.   There (#125) really is no formula.'

From The Guardian

Business brief.

Whether or not you agree with communications guru Marshall McLuhan that advertising was the greatest art form of the twentieth century, it is a big part of modern culture. Shared references feed into it and it in turn feeds into daily life: advertising catch phrases turn up in TV comedy sketches and everyday conversation. And we become 'ironic' about advertising, perhaps to show that we think we are able to resist it.
TV advertising is still the most glamorous, even if its heyday is over with the proliferation of channels and the saturation of the markets (at least in advanced economies) of the consumer goods it normally promotes. But the other media are not to be ignored: radio, cinema and the press, while hoardings (BrE) and billboards (AmE) are an integral part of the urban landscape. All these will be around for some time. Internet advertising expenditure is on the increase again. Some people find pop-up advertisements have become a major source of irritation, but others find them a useful source of information.
Advertising can be continued by other means, with sponsorship of particular events or product placement in films. This latter is where the product's makers negotiate for their products to appear and be used by the film's characters. A related phenomenon is product endorsement, where a celebrity is used in advertising a particular product. This can be dangerous if, for whatever reason, the celebrity falls from favour.
Some very creative minds come up with seductive combinations of sound, image and words, but tests show that we often don't remember the brand being advertised. Quantifying the effect of advertising is very difficult and there has been a backlash against it in favour of other, supposedly more targeted, forms of communication. This usually means direct marketing, otherwise known as direct mail but, as those li/ing in apartments who receive mailshots for gardening products know, the targeting can still be ludicrously imprecise.
Advertising agencies may offer to run direct mail campaigns, but what they are best at is creating traditional advertising campaigns. When a client becomes dissatisfied and the agency loses the account this is major news in tr.e advertising industry and means a big loss of revenue (and self-esteem) for the agency. Agencies develop a creative brief for clients, with proposals on the ideas to be used in the campaign. One key problem is reaching the right target audience (for example, young women between 18 arid 30), so the selection of media (the right TV channels, magazines, etc.) is very important. And the advertising must fit into the company's overall marketing strategy - its plans on how it will compete and succeed in particular markets,
All these activities, all this expenditure. But the ultimate in advertising is word-of-mouth: friends and colleagues are often our most reliable sources of information. This form of advertising is usually free. All the advertiser can do is hope that it is positive.
End of teachers’ book. American dream gets a Latino beat
Next month Procter & Gamble, which has for some time been reaching   Hispanic   consumers through brands such as Gain, the laundry detergent, will go a   step   further   in   its   efforts to   woo   Latinos.   When   Tide Tropical Clean hits the shelves, it  will  be promoted  with  the usual   multi-media   advertising campaigns.      However,      what distinguishes this new product from others is the fact that the product itself has been shaped with the Latino market in mind. An important element of this is the detergent's smell. 'Fifty-seven    percent    of    Hispanics describe  themselves   as   active scent   seekers,'   says   Mauricio Troncoso, marketing director of P&G's    multicultural    business development unit. 'And this is just the hard data. When you try to , quantify what it means, you would be surprised how strong a scent needs to be: considered as really strong.'

Unilever Bestfoods also hopes to seduce   Latino   consumers, encouraging them to 'enamorelos con Ragu' (fall in love with Ragu) through the pasta sauce brand's first television ad campaign, launched last month, aimed at US Hispanics. Shot in Argentina, the ads tell the story of how a family falls in love with Ragu.

With a Hispanic population rapidly heading towards 40m, the increase in numbers is matched by a sharp rise in Latino spending power. In addition, it seems that Latinos may be more responsive to advertising than other groups. A Nielsen Media Research study released this month found that Spanish-language television viewers pay more attention to commercials and are more likely to base their purchasing decisions on advertisements than other US consumers.

But while the Hispanic community may represent an appealing target for advertisers, it is by no means a uniform one. American Latinos represent a highly diverse population - the word 'Hispanic' is an ethnic category, rather than a racial group, that can refer to people whose origins range from Mexican and Puerto Rican to Cuban and Argentinian.

Marketers also need to take into account differences between first-generation and second-generation Hispanics. 'As an advertiser, it is important to be aware and sensitive to these differences and what they mean from a strategy and communications perspective,' says Susan Wayne, Executive Vice-President of marketing at Old Navy, the clothing retailer that is part of the Gap group. Recognition of this fact was what last November prompted Old Navy to create its first Spanish-language TV campaign. 'We know from our research that we had a stronger emotional connection with our Hispanic customers who were very integrated in American culture. But we also found out that we were not speaking to Hispanics who are predominantly Spanish-speaking and who are more comfortable with Hispanic culture,' says Ms Wayne.

From the Financial Times
End of teachers’ book. The anti-ad brigade
Sweden's powerful consumer association, Sveriges Kosumentraad (SK), is stepping up its fight against television advertising aimed at children. The association, a coalition of trade unions and other influential organisations, wants Sweden's ban extended to the entire European Union. Europe's food and toy  industries have long fought against the ban, but SK's actions will delight consumer groups that regard. Sweden as a pioneer in protecting children's rights. Sweden is often used by both sides of the debate in the UK over the role of TV advertising of food brands  in  encouraging obesity among children. There is a lack of clear-cut evidence that, since the ban  came   into  force   in   1991, Swedish children  have enjoyed  exceptionally low levels of obesity.

And   some   surveys   show   that Swedish kids are more overweight than their neighbours in Denmark, where there is no ban. Despite this, the supporters of a ban in Sweden are strongly vocal. 'Children have the right not to be exposed to television advertising, and it is heart​warming that so many Swedish MEPs share our view,' says Sveriges Kosumentraad spokeswoman Emelie Lothgren.

While it only applies to television - not other children's media such as magazines, outdoor or radio - the ban forbids the broadcasting of television commercials aimed at children under the age of 12 at times when those children are likely to be watching. As these rules effectively turn children's slots in advertising-free zones, anybody trying to sell goods to children can only aim a television campaign at parents or other relatives watching television after 9 p.m., when most Swedes (a nation of early-risers) are already in bed.

Yet despite the best efforts of the authorities to protect them from commercialisation, Swedish  children are just as familiar as their counterparts from the rest of Europe with the latest advertising jingles for snacks and breakfast cereals.  This  is because  of  a  loophole in the law - it applies only to television stations based in Sweden and not to foreign-based cable   and   satellite   channels. Penetration of cable and satellite  is   high    in   Sweden,   as   in most of Scandinavia, and large, multinational broadcasters such as   Viacom's   Nickelodeon   and Time Warner's Cartoon Network can all be viewed in the country. What's more, Swedish-language networks TV3 and Kanal 5 are also at liberty to broadcast as much child-directed advertising as they like without fear of censure, as they broadcast from the UK via satellite.

From the Financial Times

Unit 8. Employment.
Motivating high-calibre staff


An ctganisatton's capacity to   identify,   attract   and retain high-quality, high-performing people who can (#5) 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 (#15) on their bad days. They are full of ideas and get things done quickly and effectively. They inspire others not just by pep talks (#20) but also through the sheer force of their example. Such people can push their organisations to greater and greater heights. (#25) The problem is that people of this quality are very attractive to rival companies and are likely to   be   headhunted.   The (#30) financial impact of such people leaving is great and includes the costs of expensive training and lost productivity and (#35) inspiration. 

However, not all high performers are stolen, some are lost. High performers generally   leave   because (#40) organisations do not know-how to keep them. Too many employers are blind or indifferent to the agenda of would be high (#45) performers, especially those who are young.  

Organisations should consider how such people are     likely     to     regard (#50) important motivating factors. 

Money remains an important motivator but organisations should not  (#55) imagine that it is the only one that matters. In practice, high performers tend to take for granted that they will get a good (#50) financial package. They seek motivation from other sources. 

Empowerment is a particularly       important (#55) motivating force for new talent. A high performer will seek to feel that he or she 'owjis' a project in a creative  sense.       Wise (#70) employers offer this opportunity. 

The challenge of the job is another essential motivator       for       high (#75) performers. Such people easily become demotivated if they sense that their organisation has little or no real sense of where it is (#80) going. 

A platform for self-development  should be provided. High performers are very keen to develop (#85) their skills and their curriculum vitae. Offering time for regeneration к another crucial way for organisations    to   retain (#90) high performers. Work needs to be varied and time-should   be   available   for creative     thinking    and mastering new skills. The (#95)  provision  of  a  coach or montor  signals   that  the organisation        has       a commitment      to      fast-tracking   an   individuals  (#100) development. 

Individuals do well in an environment where they can depend on good administrative support. (#105) They will not want to feel that the success they are winning for the organisation is lost because of the inefficiency of (#110) others or by weaknesses in support areas. 

Above all, high performers - especially if they are young - want to (#115) 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 (#120) performing commodities, it  will hardly be surprising if their loyalty is minimal. On the other hand, if an organisation does invest in (#125) its people, it is much more likely to win loyalty from them and to create a community of talent and high performance that will (#130) worry competitors.

From the Financial Times
Buisness brief

Human Resources (HR). formerly known as Personnel, is the Cindeiella of company departments. Production managers manase production, sales directors head up their sales teams, but HR directors do not. strictly speaking, direct employees.
They act more as facilitators for other departments: they deal with recruitment in conjunction with departmental managers, they administe: payment systems in tandem with accounts, they are perhaps present at performance appraisal reviews when employees discuss with their managers how they are doing, they may be responsible for providing training, in industrial relations they are involved in complaints and disputes procedures, and they often have to break the news when people are dismissed.
Human Resources Management specialists may be involved in:
•   introducing more "scientific' selection procedures: for example the use of tests to see what people are realty like and what they are good at, rather than how they come across in interviews.
•   implementing policies of empowerment, where employees and managers are given authority to make decisions previously made at higher levels.
•   employee training and, more recently, coaching: individual advice to employees on improving their career prospects, and mentoring: when senior managers help and advise more junior ones in their organisation.
•   actions to eliminate racial and sexual discrimination in hiring and promotion and to fight harassment in the workplace: bullying and sexual harassment.
•   incentive schemes to increase motivation through remuneration systems designed to reward performance.
But their services may atso be required when organisations downsize and delayer, eliminating levels of management to produce a lean or flat organisation: trying to maintain the morale of those that stay and arranging severance packages for employees who are made redundant, sometimes offering outplacement services, for example putting them in touch with potential employers and advising them on training possibilities.
Professional people who are made redundant may be able to make a living as freelancers, or in modern pariance, portfolio workers, working for a number of clients. They hope to be on the receiving end when companies outsource activities, perhaps ones that were previously done in-house.
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. The message is that the era of lifetime employment is over and that people should acquire and develop skills to maintain their employability.
End of teachers’ book. The money move
You want a raise. You deserve a raise. But how do you ask for a it? Experts say there are several ways to make the interchange less stressful and more successful.

The first sign her co-workers noticed was the empty candy bowl. Lisa, an accountant at a construction company, was a cheerful woman who had always kept a dish of goodies on her desk. When she started removing the pictures and the plants from her office, rumours began to circulate. She did not explain her behaviour to anyone. Then the candy dish disappeared. 'She had been promised a raise* for a long while,' recounts Linda Talley, an executive coach based in Houston. Removing things from her office was a subtle way of letting her employers know she wouldn't wait any longer, but it worked. A few  months   later   her   salary   was boosted by $5000. There are many ways to ;isk for a raise, and Lisa's method is not for everyone. But experts say there are some basic  ways to enhance your prospects for success.

Adding value 
The golden rule is to oiler value, based    on    qualifications and achievements. Forget about your years of hard work, your experience, your personal needs and expenses, your mortgage, your ailing grandmother and your Great Dane's dog food bills. The 'dumbest case you can possibly present is one based on pity,' warns Howard Figler, a career counselor and author of The Complete Job-search Handbook.

In the private sector, your contribution probably falls within certain categories. You may be a key person who attracts new customers or one who is skilled at retaining the present relationships. You may be a cost-cutter, who improves the company's bottom line. Less quantifiable, but no less important, your reputation might enhance that of your employer or you could be one of those sunny personalities who boosts the morale of all around them, enhancing productivity. K&D

It stands for 'research and documentation', which is your responsibility. You must pinpoint your worth in the marketplace before entering into any salary negotiation. Although specific salaries are a taboo topic and . rarely    discussed    among    co-

workers, you can find comparative information on career-related websites and through professional organisations.

Brad Marks, CEO of an executive search firm specialising in the entertainment industry, recalls a cable TV company division head who wanted a 30 percent raise as a good example. When Mr Marks asked him to make a case for the huge jump, the executive returned armed with details of his contributions over the years and the statistics to show he was underpaid compared to peers in the company and the industry. 'However, some people just give a number at random,' according to Mr Marks. Taking the plunge

Now that you have done your homework, it is time to prepare yourself mentally for the big day. Few people enjoy the idea of confronting their boss and risking refusal (which is one reason so many companies have built in a structured   system   of   regular reviews and promotions), but it is important to remain calm. Lastly, even if your palms are sweating, don't forget to smile.

From the Financial Times
End of teachers’ book. Voodoo expense
David Wolff was walking down Bourbon Street, in the famed French Quarter of New Orleans, complaining to a co-worker about a Wall Street analyst who 'always bashed us in his newsletter'. Inspired by the numerous voodoo shops around, Mr Wolff thought that a voodoo doll would be just the thing to calm the behaviour of the Wall Street analyst. His co-worker, who was a vice-president at the software company that they both worked for, not only 'loved the idea', but also prompted Mr Wolff to put the voodoo doll on the trip's expense report, under 'miscellaneous supplies'. Faced with vice-presidential approval, the accounting department paid up.

This is 'a wonderful blend of unusual spending and bad intentions,' reckoned Scott Adams, the creator of the ultimate anti-management hero, Dilbert, the cartoon strip character. Mr Adams found out about the story in his role as judge for the California-based Freeworks.com's Laughing at Your Expense contest. And he liked the voodoo story better than any other entry in the contest, so Mr Wolff will be named as the official grand prize winner of the contest later this week.

By the deadline for submitting entries, Freeworks.com had received over 200 stories of employees who had tried - and succeeded, in most cases - to 'gain an advantage over their company', according to Tapan Bhat, the company's co-founder and vice-president of marketing. Entries could be submitted via the company's website.

One contestant submitted an expense report for a trip to Chicago, where he tried to cook some home-made food in his hotel room while showering and accidentally burned the whole set of curtains in the room. His company duly reimbursed him for $2,788 paid for the damaged hotel room, as well as for the $0.75 can of camp fire fuel intended to cook only the food and not the curtains.

Other entries pointed out the very strange rules relating to bureaucracy and expense reports.

 One contestant reported having submitted a report that included the price of donkeys hired to carry supplies up a mountain, as well as 'beers and expensive dinners'.

The manager responsible for approving the expenses criticised him for an unexpected error made filling out the form, related to the donkeys and not the beers: 'He said donkeys are NOT equipment, they're transportation'.

'What's most interesting is that most people who cheat on their expense reports do it just for the  excitement of it and not for some personal gain. The more unethical the deed, the better, but I looked for unusual things that were hard to explain. I expect David Wolff to  go far in management,' Scott Adams predicts. For now, Mr Wolff, an Oregon resident, will go to San Francisco to meet Dilbert's creator as an entitlement that came with his prize. This time the trip will not be on expenses.

From the Financial Times

