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HNPEANCIIOBUE

Ipennaraemprii BalleMy BHUMaHHIO MPAKTUIECKUIT Kypc OBUT pa3paboTaH CHeaJIbHO
TUTSI TIEPETIOBBIX POCCUNCKUX MEHEIKEPOB (M BCEX, KTO XOUeT MMM CTaTh), KeJaOLIUX YCOBEP-
ILIEHCTBOBATb CBOI1 JIEIOBOM aHTIMIiCKKii. OH paccuMTaH Ha CTYAEHTOB, IOCTATOYHO CBOOO/I -
HO BJIAICIOIIMX aHTJIMMCKUM SI3BIKOM. 3a/iaya JaHHOTO ITOCOOMST — IMPEICTaBUTh YIAIIUMCS B
COOTBETCTBYIOIIIEM KOHTEKCTE COBPEMEHHYIO 9KOHOMUYECKYIO, YITPABICHYSCKYIO U (PUHAH-
COBYIO JIEKCHKY; OHO 3HAKOMMUT TaKKe C MOIHBIM KaproHOM, Ha KOTOPOM ceifqac TOBOPSIT B
MeXXIyHapOIHOM JeJI0BOM, (GDMHAHCOBOM Y MHBECTUILIMOHHOM COOOIIIECTBE.

CTpyKTypa MocoOusi BO MHOIOM OpPHMEHTHpOBaHA Ha y4yeOHbIE MpOrpaMMbl, KOTOpPbIE
00BIYHO MPEIMOAAIOTCS B IIKOJaX OM3Heca. B Hero BKIOYEHBI MaTepuaibl MO YIIPaBICHUIO
LIEHHOCTBIO (CTOMMOCTBIO), KOPIIOPATUBHOMY YIIPABJICHUIO, KOPIIOPATUBHOM KYJIBTYpE,
COLIMAJIBHOM OTBETCTBEHHOCTH KOpPITOpalnii, cOaJaHCUPOBAaHHOW CHCTEME ITOKa3aTeseit,
Heto-Mopkckoit GoHmoBOiT GIpKe, PHIHKY OOJIMTALINIA, TOPTOBJIE TIPOM3BOIHBIMI (DITHAHCO-
BBIMU MHCTPYMEHTaMM, MHBECTUIIMOHHOM CTPaTeTu, OIIEHKEe POCCUNCKMX KOMITAHUIA U T.I1.
ITocobue copepKUT TEKCThI O TAKMX IIMPOKO U3BECTHBIX KOMMAaHUSIX, KakK «JI>keHepa aieK-
TPUK», «DHPOH», «XblojeTT-Ilakkapa», «[aznpom», «Aspodnor». OcoOblil aKIeHT cieslaH
Ha MaTepuayiax 1Mo 9KOHOMHMKE, MHBECTULIMOHHOMY KJIMMAaTy, (GMHAHCOBOMY PBIHKY Poc-
cuu, TIpobjeMaM pOCCUIICKOTo OM3Heca.

B y4eOHBIX 11e19X ObUTH MOI00paHbI TEKCTHI U3 CAMBIX Pa3HBIX NCTOYHUKOB: BEIYIIINX
3anaaHbIX (PUHAHCOBO-3KOHOMMYECKHUX XypHaloB U razet (Business Week, Fortune, The
Economist, Wall Street Journal, New York Times); npeacrapieHbl OTYeTbl KOMITAHUI, Ma-
Teprajibl MHBECTULIMOHHBIX OAHKOB U T.IT. DTO AaeT CTyAEHTaM BO3MOXHOCTb O3HAKOMMTbHCS
C pa3HOOOpa3HBIMU CTUJISIMUA M3JIOKEHMST MaTtepuaia. [1pu HeoOXOMMMOCTH TEKCThI ObLIA
COKpAILICHBI ¥ aalITUPOBAHBI.

TTocob6ue Bxintouaet 40 ypokoB. Kaxblii ypoK COAEPXKUT YIIPaKHEHUSI, TTO3BOJISTIONINE
3aKPENUTh HOBBIE CJIOBA M JIy4llle pPa300paThCsl B TEME 3aHSATHSI.

AHIJIO-PYCCKUI1 cI0Baph B KOHIIE Y4eOHUKaA MPEACTABISIET COO0I TaK Ha3bIBaeMbIi Ma-
TUCTEPCKUIT MUHUMYM — 0o0Jjiee ThICSIYM TEPMMHOB, KOTOpPBIE CIeAyeT 3HaTh MpodeccruoHa-
J1aM B cpepe SKOHOMHMKH U (PUHAHCOB.

ITockoabKy pycckmii (pMHAHCOBO-3KOHOMMYECKUI I3bIK HAaXOMUTCS B TIpoliecce (pop-
MMPOBAHUS M pa3Hble MCTOYHUKYU 3a9acTylO JAIOT Pa3HBIi MepeBOI MHOTUX MPOdheccro-
HaJIbHBIX TEPMUHOB, aBTOP OPUEHTUPOBaIach Ha « BaHKOBCKMIA 1 9KOHOMMUYECKHIA CITIOBaph»
B.I. ®enopoBa, KOTOPHIii, KaK MpPeCTaBISIeTCs, 1aeT Hauboiee BEPHYIO TPAKTOBKY BaskKHe -
LIKUX TTOHITUI. B HEKOTOPHIX CIydasix aBTOpP MCXOMUIA U3 COOCTBEHHBIX MPEACTaBICHUI O
MPaBUILHOCTH MEPEeBOIa aHTINICKON TEPMUHOJIOTHH.

YyeOHOE TTOCOOMEe MOMOXKET CTYIEHTaM IIKOJI OM3Heca, SI3bIKOBBIX, SKOHOMUYECKUX 1
(bHAHCOBBIX BY30B, a TAKXKe CIEIUATNCTAM U3 Pa3IMYHBIX CEKTOPOB 9KOHOMUKY OBJIANIETh
MpodeCcCHOHATLHOM JIEKCUKOI IeJTOBOIO aHTJIMICKOTO SI3bIKA.

Ycnexos! Asmop



LESSON 1
MOTIVATION THEORIES

V' Read and translate the text and learn terms from the Essential Vocabulary.

MOTIVATION THEORIES

Motivation is at the heart of your success. Because management is all about
getting things done through others, the ability to get others to perform is critical.
A crucial driver of organizational performance, motivation refers to the processes
that determine how much effort will be expended to perform the job in order to meet
organizational goals. A lack of motivation costs the company money — in terms of
lost productivity and missed opportunities.

With downsizing and restructuring becoming commonplace in organizations,
employee morale has become negatively impacted. This has made the motivation of
the workforce even more important.

The old command-and-control methods of motivating are not suitable for to-
day’s environment of empowerment and teams. Providing one-size-fits-all rewards
does not work with diverse workforce.

No single theory captures the complexity of motivation in its entirety. You need
to understand multiple theories, and then integrate them to get a more comprehen-
sive understanding of how to better motivate your employees.

Maslow’s Hierarchy of Needs

Abraham Maslow developed a theory in 1943 to analyze what drives human behav-
ior. The Hierarchy of Needs Theory explained human behavior in terms of needs.

His theory’s underlying premise is that people must have their needs met in order
to function effectively. These needs are ordered in a hierarchy.

Maslow suggested that human behavior is first motivated by basic physiological
needs. That is, you need food, water and air. Providing your employees with a suf-
ficient remuneration, bonuses and breaks during their workday enables them to meet
some of these basic physiological needs. Health-care programs, medical insurance
and paid sick leaves also assist your employees in meeting these needs.




10

Aneauiicxuii azvix. Ioanvui kypc MBA

Esteem needs

Social needs

/

/ Safety needs

Physiological needs

Once these needs are fulfilled, people are motivated by safety needs. You
can provide fulfillment of these needs for your employees by ensuring strict
adherence to occupational safety rules and offering them some degree of job
security.

Many of the benefits that companies offer, such as savings plans, stock purchase
plans and profit sharing programs, also fulfill the safety needs of employees. Even
outplacement services to assist employees who were made redundant can address the
safety needs: these services ease the pain of the layoff.

As this need is fulfilled, people progress up the pyramid to be motivated by
social needs or belongingness. These reflect the need for affiliation, socialization
and the need to have friends. Your company’s social events provide opportunities
for socialization. Corporate sponsorship of community events also provides an op-
portunity for employees to make friends while giving something back to the com-
munity.

As these needs are satiated, people are motivated by esteem needs. These needs
involve gaining approval and status. You can help your employees fulfill these needs
with recognition rewards such as plaques, trophies, and certificates.

And finally, the need for self-actualization — the need to reach your full poten-
tial — drives people’s behavior. In the words of the Armed Forces, this is “being all
that you can be”. Developing skills for your employees helps them to reach self-ac-
tualization. While the first four needs can be fulfilled, the need for self-actualization
cannot be satiated. Once you move toward your potential, you raise the bar and strive
for more.

McGregor’s Theory X and Theory Y

Douglas McGregor proposed that managers use one of two different assump-
tions concerning people. His theory is called the Theory X and Theory Y view of
managers, which reflects these two different sets of assumptions.

The Theory X view is the negative set of assumptions. The Theory X manager
believes that people are lazy and must be forced to work because it does not come
naturally to them.

The Theory Y holds that people will look for responsibility and that work comes
naturally to people. This is seen as the positive assumption about people.
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Generally, Theory Y manager will have more motivated employees. Sometimes, the
Theory X manager can achieve results when used in the appropriate situations. But today’s
workforce, as a rule, seeks more challenging jobs and an opportunity to participate in the
decision-making process. This is closer to the assumptions of the Theory Y manager.

McClelland’s Learned Needs Theory

David McClelland’s Learned Needs Theory is also referred to as the Acquired
Needs Theory. According to the theory developed in the 1970s, needs are developed
or learned over time. McClelland suggested that there are three needs — for achieve-
ment, power, and affiliation — that are important to the workforce. While all three
are present in everyone, one need is dominant.

People who have a dominant need for achievement are proactively seeking ways
to improve the way things are done, like challenges and excel in competitive environ-
ment. An employee who has a dominant need for achievement should be provided
with challenging jobs with lots of feedback on his or her progress.

The need for power is the need to control others. Those with a dominant need for
power like to be in charge and enjoy jobs with status. You should allow such employees to
participate in decisions that impact them and give them some control over their jobs.

The need for affiliation is the need to have close relationships with others and to
be liked by people. Individuals with the dominant need for affiliation generally do
not desire to be the leader because they want to be one of the group. They should be
assigned to teams because they are motivated when working with others. You might
also let them train new employees or act as mentors because this addresses more of
their need for this interaction that is dominant within them.

Equity Theory

Equity Theory is a social comparison theory that was developed in 1963 by J.
Stacey Adams. The underlying premise of this theory is that people will correct in-
equities:

0=0

The ratio of your inputs to outputs is compared to the ratio of another’s inputs to
outputs. You can compare your ratio to other employees with comparable positions.
You might also compare your ratio (especially with regard to output) to your organi-
zation’s pay policies or past experience or to a standard. Annual industry surveys can
serve as the benchmark.

Inputs involve all that you bring to the job — your education, the hours you work,
level of effort, and general performance level. The output portion of the equation is
generally measured in terms of the salary and fringe benefits that you receive. In some
cases this could be prestige, approval, and status.

11
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Any inequities in the relationship will be corrected as soon as they are detected.
The only variable that you can manipulate is your input. So if you believe that the
relationship is not in balance and that the ratio of your inputs to outputs is greater
than the ratio of the comparisons, you will work to bring the relationship back into
equity by reducing your inputs — increasing your absenteeism or performing at
lower levels.

You can correct inequities in a number of ways. You can make the correction
by changing the perception of the inputs or outputs. You may somehow rationalize
your perception of the inequity. You may choose to change the comparison person
or standard. Or, you may remove yourself from the situation (such as quitting your
job).

Expectancy Theory

Developed by Victor Vroom in the 1960s, Expectancy Theory proceeds from the
assumption that behavior is based upon the expectation that this behavior will lead to
a specific reward and that reward is valued.

According to expectancy theory, you must decide how hard you have to work to
get an upcoming promotion. Then you must decide if you can work at that level (to
get that promotion). The third link is deciding how much you value that reward (the
promotion).

All three pieces of this equation determine your motivational level. You think of
expectancy as the following equation:

M =ExV xI,

where M = Motivation; E = Expectancy; V= Valence; I = Instrumentality.

Expectancy is your view of whether your efforts will lead to the required level of
performance to enable you to get the reward. Valence is how valued the reward is.
Instrumentality is your view of the link between the performance level and the reward.
That is, whether you believe that if you do deliver the required performance, you will
get the valued reward. Because this is a multiplicative relationship, if anyone of these
links is zero, motivation will be zero.

You must be clear about telling your employees what is expected of them. It is
critical that you tie rewards to specific performance. You must also offer rewards that
your employees will value. Critical in this process is the employee’s perception of his
or her performance. Employees will become de-motivated when their performance
does not produce the valued outcome.

You must be especially careful about building trust. Your employees must know
that if they perform at the required level, you will follow through with the desired
reward. Your credibility becomes a key component in this theory.

Source: www.accel-team.com
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L.

2.

ESSENTIAL VOCABULARY

performance n — 30. MoKa3aTeJu (pe3yIbTaThl) IeITeIbHOCTH; UCIIOJTHEHIE
perform v — neiicTBOBATh, BBITIOJIHSTh, JOCTUTATh

driver n — 30. nBUKy11as cuia, ABUTaTeb

drive v — aBuratb

3. job n — pabora, neno, Tpyn, 3aaaHue, pabouyee MecTo

4.
S.

[c BN

10.

12.

13.

opportunity 7 — BO3MOXHOCTb

downsizing » — yMeHbIlIeHHUE B pa3Mepax (MOoBbIIeHUE 3(h(HEKTUBHOCTU KOM-
IMAaHUM 3a CYCT YMEHBIICHUS YMCiIa COTPYIHMUKOB M MPOAaXKH HEMTPODMIHLHBIX
TMPEATIPUSATUI)

. employee n — COTpYIHUK, 3aHATHIN

employer n — pabotogaTesb
employment 7 — 3aHSITOCTb
unemployment n» — 6e3padboTuua
unemployed 7 — 6e3paOOTHBIN
employ v — HaHUMAaTb

. workforce n — pabouas cua
. command-and-control methods — koMaHIHO-aIMUHUCTPATUBHBIC METOIbI
. environment 7 — oKpyxXaroIas cpeaa (IIpUpOIHast WK IeJoBast), 00CTaHOBKA

empowerment n — HaaCJICHUE ITOJTHOMOYMAMMU, BJIACTbIO

. team n — KoMaHa

reward n — Harpaaa

reward v — Harpaxnuarb

diversity n — pazHoo0Opa3sue (30. paboyeii CUIbI)
diverse @ — pazHoOOpa3HbIii

14. comprehensive ¢ — BCeoOBEMITIONINIA, BCECTOPOHHUI, COBOKYITHBII (B OyXydeTe)

15.
16.
17.
18.
19.
20.

21.

development » — pa3BuTHe, pa3pab0TKa, COBEpIICHCTBOBAHNE; ITPOSBKa
develop v — pa3BuBaTh, pa3padaTeIBaTh, COBEPIICHCTBOBATH, IIPOSIBIIATH
remuneration » — Bo3HarpaxieHue, oriaTta Tpyjia, 3apruiata
remunerate y — Bo3HarpaxmnaTh, OIJIAYMBaTh TPYI

bonus 7 — GoHyc, MpeMust

medical insurance — MeIMIIMHCKOE CTPaxOBaHUe

sick leave — OroeTeHb

adherence (to) n — MpuUBEPXXEHHOCTh, COOJIIOIEHUE

adhere (to) v — mpuaepXuBaThCs, COOTIOIATH

occupational safety — mpousBomcTBeHHAasT 0€30ITaCHOCTD

22. job security — HamexxHast 3aHITOCTh

23.

24.
25.
26.

stock purchase plans — mooupuTeabHbIe TJIAHBI TOKYNKW aKIIUH KOMIIAHUU €€
COTPYIHWUKAMM TI0 JIbTOTHOM IIeHe

savings plans — 1aHbl cOepexXeHu i

profit-sharing programs — rporpaMmbl y4acTusi B TPUOBLISIX

outplacement services — ycayru 1o Tpyi0ycTpONCTBY (TTOMOILb TOJBKO UTO MO-
KMHYBLLIEMY KOMIIAaHUIO COTPYAHUKY B IOMCKE HOBOI pabOThI)

13
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27.
28.
29.
30.
31.

32.
33.
34.
35.
36.
37.
38.
39.
40.

41.
42.

43.

44,

45.

46.
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redundancy 7 — yBoJIbHEHME paOOTHHKA B CBSI3U C COKPAILIEHUEM Pa0OYUX MECT
redundant @ — yBOJIeHHbIN paOOTHUK

layoff n — yBoJIbHEHME COTPYTHUKOB B CBSI3M C COKpAIlleHUEeM MPOU3BOJICTBA U
crnpoca Ha MPOAYKIIUIO

lay off v — yBOJIBHATH COTPYIHUKOB

affiliation n — 9IeHCTBO, MPUHAMIIEXKHOCTh

community » — oO11IMHa, COOOIIECTBO

skill » — HaBBIK

skilled ¢ — xBanmupUUMpPOBaHHBIA (pabOUMIi)

assumption 7 — IIPEAIIOIOKEHNE; TIPEAIIOCHUIKA; IIPUHITHAE OTBETCTBCHHOCTH
assume v — TIPeANoJaraTh; Co31aBaTh MPEIITOChUIKY; MPUHUMATh OTBETCTBEH-
HOCTb

challenge n — BbI30B

challenge v — Gpocatb BbI30B

challenging @ — c/OXHBIN, UHTEPECHBII

decision-making process — mpouecc NpUHSATUS pelleHUi

proactive @ — NpeIBOCXUIIAIOIINA COOBITUS

proactively adv — mpeaBocxullast COObITUS

feedback n — obpartHas cBsI3b

mentor n — MEHTOP, HACTaBHUK

equity 7 — COOCTBEHHBII KalUTal; OOBIKHOBEHHBIE aKIIMU; CIIPAaBEIJIMBOCTD
input n — MOTpeOIIeMble MHTPEIUECHTHI; BXOII, BBOI, BKJIA

output 7 — BBIITYCK ITPOIYKIINH; IIPOAYKIIMSI, OTIa4a, BBIXOM

benchmark n — 6a3a, opueHTHUp, CTaHJAPT, 3TAJIOH

benefit n — mpaBo, mpuUBMIIETHS, JIBIOTA, M0JIH3a, IPEUMYIIIECTBO

beneficiary n — 6eHeduap

benefit v — IToOIy9aTh IPUBUIIETHIO, TIOJTL3Y, JIEIOTY, ITPEUMYILIECTBO; BEIMTPHIBATH
beneficial @ — 1moJIe3HBII, TBIOTHBIN

fringe benefits — noMoMHUTENBHBIE JIBTOTHI

absenteeism n — abceHTen3M, MPOTYJI

absentee n — oTcyTCTBYIOLIUH (HA pabOTE), MPOTYABIIUK

expectancy 7 — OXuIaHUE, BEPOSITHOCTh

expectation n — oxugaHue

expect v — OXUIATh

promotion 7 — mpoABUXKeHUE (1O CAyK0€e UJIr ToBapa)

promote v — NMpoaABUTaTh

credibility » — xpenuT noBepus

Exercise 1. Answer the following questions.
1. What is motivation? 2. Do command-and-control methods of motivation work to-

day? 3. What motivation theory captures all the complexity of motivation? 4. How does
Maslow’s Hierarchy of Needs Theory explain what drives human behavior? 5. How did
Maslow prioritize human needs? 6. What do companies do to meet the physiological needs
of their employees? 7. How can safety needs be fulfilled? 8. What are social needs? 9. How
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can esteem needs be met? 10. Isit possible to satiate the need for self-actualization? 11. What
are the key assumptions of Douglas McGregor’s theory? 12. What type of managers — X
or Y — is more effective nowadays? 13. What is the essence of the Learned Needs Theory?
14. What is the best possible job for people with the dominant need for achievement, power
and affiliation, respectively? 15. What is the premise of the Equity Theory? 16. How can
people correct inequities? 17. What equation forms the basis of the Expectancy Theory?
18. What rewards should you offer to your employees within the framework of the Expec-
tancy Theory? 19. What motivation theories can be effective in contemporary Russia?

Exercise 2. Describe how companies take care of their employees. Use the fol-
lowing terms.

medical insurance life insurance

paid holidays sick leaves

retirement programs (pension plans) training and development programs
child care recreational activities
transportation allowance maternity/paternity leaves

credit union facilities ESOP (Employee Stock Ownership Plans)
profit sharing bonuses

relocation expenses fringe benefits

wages and salaries stock options

induction process mentors

job security grievance committee

outplacement services severance pay

employment contract cafeteria plans™*

* Cafeteria plans are flexible benefits that became popular during the 1980s. With these plans, an em-
ployee allocates a set amount of benefit dollars according to personal choice.

Exercise 3. You are a journalist working for Business Week and you are to inter-
view Frederick Herzberg who developed the Two-Factor Theory. Invent a dialogue
between these two individuals using the following briefing materials.

Herzberg’s Two-Factor Theory

Frederick Herzberg’ s theory is known as the motivator-hygiene theory. His basic premise is
that dissatisfaction and satisfaction are not opposite ends of a single continuum. Rather, the op-
posite of dissatisfaction is no dissatisfaction, and the opposite of satisfaction is no satisfaction.

The way to move an individual from dissatisfaction to no dissatisfaction is by utilizing
hygienes. These are factors that are extrinsic to the work itself. Hygienes are factors con-
cerning the environment within which the work is performed like the color of the walls, the
temperature of the room, or the paving in the company parking lot.

15
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Unfortunately, hygienes are not the factors that can move your employees toward sat-
isfaction. These factors simply placate employees, but do nothing to truly motivate them.
Before the real motivation can be addressed, employees must have sufficient hygienes so as
not to be dissatisfied.

To move employees from no satisfaction to satisfaction, motivators must be used.
These are the factors that are intrinsic to the work itself. Examples of motivators include
more autonomy, opportunities for promotion, and delegation of responsibility.

Exercise 4. Discuss the following 10 commandments of motivation through hu-
man relations and create 10 commandments of your own.

1. Speak to people. There is nothing as nice as a cheerful word of greeting.

2. Smile to people. It takes seventy-two muscles to frown, only fourteen to smile.

3. Call people by name. The sweetest music to anyone’s ear is the sound of his or her own
name.
. Be friendly and helpful. If you want to have friends, be a friend.
. Be cordial. Speak and act as if everything you do is a genuine pleasure.
. Be genuinely interested in people. You can like almost everybody if you try.
. Be generous with praise and cautious with criticism.

8. Be considerate of the feelings of others. There are usually three sides to a controversy:
your side, the other fellow’s side, and the right side.

9. Be alert to giving service. What counts most in life is what we do for others.

10. Add to this a good sense of humor, a big dose of patience, and a dash of humility,
and you will be rewarded many times.

~N N L b

Exercise 5*!. Fill in the blanks using terms given below.

Determining the Role of Money in Motivation

Motivation theories can provide you with the motivational ........ to pull in order to
increase the motivation of your .............
People are more inclined to dellver .......... that is minimally acceptable. Some even

wonder today if Americans are still in search of excellence, or they are in search of medioc-
rity instead. In the past, the motivation technique was a scare tactic. “Do it or else...” was
the refrain of the ............. manager. It no longer ......... the desired results today, in the ........
of employee’s involvement in .......... and ...........

Motivation is a complex issue requiring an understandlng of individuals. It is no longer
answered with just money. In the past, a manager might have been able to raise employee’s
....... and provide some .......... to improve motivation. Simple material ....... does not get the
same mileage in today’s workplace.

In fact, money is not the prime motivation ........ any longer. Adam Smith suggested in
1776 that self-interest for monetary ....... is the primary motivator of people. While some
still ........ to this ......... , most researchers agree that ................ has become more important
today.

'K YIIpa>XXHECHUAM, OTMEYEHHBIM 3HAKOM *, B KOHII€ KHUTY JAIOTCA KIIIOYH.
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Herzberg suggested that money is a ........ . That is, money is ......... to the work itself
and does not really move people toward satisfaction. Instead, people are said to desire au-
tonomy, ......... work, and more creative ........ .

The ......... of money as a motivator is generally in what it can buy. Once basic ... have been
met, more money is not necessarily a primary motivator for people. There is also a symbolic
meaning of money that can be the actual motivator rather than the money itself.

Terms:

rewards, salary, driver, value, adhere, job satisfaction, assumption, extrinsic, needs work-
force, environment, command-and-control, delivers, decision-making, fringe benefits, re-
muneration, gain, hygiene, challenging, levers, performance, delegation of authority

Exercise 6. Translate into English.

Teopusa Z Yuavama Yuu

Yunbsam Yuu, podeccop Kammdbopruiickoro yauBepcutera, papadoran B 1981 ro-
Iy TEOpUI0 Z, KOTOpasi COYETAET B ce0e YepThl AMEPUKAHCKOTO U SIMTOHCKOTO yIPaBJIEH-
yeckoro ctwisi. B opranuszanuu tuna Z pabOTHUKU YyYacCTBYIOT B MPOLIECCE MPUHSTUS
pELIEHUI U CITIOCOOHBI BBIMIOJHSITH MHOXECTBO CaMbIX PA3HOOOPA3HbBIX MPOU3BOICTBEH-
HBIX 3aJaHui. Takoi MOaXOM, CXOMHbIN C KyJIbTYpOU SIMTOHCKUX KOMIIAHUIA, CITY>KUT BaX-
HOM IBMXYIIEW CUJION MOBBIIIEHUS MPOU3BOAUTEIBHOCTU TPYda IPU OJHOBPEMEHHOM
YMEHBILIEHUN MPOTYJIOB U TEKYYeCTU KaapoB. Teopusi Z monyepKUBaeT 3HAYMMOCTb Ta-
KHX aCIEKTOB, KaK pOTalus padoT, pacIliMPeHNE HABBIKOB COTPYAHMUKOB, TPEUMYILIECTBO
CIEMATUCTOB LIUPOKOTO MPOdWId MO CPABHEHUIO C Y3KOU CielManu3alueii, a Takxke
MOTPEOHOCTh B TOCTOSIHHOM Pa3BUTUU U TIOATOTOBKE KaJPOB.

Ilo MHeHuo Yunbsama Yuu, paOOTHUKU XOTAT MOCTPOUTH IPYXKECKUE B3aUMOOT-
HOILIEHUSI HA OCHOBE COTPYIHMUYECTBA C KoJuleramMu M pabotomatensimu. B pamkax ero
TEOpUU PaOOTHUKHU HYXKAAIOTCS B MOIEPXKKE CO CTOPOHBI KOMIIAHUM U BBICOKO LIEHSIT
pabouylo cpely, B KOTOPOii CeMbsi, KYJIbTYpa, TPAAULIUU U COLIMATIbHbIE UHCTUTYThI UME-
IOT HE MEHee BaXXHOE 3HaYeHUe, YeM caMa paboTa. Y TaKuX COTPYIHUKOB OYEHBb BBICOKO
Pa3BUTO YyBCTBO MOPSAKA, AUCHUUIUIMHBI U MOPAJIbHOE 00513aTEJIbCTBO YCEPAHO TPYAUTh-
cs1. HakoHel, B paMKax Teopuu Z MpPearonaraeTcsi, YT0 paOOTHUKU OyAyT TPYIAUTHCS C
MaKCUMaJIbHOW OTHAYEl, €CIM MEHEIXKMEHT OyIeT UX MOAIEPXKUBATh U 3a00TUTHCI 00
UX 0JIAarOCOCTOSIHUU.

BaxxHoli mpennocbulKoi TaHHOW TEOPUU SIBJISIETCS TO, YTO MEHEIKMEHT IOJIKEH
OBITh YBEPEH B CBOMX COTPyAHUKAX. Teopust Z npeanoaraet, 4To HeOOXOAMMO Pa3BUBATh
TaKkyo pabouylo Cuily, KOTOpasi COXpaHsijia Obl IPEIAHHOCTb CBOEM KOMIIAHUM U MPEATo-
yuTaga Obl paboTaTh B HEll BCIO KM3Hb. B TakoMm cilyyae, Korga COTpyaAHUK JOPACTET 10
YPOBHSI CTaplIero MEHEIXKMEHTA, OH OyIeT TOCKOHAIbHO 3HATh KOMIIAHUIO U €€ IeSTENb-
HOCTb U CMOXeT 3((EKTUBHO TPUMEHSITh TEOPUIO Z K HOBBIM COTPYITHUKAM.
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LESSON 2
CORPORATE CULTURE

V' Read and translate the text and learn terms from the Essential Vocabulary.

HOW TO ACHIEVE EXCELLENCE BY MANAGING
THE CULTURE IN YOUR COMPANY

In recent years, corporate culture has been a topic widely discussed by manage-
mement gurus offering their services to organizations desperate to improve their
performance. Serious managers, naturally, question whether the focus on corporate
culture is merely a passing fad, or if it indeed has a long-term beneficial effect on
the way organizations are managed. Those who look for a quick fix for making orga-
nizations effective may be disappointed. We know that societal culture develops slowly
and endures for a long time. Similarly, organizational culture needs to be nurtured and
managed. Culture must be concerned with all aspects of management. In addition, an
organization culture must also guide the relationships with certain stakeholders outside
the enterprise, especially customers, but also suppliers, creditors, and even competitors
who deserve an operating culture of fair play in the competitive market place.

Most managers today would probably agree that the effectiveness and efficiency of
an organization are influenced by its culture. This means, in turn, that key managerial
functions will be carried out differently in organizations with different cultures.

Although some management advocates would have us believe that the concepts
of corporate culture represent the latest thinking in management theory, they are not.
In 431 B.C., Pericles urged the Athenians, who were at war with the Spartans, to ad-
here to values underlying the culture — democracy, informality in communication,
the importance of individual dignity, and promotion based on performance. Pericles
realized that these values might mean victory or defeat. You will probably note that
these values are not so different from those espoused by many U.S. companies.

As it relates to organizations, culture is the general pattern of behavior, shared
beliefs and values that members have in common. Culture can be inferred from what
people say, do, think, and how they behave within an organizational setting. It in-
volves the learning and transmitting of knowledge, beliefs, and patterns of behavior
over time. This also means that an organization culture is fairly stable and does not
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change quickly. It often sets the tone for the company and establishes implied rules
for how people should behave.

Many of us have heard slogans that give us a general idea what the company
stands for. For General Electric, it is “progress is our most important product”.
AT&T is proud of its “universal service”. DuPont makes “better things for better
living through chemistry”. Delta Airlines describes its internal climate with the slo-
gan “the Delta family feeling”. Similarly, Sears wants to be known for its optimum
price/quality ratio, Caterpillar for its 24-hour service, Polaroid for its innovation,
Maytag for its reliability, and so on. Indeed, the orientation of these companies, of-
ten expressed in slogans, contributes to the successful conduct of their business. But
slogans must be translated into managerial behavior.

Managers, and especially top executives, create the climate for their business.
Their values influence the direction of the company. Values are a fairly permanent
belief about what is appropriate and what is not that guides the actions and behavior
of employees in fulfilling the organization’s aims. Values form an ideology that per-
meates everyday decisions and behavior.

In many successful companies, corporate leaders serve as role models, set the
standards for performance, motivate employees, make the company special and are
a symbol for the external environment. It was Edwin Land, the founder of Polaroid,
who created a favorable organizational environment for R&D and innovation. It
was Jim Treybig of Tandem in the Silicon Valley who emphasized that every person
is a human being and deserves to be treated accordingly. It was William Proctor
of Proctor&Gamble who ran the company with the slogan, “Do what is right”. It
was Theodore Vail of AT&T who addressed the needs of customers by focusing on
service.

In a free-market economy businesses cannot exist without the goodwill of their
customers. Yet in certain companies customers are seen as merely interrupting work.
Clearly, the long-term success of such a company may be in jeopardy. By contrast,
in companies with a strong customer-oriented culture, employees in all departments
(not only those that are specially set up to handle customer complaints) listen care-
fully to the needs of the customers. After all, they are the reasons the company ex-
ists. In such companies, measurable customer-satisfaction objectives are set and fre-
quently used for evaluating customer reactions. This may be done through formal
surveys or, at times, top managers may contact key customers personally. When Ross
Perot, the Texas billionaire who sold his computer company to General Motors, was
on the GM board, he answered all customer complaints about cars, rather than send-
ing form letters.

Focus on quality is one of the most important aspects of corporate culture. Too
often we hear that what really counts is the bottom line. Of course, businesses can
only exist in the long run by generating profit. Unfortunately, profit orientation too
often means profit in the short run with little consideration for the long-term health
of the enterprise. In the past some U.S. automakers neglected quality because it ap-
peared cheaper to pay for warranty claims than to build quality into the products. The
loss of future sales was often not recognized as a cost. In contrast, many Japanese car
manufacturers have made quality the basis for long-term profit.
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People respond to those things for which they get rewarded. Few rewards are usu-
ally given for quality. In a typical company, CEQOs get rewarded for profit improve-
ment — seldom for superior products and services. But quality pays in the long run as
Japanese car, camera and electronics manufacturers have shown. In Japan, responsi-
bility for quality and productivity is placed at the top. This, in turn, creates a culture
that says: Our organization is fanatical about both productivity and quality.

Managers in effective organizations are characterized by action. This can only be
done by top management’s commitment to breaking down rigid organization struc-
tures. It may begin with some symbolic actions such as eliminating reserved parking
spaces for top-echelon managers. After all, is it not equally important that the first-
line supervisor be on time to start the assembly line rather than circling the parking
lot to find a space to park? Companies with a strong people-oriented culture believe
that the dignity of all people is paramount. Whether a manager or a worker, all con-
tribute toward a common goal; all have basic needs for being appreciated as persons;
all have the desire to feel competent in carrying out their task, whatever it is.

While a clear mission statement and goals have the potential to motivate organi-
zational members to excellence, the means to achieve these ends must never be com-
promised. Actions and behavior must be guided by adherence to company policy,
must never violate any laws, and above all, must not be unethical. In ethical compa-
nies, integrity is the norm, not the exception. Ethics may be institutionalized through
1) company policy or a code of ethics, 2) a formally appointed ethics committee, and
3) the teaching of ethics in management development programs.

Thus, the intangible factor of the corporate culture can make a substantial con-
tribution to strengthening the competitive position of a company, and improving the
tangible indicator of profit that it is able to generate.

Source: Industrial Management, September-October 1989, pp. 28— 32.

ESSENTIAL VOCABULARY

1. corporate culture — KopIiopaTuBHas KyJabTypa
2. focus n — poxyc, cocpenoToune, aKIeHT
focus v — dokycupoBaThcs, COCPeIOTAUUBATHCS, KOHLIEHTPUPOBATHCS
3. stakeholder n — 3auHTEepecoBaHHOE JIULIO
4. customer 7 — KJIUMEHT
5. supplier n — mocTaBIIUK
supply n, 4acto B plural — nipenyioxeHue; 3anac, IpuIiac; CHaOXeHue, TocTaBKa
supply v — TOCTaBIIATh, CHAOXKAaTh, JOCTABJIATh, 1aBaTh
6. competitor 7 — KOHKYpEHT
competition 7 — KOHKypeHLIUSI
competitiveness 7 — KOHKYPEHTOCITIOCOOHOCTb
compete v — KOHKYpUPOBATh
competitive # — KOHKYpPEHTOCTIOCOOHbII1
7. fair play — yecTHas urpa, urpa o npaBujaaM
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8.

10.
I1.
12.

13.
14.

15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.

27.
28.

29.

30.
31
32.
33.

34

effectiveness n — acpeKTUBHOCTH (00111asT)
effective @ — acpekTUBHBII

. efficiency n — aceKTUBHOCTSD (yIeabHasT)

efficient @ — a2(pHeKTUBHBIIT

communication 7 — KOMMYHMKAIIMU, Tiepeaada, CooOIIeHUE, CBSI3b
communicate v — coo011aTh, epeaaBaTh; 00IIAaThCS; TOHOCUTh

value n — LIEHHOCTH, OLICHKA (KOMITAHWH)

value » — IEHUTH, OLICHUBATh

slogan n — JO3yHT, TIPU3bIB, ACBU3

price/quality ratio — cooTHoIlIeHUE 1IeHa/KaueCTBO

innovation n» — MHHOBALIMS, HOBOBBEICHNE, HOBATOPCTBO

innovator n — HOBaToOp, pallMOHAIN3ATOP

innovate v — BBOIWTh HOBIIIECTBA, JIeJIaTh HOBOBBEACHUS

innovative @ — HOBaTOpPCKU

contribution (to) n — Bkiam

contribute (to) v — BHOCUTb BKJIaJI

executive n — pyKOBOIUTENb

executive 7 — UCITOJTHUTEIbHBIN

founder n — ocHoBarteNb

found v — oCHOBBIBAaTh

research and development (R&D) — nccnenoBaHus u pa3padboOTKu

goodwill » — moOpast BoJisi, nesoBasi penyTalus; «I'yaIBULI» (CTaThs OajaHca)
complaint n — xanoba, UCK; HETOBOJILCTBO

complain v — xajioBaTbCsI; MOJaBaTh XKajao0y, UCK

survey n — 0003peHHe, OCMOTpP, 0030p, MHCIIEKTUPOBAaHIE

survey v — IpoBOIUTb OCMOTp, 0030p, 0003peHNE; MHCTICKTUPOBATh

bottom line — nToroBast cTpoka GajaHca UK cyeTa, PMHAIbHAS TPUOBLIb WIN
yOBITOK, OKOHYATEIbHBIN PE3y/bTaT, KOHEUHasI 11eJ1b

generate profit — reHeprupoBaTh NPUOBLTL

warranty n — rapaHTus (Ka4ecTBa); MOpYyIUTEIbCTBO, PYyYaTeIbCTBO; YCIOBUE
sales n. pl. — 30. CTOUMOCTB ITPOAAXK TOBAPOB KOMIIAHWU 3a OTIPEIeICHHBIN T1e-
puon

cost 7 — 3aTpaThl, U3ACPKKU, PACXObI; IIeHa, CTOMMOCTh, CE0ECTOMMOCTh
Chief Executive Officer (CEO) — rjaBHbI UCTIOTHUTENbHBIA TUPEKTOP
commitment 7 — 00s13aTeILCTBO; IPUBEPXKEHHOCTD, IPEITaHHOCTh; COBEPIIICHUE
commit (to) v — OpaTh 00513aTeNbCTBA, COBEPLIATH, ITOPYYaTh, BBEPSITh; MOABEPraTh
committed (to) @ — npenaHHbIi, MPUBEPXKEHHbBII

Supervisor n — MHCIIEKTOP

supervision n — Hag30p, HaOTIOACHNUE, MHCTIICKIIMS

supervise v — Haa3upaTh, Ha0OJOAAaTh, UHCIIEKTUPOBATh

assembly line — cOopouHast TuHUS, KOHBEWep

mission statement — gekiapalus MUCCUU KOMITAHUN

integrity n — 1IEJIOCTHOCTb, TTOJTHOTA; TTOPSIIOYHOCTD

code n — KoM, KOIeKC, COOpHUK TTPaBUII

. (in)tangible a — (He)MaTepuaIbHBIN, (HE)OCS3aEMBII
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Exercise 1. Answer the following questions.

1. Does corporate culture influence the way organizations are managed? 2. Do effi-
ciency and effectiveness of a company depend on corporate culture? 3. Does corporate
culture affect the relations of a company with its stakeholders? 4. How would you define
corporate culture? 5. Do slogans really give us a general idea of what the company stands
for? 6. Who should create the internal environment in an organization? 7. What are the
basic values of successful companies? 8. Is bottom line the only thing that really matters?
9. Are employees always rewarded for quality? 10. Why is it important for companies not to
violate any laws and be ethical?

Exercise 2. The dictionary “Economics” gives the following definitions of the
terms “effectiveness” and “efficiency”: “Effectiveness is the achievement of objec-
tives. Efficiency is the achievement of the ends with the least amount of resources.”
Make 4—6 sentences of your own using these words in order to emphasize the dif-
ference between them.

Examples: Sibneft was one of the most efficient oil companies in Russia demonstrating
a rapid low-cost oil production growth.
Aeroflot has introduced an effective frequent flyer program.

Exercise 3*. According to the generally accepted definition, “Stakeholders are
the people or institutions that are affected, or might be affected, by an organiza-
tion’s activities. Likewise, stakeholders can, in return, affect the activities of that
organization.”

The text identifies such stakeholders as customers, suppliers, creditors and competi-
tors. What other stakeholders can you name?

Exercise 4. “Commitment” means «00s513aTe;ibcTBO» and «IPHBEPKEHHOCTD,
NpeIaHHOCTDb YeMy-100». Make 4—6 sentences of your own using the word “com-
mitment” to emphasize its different meanings.

Examples: Gazprom has always met its gas export commitments to Western Europe.
Bosco di Ciliegi is known for its unwavering commitment to customer satisfaction.

Exercise 5. Study the Hofstede Cultural Orientation Model (1995) that classi-
fies cultures based on where they fall on five continuums, and identify the culture of
your company according to these categories:

1. Individual vs. Collective Orientation

The level at which behavior is appropriately regulated.
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2. Power-Distance Orientation

The extent to which less powerful parties accept the existing distribution of power and
the degree to which adherence to formal channels is maintained.

3. Uncertainty-Avoidance Orientation

The degree to which employees are threatened by uncertainty, and the relative impor-
tance to employees of rules, long-term employment and steady progression through well
defined career ladders.

4. Dominant-Values Orientation

The nature of the dominant values — e.g., monetary focus, well-defined gender roles,
formal structure — vs. concern for others, focus on quality of relationships and job satisfac-
tion, and flexibility.

5. Short-Term vs. Long-Term Orientation

The time frame used: short-term (involving more inclination toward consumption) vs.
long-term (involving preserving status-based relationships).

Exercise 6*. Fill in the blanks using terms given below.

Gore’s Corporate Culture

How we work sets us apart. We encourage hands-on ............ , involving those closest to
aprojectin ............ . Teams organize around ......... and leaders emerge.

Our ....... , Bill Gore created a flat lattice organization. There are no .......... nor pre-
determined ............. . Instead, we communicate directly with each other and are ..............
to follow members of our ............... .

How does all this happen? ......... (not employees) are hired for general work areas.
With the guidance of their ............ (not bosses) and a growing understanding of oppor-
tunities and team ............. , associates commit to projects that match their .......... . All of
this takes place in an that combines freedom with cooperation and autonomy with
synergy.

Everyone can quickly earn the ........... to define and ........ projects. Sponsors help as-
sociates chart a course in the organization that will offer personal fulfillment while maxi-
mizing their .......... to the enterprise. Leaders may be .......... , but are defined by ‘follower
ship’. More often, leaders ......... naturally by demonstrating special knowledge, skill, or
experience that advances a business objective.

Associates .......... to four basic guiding principles articulated by Bill Gore:

L to each other and everyone with whom we come in contact

® Freedom to encourage, help, and allow other associates to grow in knowledge, skill,

® The ability to make one’s own .......... and keep them
e Consultation with other associates before undertaking actions that could impact the
........ of the company.

Source: www.gore.com
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Terms:

commitments, sponsors, channels of communication, drive, credibility, decision mak-
ing, environment, skills, image, appointed, opportunities, adhere, multi-disciplined teams,
associates, objectives, contribution, fairness, scope of responsibility, founder, emerge, in-
novation, accountable, chains of command

Exercise 7. Translate into English.
Kopnopamuenas xyasmypa BM3

BBIKCYHCKMIT METALTyprUYeCKUid 3aBOJl — AMHAMUYHO PACTYIasi, BHICOKOA(h(EK-
THUBHAadA, COUUAJIbHO OPUCHTUPOBAHHAA KOMIIaHUWA, CTPEMALLIAACA CTaTb BC,E[yI.L[CfI KOM-
MaHWel B MUPE MO MPOU3BOJICTBY TPYO U XKeJIE3HOTOPOXKHBIX KOJIEC.

Hamma IPOAYKIMA — ITO PE3YJIbTAT IMOCTOAHHBIX I/IHHOBaL[I/Iﬁ 1 IIPUBECPKEHHOCTU
Ka4yCCTBY. OHa COOTBETCTBYET CaMbIM BbBICOKHUM Tpe60BaHI/I$IM Halmnx HOTpC6HTCJ'[eI7[ =
BEAYLINUX SHEPICTUYCCKUX, TPAHCIIOPTHLIX U IMPOMBIINIJICHHBIX KOMITaHUA. MCHOJIB3y5I
Halry nNpoayKuu, OHU MOTYT Ka4€CTBEHHO, C MMHMMAJIbHBIMU U3NCPXKKAMU, SKOJIOTU-
YeCKM YUCTO U 0e30macHO TPAaHCIIOPTUPOBATh JIIO,Z[Cfl 1 MaTCepuraibl Ha JIIOGBIC paccTo-
aHud. be3 Halein NPOAYKIMKW HEBO3MOXHO CO30aHME M SKCILTyaTalusa J100aJIbHBIX 1
JIOKAJIbHBIX SQHEPI€CTUYCCKUX U TPAHCITOPTHBIX KOMMyHHKaI_IHfI.

BM3 — ¢uHaHCOBO ycTOIYMBasi KOMITAHUSI, OPUEHTUPYETCS Ha TOCTOSHHYIO pa-
60Ty 1O TTOBBIILICHUIO S(I)CI)CKTI/IBHOCTI/I OHepaHI/IOHHOﬁ HCATCIBbHOCTU U HHBSCTHHHﬁ.
CTaGI/UIbHOCTb ITO3BOJIAIECT BM3 CTPOUTHb OTHOIICHUA CO CBOMMU KJIMEHTAMU U IMOCTaB-
HHIMKaMH1 Ha HOHFOCpO‘{HOﬁ OCHOB€.

Mpur pasBMBaAcM U IOOLIPSACM HpO(I)CCCI/IOHaJII/ISM 1 MHULIMATUBY HalllUX COTPYAHU-
KOB U CTPOMM Halll Ou3HEC Ha IIEPEAOBBIX METOAAX YITPABICHMA.

Hamm nennocTn:
MHTCpCCbI KIIMCHTOB — Halll IPUOPUTET
OnepexaTh BpeMsl — Hallle Kpeao
BrIcokokauecTBeHHAsA IPOAYKLMA — Halll IIPUHIIUIT
HanexHble mapTHEpbl — Hallla oropa
[ToBbI1LIEHUE YPOBHA XKU3HU pa60THI/IKOB — Halll€ IIpaBuJIo
COHCﬁCTBHC Pa3BUTHUIO PETUOHOB — Hallla ITIO3ULIUA
CHJIO‘{CHHaH KOMaHIOa HpO(I)CCCI/IOHaIIOB — Halll KaIrm1uTaJl

Hemounux: www.vmz.ru



LESSON 3
PROGRAM MANAGEMENT

V' Read and translate the text and learn terms from the Essential Vocabulary.

HOW FORD HIT THE BULL’S-EYE WITH TAURUS

A team approach borrowed from Japan has produced the hottest US car in years

It’s been a long time since a car built in Detroit has drawn such rave reviews. But
there’s no doubt about it: Ford Motor Co.’s new Taurus and its sister, the Mercury
Sable, are four-star successes. Customers are snapping them up faster than the com-
pany can turn them out. The two cars are Ford’s hottest sellers since Lee lacocca’s
Mustang took the auto world by storm in the mid-1960s.

For Detroit, Ford’s success may herald a turning point. It’s true that Detroit still
suffers from a perception of poor quality and a sense that it’s out of step with the cus-
tomer. That’s why the Big Three continue to lose market share to imports from Japan
and Europe. But Taurus and Sable demonstrate that the former American competi-
tive edge is not completely lost. U.S. carmakers can still build a machine that excites
the average American driver.

How did Ford pull it off? Largely, by stealing a page from the Japanese. It stud-
ied customer wants and needs like never before, made quality the top priority, and
streamlined its operations and organisation. Top management is so pleased with the
result that the Taurus approach will be incorporated in all future development pro-
grams.

Radical Steps. The Taurus-Sable project was conceived in the bleak days of 1980,
when Detroit was deep in recession. Ford’s executives finally realized that fuel econ-
omy was not the only reason consumers were choosing imports. “It was painfully
obvious that we weren’t competitive with the rest of the world in quality,” says John
Manoogian, who then was Ford’s chief of quality. “It became our number 1 priority.”
Adds Lewis Veraldi, who headed the Taurus-Sable program: “We decided we had bet-
ter do something far-reaching — or go out of business.”
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Taurus and Sable were a huge gamble, indeed. When the automaker realised it
needed to take radical steps to lure drivers back into the American fold, it decided
that its new cars would replace the company’s best-selling models, Ford LTD and
Mercury Marquis. To make sure Taurus and Sable would succeed, Ford invested $3
billion — an unprecedented amount for a new-car project.

The first step was to throw out Ford’s traditional organisational structures and
create Veraldi’s group, christened Team Taurus. Normally, the five-year process of
creating a new automobile is sequential. Product planners come up with a general
concept. Next, a design team gives it form. Their work is handed over to engineering,
which develops the specifications that are passed on to manufacturing and suppliers.
Each unit works in isolation, there is little communication, and no one has overall
project responsibility.

Turning the Tables. Team Taurus took a “program management” approach. Rep-
resentatives from all the various units — planning, design, engineering, and manufac-
turing — worked together as a group. Top management delegated final responsibility
for the vehicle to Team Taurus. Because all the usually disjointed groups were inti-
mately involved from the start, problems were resolved early on, before they caused
a Crisis.

Ford methodically set out to identify the world’s best-designed and engineered
automotive features, so that as many as possible could be incorporated in Taurus-
Sable. Ford engineers turned the tables on the Japanese and did some “reverse en-
gineering” of their own — to learn how the parts were assembled as well as how they
were designed.

The company bought a Honda Accord and a Toyota Corolla and “tore them
down layer by layer, looking for things we could copy or make better,” Veraldi says.
All told, engineers combed over 50 comparable mid-size cars. They found that the
Audi 5000 had the best accelerator-pedal feel. The award for the best tire and jack
storage went to the BMW 528e. Of the 400 such “best in class” features, Ford claims
that 80% are met or exceeded in Taurus-Sable.

At the same time, to determine the customers’ preferences, Ford launched its
largest series of market studies ever. That led to features such as a net in the trunk that
holds grocery bags upright and oil dipsticks painted a bright yellow for fast identifica-
tion. “Little things like that mean a lot to people,” notes Veraldi.

Worker Input. Meanwhile, a five-member “ergonomics group” spent two years
scientifically studying ways to make the cars comfortable and easy to operate. They
took seats from 12 different cars, stuck them into a Crown Victoria and conducted
driving tests with a big sample of male and female drivers in all age groups who were
then quizzed on what they liked and did not like. The best elements were combined
to create the Taurus-Sable seats. Similarly, dashboard instruments and controls were
tested to determine ease of use. People were timed pushing buttons, flipping switch-
es, and pulling levers. It turned out that the quickest and most comfortable way to
turn on the headlights was to turn a large round dial mounted on the left side of the
steering column. That’s how you do it in the new Fords.

Ford also made some distinctly un-Detroit changes in production. It asked as-
sembly-line workers for their advice even before the car was designed, and many of
the suggestions that flooded in were used. For example, workers complained that
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they had trouble installing car doors because the body panels were formed in too
many different pieces — up to eight to a side. So designers reduced the number of
panels to just two. One employee suggested that all bolts have the same-size head.
That way, workers wouldn’t have to grapple with different wrenches. The change was
made. “In the past we hired people for their arms and their legs,” says Manoogian.
“But we weren’t smart enough to make use of their brains.”

Bulging Backlog. Ford pulled suppliers into the effort too. Typically, an automaker
turns to its suppliers almost as an afterthought. Only when a car’s design has been com-
pleted does the manufacturer send out specifications for parts and solicit bids in search
of the lowest cost. The companies that are chosen keep the business only until a lower
price comes along. Team Taurus, on the other hand, signed long-term contracts with
contractors and invited them to participate in product planning. “We never had the
supplier input we had on this car,” says Veraldi. “Now we’ll never do it any other way.”

Taurus and Sable have not been completely free of problems. There have already
been recalls to correct troubles with the side windows in station wagons and with the
clutch in some four-cylinder models. As for overall reliability, it will be a year or two
before an accurate track record on repairs emerges.

Still, Ford’s bet on Taurus-Sable is paying off — handsomely. With bare-bones
models starting at $10,200, more than 130,000 of the midsize sedans and station
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wagons have been delivered so far, and Ford has a backlog of orders for 100,000 more.
Elated dealers say that customers — some of whom haven’t set foot in a domestic
producer’s showroom for years — are content to wait patiently for two months or
more to drive away with a Taurus or Sable.

In fact, transplanting many Japanese principles worked so well for Team Taurus

that Ford decided to apply management-by-teamwork across the board. It promot-
ed Veraldi to vice-president for car-programs management and gave him the job of
spreading the message throughout the company. Ford, it seems, isn’t too haughty to
say arigato gozaimasu — thank you very much.
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Source: Business Week, June 30, 1986, p. 69—70.

ESSENTIAL VOCABULARY

. perception 7 — BOCIIpUsITHE

perceive v — BOCIIPMHUMATh
perceived @ — BOCIIPUHUMAEMBbIA

. competitive edge — KOHKYPEHTHOE MPEUMYIIECTBO

. carmaker (automaker) n — aBTOMOOUJIECTPOUTENH

. streamline v — paliMOHAJIU3MUPOBaTh, ONTUMU3UPOBATH

. Tecession n — pelieccus, CHIDKCHIE YPOBHS IEJI0BOI aKTUBHOCTH
. consumer 7 — TTOTPeOUTEITb

consumption n — noTpedIeHUE
consume v — IOTPeOISITh

. fuel n — ToruBO
. investment 7 — WHBECTULINS, KAITUTAJIOBIIOKEHIE

investor 7 — UHBECTOP
invest ¥ — MHBECTUPOBATh

. manufacturer 7 — IPOX3BOAUTENb, U3TOTOBUTEb, TPOMBIIIIEHHUK

manufacture v — TpOU3BOIUTH, U3TOTABINBATE, BHIMYCKaTh; MepepadaThiBaTh
(crIpBe)
manufacturing ¢ — TPOMBILIIEHHBI, TTPOU3BOACTBEHHBII

. engineer 7 — WHXeHEP, KOHCTPYKTOP

engineering n — UHXXUHUPWUHT
engineer v — MpOEKTUPOBATh; CO3/1aBaTh, COOPYXaThb
engineering @ — MPUKJIAAHOMN, TEXHUUECKUM, MHKXEHEPHbII

. unit 7 — 9acTh, TOJISI, EIMHUIIA; TTOIpa3aejicHIue KOMIIaHUI, Ha0op
12.
13.

program management — IporpaMMHOE yIIpaBJeHUE
delegate responsibility — nesierupoBaTh OTBETCTBEHHOCTh

. vehicle n — TIepeBO30YHOE CPEICTBO; CPEACTBO BBIPAXKEHUS M pPacIIpoCTpaHe-

HUS, TIPOBOAHUK

. customers’ preferences — Npeano4YTeHUsT KJIMEHTOB
16.

launch » — 3anyck (MpogyKUUU, TPOEKTA)
launch v — 3amyckatb
sample n — obOpa3zelr (ToBapa), BEIOOpKa, Ipoda (Hanp. TPYHTA)
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sample v —mpo0OOBaTh, UCITBITHIBATh, OTOUPATH 0OPA3LIbI UJIU TTPOOLI
18. age group — Bo3pacTHasl IpyIIa
19. advice n — coBeT, KOHCYJIbTALIMST; aBU30, MHEHUE

advisor 7 — COBETHUK, KOHCYJIBTAHT

advise ¥ — KOHCYJIBTUPOBATD

advisory @ — coBeIllaTeIbHbIN, KOHCYIBTaTUBHBIN
20. backlog n — 3ag0J5KEHHOCTb, MPOCPOUYEeHHas1 paboTa; mopTdesb 3aKa30B
21. solicitor n — amBOKaT, TTOBepEeHHBII

solicit v — XomaTalicCTBOBaTh, IIPOCUTD; HABSI3BIBATh (TOBAP, YCIIyTH)
22. bid n — pepoxXeHne

bidder n — moxkynareib; 11110, Mpeajiarampliee LeHYy; y4aCTHUK TOPTrOB

bid v — mpeaaraTh (11eHy), y4acTBOBaTh B TOPTax
23. contractor n — MOAPSIUUK

24. recall n — MpuU3BIB paHee YBOJIEHHBIX PAOOTHUKOB BEPHYThCS Ha pabOTY; OT3bIB

ToBapa (110 KayecTBY)
recall v — npu3bIiBaTh, OT3bIBATh
25. track record — MOCJIyXXHOM CITUCOK; MPEAbICTOPUS, MPOILIbIE pe3yJbTaThl
26. delivery n — rocrtaBka
deliverables n — pe3yibraThl (OcsI3aeMEbIC)
deliver v — nocTaBJiSITh
27. domestic @ — BHYTpEeHHMIT; HAIIMOHAJIbHBII
28. showroom n — cajoH, IeMOHCTpPAallMOHHBIN 3a1

29. across-the-board — moBceMeCTHBI, TOTaIbHbIN, BKIIIOYAIOIIWIA BCE KATETOpUU

" KJ1aCChbl

Exercise 1. Answer the following questions.

1. Why were the Big Three losing market share to imports from Japan and Europe?
2. What was the situation in Detroit when the Taurus project was launched? 3. What was the
traditional approach of the American carmakers to creating a new automobile? 4. What are
the key characteristics of the “program management” approach? 5. How did Ford identify
the world’s best-designed and engineered automotive features? 6. What were the results of
the market studies conducted by Ford? 7. What was the input of the “ergonomics group”?
8. How were workers involved in the design process? 9. What was the role of suppliers?
10. Did Ford successfully transplant the Japanese management principles?

Exercise 2*. Which of the following statements are not correct and why?

1. Taurus and Sable manufactured by Ford were huge successes. 2. Detroit suffered
from a perception of poor quality and that’s why the Big Three were losing market share
to imports from Japan and Europe. 3. Ford executives understood that fuel economy was
the reason why consumers were choosing imports. 4. To make sure Taurus and Sable would
succeed, Ford invested $3 billion, which was the usual amount of money needed to develop
a new car. 5. Normally, the five-year process of creating a new automobile is sequential.
6. With the sequential approach, different units work in close cooperation and are in con-
stant communication with each other. 7. The final responsibility for the vehicle was del-
egated to Team Taurus. 8. To determine the customers’ preferences, Ford launched its larg-
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est series of market studies ever. 9. Detroit carmakers always asked assembly-line workers
for their advice. 10. The American automakers usually involved their suppliers in the design
process. 11. The Japanese principles were successfully applied in the Taurus project.

Exercise 3. Make 2—4 sentences using the term “track record”.

Example: Aeroflot has a good track record in terms of flight safety, but this fact is not
well known to its customers.

Oleg Deripaska, head of RUSAL, has an impressive #rack record of arranging successful
mergers and acquisitions that turned his company into the world’s biggest aluminum producer.

Exercise 4. In economic context, “domestic” means «HaIMOHAJbHBIA, BHYT-
pennmii». Make 2 sentences with each of the following expressions:

domestic market
domestic producer
domestic prices

Exercise 5*. Fill in the blanks using terms given below.

Getting Customers to Love You

In 1984, General Motors shrank the Cadillac two feet and sales declined, forcing the
dismayed ........ to rethink the way it ...... cars. Instead of interviewing car buyers only at the
start of ...... ) eeeeees met over three years with five groups, each composed of 500 owners of
Cadillacs and other models, to discuss design ideas. General Motors literally placed these
people behind the wheel of prototypes, letting them fiddle with switches and knobs on the
instrument panel, door handles, and seat belts while ........ sat in back and took notes.

The result: The new De Ville and Fleetwood cruised into ....... with subtle tail fins, nine
extra inches, and fender skirts — all reminiscent of the opulent post-war automobiles. As a
result, ........ quickly increased. The troubles and the comeback taught the company a very
tough lesson. GM says, “We learned to ..... on the consumer.”

Many companies that once led in technology must now hangonto ........ by carefully tai-
loring their products to customer needs and ......... quickly. Says Du Pont Chairman Richard
Heckert: “As the world becomes more and more .......... , you have to sharpen all your tools.
Knowing what’s on the customer’s mind is the most important thing we can do.” It is also
cheaper than finding new buyers. Studies by Forum Corp., a Boston-based consulting firm,

show that keepinga ........ typically costs only one-fifth as much as acquiring a new one.
Techsonic Industries in Alabama, which manufactures Hummingbird depth finders,
keeps its customers ........ even though some 20 Japanese ....... make technologically .........

products. Depth finders are electronic devices that fishermen use to measure the water be-
neath the boat and track their prey. Techsonic had nine new-product failures in a row before
1985, when Chairman James Balckom ........ 25 groups of sportsmen across the U.S. and
discovered that they wanted a gauge that could be read in bright sunlight.

“The customer literally developed a product for us,” Balkcom says. In the year after the
$ 250 depth finder was ....... , Techsonic’s sales tripled. The company has 40% of the U.S.
market for depth finders, and its motto — not surprisingly — is, “The ...... of any product or
service is what the customer says it is”.

Source: Fortune, 1990, June 25 (excerpts)



