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Read text 1 and identify the topic and  the problem of the article.
TEXT 1. The nature of management research
(An excerpt from: Transfield, D., Starkey, K.(1998). The nature, social organization and promotion of management research. British Journal of Management, vol. 9, pp.341-353.)
     Management research is a heterogeneous and fragmented field (Whitley, 1984b; Tsoukas, 1994) utilizing knowledge and research methods often drawn from associated disciplines in the social sciences. This heterogeneity can result in considerable debate at conferences and within the literature.

     Furthermore, management research is concerned not only with 'knowing what', but goes beyond this to consider questions associated with 'knowing how'. It is concerned to build a body of knowledge which documents, codifies and articulates a problem and solution-set concerned with understanding and improving the practice of management. Long and Dowell (1989) argue that,

“... disciplines are distinguished by the general (discipline) problem they address. The scientific
discipline addresses the general (scientific) problem of explanation and prediction, the engineering discipline addresses the general (engineering) problem of design and so on. Craft knowledge is acquired by practice and example, and so is experiential. . .” 

     Management research, given its concern to understand the organization and arrangement of
resources to deliver optimal task performance and social cohesion, may be used to exhibit features
of both ‘engineering’ and ‘craft’ orientations. Such a categorization reflects a focus on studying
phenomena concerned with both design and implementation elements. Together these elements
might be argued to reflect the key features of any applied discipline. Further a considerable
proportion of management research is based on casework inducting generalizations from specific
instances of documented managerial practice. Because of these inherent characteristics, management research must be considered to be an applied field.

However, this notion of concern with application, along with its concomitant property, user relevance, incorporates no temporal imperative, i.e. that only issues of pressing topicality, manifesting immediate implementation potential should comprise the subject matter for research. It does not follow logically that, just because management research is centrally concerned with the issue of utility of knowledge, research should become focused only on that which is currently fashionable and modish. As Whitley (1984b) points out, ‘the nature of management problems, as distinct from some managers’ problems, receives little attention ..., yet if management research is to be more than technical troubleshooting for current incumbents of dominant positions this distinction needs sustained analysis. Considering management research as the study and improvement of coordination and control of human activities necessitates taking existing structures and goals as problematic (Whitley, 1977). This view implies some framework in which existing arrangements can be conceived as needing improvement and some conception of what constitutes improvement. It therefore has to transcend current beliefs and practices rather than reproduce them in formulating its problems and intellectual goals.' (p. 371)
What is appropriate is that problems are set, addressed and disseminated, with a sympathy to the managerial and broader societal context. Therefore, a key distinguishing feature of research output resulting from management research is that it addresses directly the question 'what are the implications for management?' In this sense, the very essence of management research in terms of its problem foci, its methods and its knowledge stock, is that each needs to be framed, produced and disseminated within a context of application.

By adopting this stance a significant role for management research is unveiled. This might be characterized as locating the field in the nexus between practice and contributing disciplines, hence positioning management research within the social sciences as equivalent to engineering (in the physical sciences) or medicine (in the biological sciences). Specifically, such a positioning requires of scholars and researchers that they adopt a trans-disciplinary approach (Gibbons et al, 1994), i.e. that they attempt to go beyond any single discipline. It might be expected when undertaking trans-disciplinary work that a research agenda would be defined collaboratively between researchers and users, including both managers and policy-makers.

Finally, it can be argued that management research covers a wide area of study, for example, from the management sciences to the social and behavioral aspects. Further fragmentation and differentiation can occur due to this broad intellectual territory not being clearly demarcated, and as a result seemingly identical problems and issues can be examined using multiple theoretical and methodological approaches.

Vocabulary:

engineering - прикладной ( о науке) argue - (зд.) утверждать, считать

Tasks:
Vocabulary
1. Find synonyms for the following word combinations using the vocabulary of the text:  

· in addition to 
· moreover 
· innate, inborn characteristics 
· group or series connected

· to scatter ideas far and wide 
· an accompanying or attendant property

· not homogeneous, composed of unrelated elements.
2. Translate the underlined expressions into Russian.
Speaking/oral presentations
3. Answer the following questions:

a) Why is management research considered heterogeneous?

b) What features point to the applied character of management research?

c) Why do most scientists adopt a trans-disciplinary approach towards management research?

d) What is the problem statement of the article?
Writing
4. Translate the following into English:

a) Данное исследование рассматривает проблему достижения оптимальных результатов в применении на практике упомянутой программы.

b) Последние научные дебаты отражают наиболее общие проблемы, связанные с прикладным характером этой научной дисциплины.

c) Вопрос о применимости и полезности данных результатов в практике менеджмента чрезвычайно актуален.

d) Научные проблемы следует формулировать и рассматривать в широком методологическом контексте.

e) Междисциплинарный подход к изучению данных явлений предполагает сотрудничество теоретиков и практиков в выработке программы исследований.

f) Целью указанной статьи является формулирование основных проблем исследований в менеджменте.
Read text 2 and identify the topic and the problem of the article.

TEXT 2. External networks and multinational corporation
(An excerpt from: Andersen, U., Forsgren, M., Holm, U.(2002). The strategic impact of external networks: Subsidiary perfofmance and competence development in the multinational corporation. Strategic Management Journal, vol.23, pp.979-980.)
     A special feature of multinational firms (MNCs) is the notion that their subunits (subsidiaries) are embedded in different local networks. Each subsidiary maintains unique and idiosyncratic patterns of network linkages and consequently is differentially exposed to new knowledge, ideas and opportunities. In fact, this differential exposure has been put forward as one of the basic competitive advantages of the multinational firm, because it increases the breadth and variety of its network resources. It is also in line with recent trends in foreign direct investment theory, in which foreign investments are viewed as series of attempts to selectively tap knowledge linked to specific local business contexts.
     The network resources of a focused subsidiary can influence the competitive ability of an MNC in two main ways. First, there is reason to assume that the subsidiary's access to these network resources will have an impact on the subsidiary's competitive capability in its own market. Second, through the transfer of these capabilities from the focused subsidiary to other MNC units, the competence of the MNC as a whole will be upgraded.
     Several studies have focused on the issue of how a subsidiary's business environment affects its role within the MNC. However, most of them treat the environment in a rather general way, not considering its complexity, dynamism or resource richness, for example, and focus more on internal conditions and relationships. Few studies have more explicitly examined the importance that a subsidiary's external network of specific business relationships has on its market performance and its strategic role within the MNC. This paper will explore this void.
     Our approach is in line with the idea that firms are embedded in social networks with other actors. A common theme in this respect is that a firm's network can be seen as a resource in itself. Through the social network, the firm gets access to resources and capabilities outside the organization, such as capital, goods, services, innovations, etc. The network is created through a path-dependent process and is, therefore, idiosyncratic and difficult to imitate. Consequently, the resources which are accessible through the network are also relatively inimitable and nonsubstitutable.
     Our approach is also consistent with the emerging paradigm of the diversified MNC (Doz and Prahalad, 1993) and the conception of the MNC as a differentiated network discussed by Ghoshal and Nohria (1997). The latter authors maintain that the differentiated network model should be extended by recognizing that the environment of the MNC is itself a network of suppliers, customers etc. They emphasize that such research should be directed to understanding how different attributes of the MNC can be explained by selected attributes of the external network (Ghoshal and Nohria, 1997: 196).
     This is precisely our intention with the present paper. We focus on two attributes of the MNC, both located at the subsidiary level: the subsidiary's market performance and the subsidiary's role in the competence development within the MNC as a whole. The selected attribute of the
external network is the subsidiary's degree of embeddedness within its network. More specifically, we investigate how the degree of embeddedness within the external network affects the market performance of the subsidiary in its own market and its importance for competence development in other parts of the MNC.
     In the next section, the concept of embeddedness in an MNC setting is introduced. In the following sections, hypotheses are formulated concerning the relationships between embeddedness and the subsidiary's expected market performance, and embeddedness and the importance of a subsidiary for competence development in the MNC as a whole. In the subsequent sections, the hypotheses are tested empirically by applying data from Swedish MNCs in a LISREL model. The final sections discuss the results from the empirical testing, managerial implications and possible areas for future research about the modern MNC.
Tasks
Vocabulary

1. Provide an explanation of the folowing terms and phrases: 
· to be embedded in smth 
· a focused subsidiary 
· idiosyncratic 
· to explore smth more explicitly 
· consequently 
· managerial implications 
· LISREL.
2. Find English equivalents to the following Russian expressions: 
· понятие (2 варианта) 
· рассматриваться как 
· оказывать влияние (2 варианта) 
· пробел в исследованиях 
· утверждать (2 варианта) 
· отдельные признаки
3. Underline in the text cliched expressions meaning: 
· соответствовать новейшим тенденциям в чем-либо 
· наш подход соответствует 
· общепринятая точка зрения в этом отношении 
· наш подход также не противоречит (соответствует) 
· сосредоточить внимание на рассмотрении вопроса 
· подходить к вопросу слишком общо, без учета чего-либо 
· именно это мы собираемся сделать в настоящей работе

Speaking/oral presentations
4. Name the topic of each paragraph.

5. Make a mini-presentation of the article and prepare 5 slides for it.

Writing 
6. Write a 120-word summary of the text, stating the topic and the problem.
Read text 3 and identify the topic and the problem of the article.
TEXT 3. The stakeholder theory of the corporation

(An excerpt from: Donaldson,T., Preston, L.E. (1995). The stakeholder theory of the corporation: Concepts, evidence.  The Academy of Management Review, vol.20, pp.65-92.)
     The idea that corporations have stakeholders has now become commonplace in the management literature, both academic and professional. Since the publication of Freeman's landmark book, Strategic Management: A Stakeholder Approach (1984), about a dozen books and more than 100 articles with primary emphasis on the stakeholder concept have appeared. (Significant recent examples include books by Alkhafaji, 1989; Anderson, 1989: and Brummer, 1991: and articles by Brenner & Cochran, 1991; Clarkson, 1991; Goodpaster. 1991; Hill & Jones, 1992: and Wood, 1991a,b: plus numerous papers by Freeman and various collaborators, individually cited.) Stakeholder management is the central theme of at least one important recent business and society text (Carroll, 1989), and a diagram purporting to represent the stakeholder model has become a standard element of "Introduction to Management" lectures and writings.

     Unfortunately, anyone looking into this large and evolving literature with a critical eye will observe that the concepts stakeholder, stakeholder model, stakeholder management, and stakeholder theory are explained and used by various authors in very different ways and supported (or critiqued) with diverse and often contradictory evidence and arguments. Moreover, this diversity and its implications are rarely discussed--and possibly not even recognized. (The blurred character of the stakeholder concept is also emphasized by Brummer, 1991.) The purpose of this article is to point out some of the more important distinctions, problems and implications associated with the stakeholder concept, as well as to clarify and justify its essential content and significance.

     One of the central problems in the evolution of stakeholder theory has been confusion about its nature and purpose. For example, stakeholder theory has been used, either explicitly or implicitly, for descriptive purposes. Brenner and Cochran (1991: 452) offered a "stakeholder theory of the firm" for "two purposes: to describe how organizations operate and to help predict organizational behavior." They contrasted this "theory," which they developed only in outline form, with other "theories of the firm," but they did not ask whether the various theories cited have comparable purposes.

     The stakeholder theory differs from these and other "theories of the firm" in fundamental ways. The stakeholder theory is intended both to explain and to guide the structure and operation of the established corporation (the "going concern" in John R. Commons' famous phrase). Toward that end it views the corporation as an organizational entity through which numerous and diverse participants accomplish multiple, and not always entirely congruent, purposes. The stakeholder theory is general and comprehensive, but it is not empty: it goes well beyond the descriptive observation that "organizations have stakeholders." Unfortunately, much of what passes for stakeholder theory in the literature is implicit rather than explicit, which is one reason why diverse and sometimes confusing uses of the stakeholder concept have not attracted more attention.

     The stakeholder theory can be, and has been, presented and used in a number of ways that are quite distinct and involve very different methodologies, types of evidence, and criteria of appraisal. Three types of uses are critical to our analysis.

Descriptive/Empirical  The theory is used to describe, and sometimes to explain, specific corporate characteristics and behaviors. For example, stakeholder theory has been used to describe (a) the nature of the firm (Brenner & Cochran, 1991), (b) the way managers think about managing (Brenner & Molander, 1977). (c) how board members think about the interests of corporate constituencies (Wang & Dewhirst, 1992), and (d) how some corporations are actually managed (Clarkson, 1991: Halal, 1990; Kreiner & Bhambri, 1991).

Instrumental  The theory, in conjunction with descriptive/empirical data where available, is used to identify the connections, or lack of connections, between stakeholder management and the achievement of tradition corporate objectives (e.g., profitability, growth). Many recent instrumental studies of corporate social responsibility, all of which make explicit or implicit reference to stakeholder perspectives, use conventional statistical methodologies (Aupperle, Carroll, Hatfield, 1985; Barton, Hill, & Sundaram, 1989; Cochran & Wood, 1984: Cornell & Shapiro, 1987; McGuire, Sundgren, & Schneeweis, 1988; Preston & Sapienza, 1990; Preston, Sapienza, & Miller, 1991). Other studies are based on direct observation and interviews (Kotter & Heskett, 1992; O'Toole, 1985; see also, O'Toole, 1991). Whatever their methodologies, these studies have tended to generate "implications" suggesting that adherence to stakeholder principles and practices achieves conventional corporate performance objectives as well or better than rival approaches. 

Normative     The theory is used to interpret the function of the corporation, including the identification of moral or philosophical guidelines for the operation and management of corporations. Normative concerns dominated the classic stakeholder theory statements from the beginning (Dodd, 1932), and this tradition has been continued in the most recent versions (Carroll, 1989; Kuhn & Shriver, 1991; Marcus, 1993). Even Friedman's (1970) famous attack on the concept of corporate social responsibility as cast in normative terms.

     A striking characteristic of the stakeholder literature is that diverse theoretical approaches are often combined without acknowledgment. Indeed, the temptation to seek a three-in-one theory - or at least to slide easily from one theoretical base to another - is strong. Clarkson (1991: 349), for example, asserted an explicit connection among all three when he concluded that his stakeholder management model represents a new framework for "describing, evaluating, and managing corporate social performance."

     All three types of theory are also to be found in the work of Freeman, whom many regard as the leading contributor to the stakeholder literature. In his original treatise, he asserted that changing events create a descriptive fit for the theory. At the same time, he also endorsed the theory's instrumental basis. In a later work, however, Evan and Freeman (1988: 97) justified stakeholder theory on normative grounds, specifically its power to satisfy the moral rights of individuals. They asserted that the theory of the firm must be re-conceptualized "along essentially Kantian lines." This means each stakeholder group has a right to be treated as an end in itself, and not as means to some other end, "and therefore must participate in determining the future direction of the firm in which it has a stake."
Tasks
Vocabulary
1. Find Russian equivalents to the following English expressions from the text: 
· the blurred character of the theory 
· to cause confusion 
· a corporate constituency 
· an end in itself 
· explicitly or implicitly
2. In the text find English equivalents to the following Russian expressions: 
· стать общим местом 
· книга, ставшая поворотным пунктом в развитии (этой отрасли знания) 
· включать в себя различные критерии оценки 
· общепринятые статистические методики 
· иметь свой интерес

3. Underline in the text cliched expressions meaning: 
· в своей монографии он утверждает, что 
· это имеет большое значение для целей нашего исследования 
· эта теория использовалась для различных целей 
· различные авторы высказываются за и против этой теории, используя разнообразную и противоречивую аргументацию 
· диаграмма, отражающая эту модель, стала рядовым элементом любой лекции по данной теме
Speaking/oral presentations
4. Draw an outline of the text, naming the topic of each paragraph.
5. Prepare 5 slides for a mini-presentation of the text and the mini-presentation itself.
Writing

6. Based on your outline, prepare a 120-word summary of the text, stating its topic and the problem.
Read text 4 and identify the topic and the problem of the article.

TEXT 4. Standartization versus adaptation of international marketing strategy
(An excerpt from : Szymanski, D.M., Bharadwaj, S.G., Varadarajan, P.R. (1993). Standartization versus adaptation of international marketing strategy: An empirical investigation. Journal of Marketing, vol.57, pp.1-17.)
      An issue debated frequently in the international marketing literature centers on whether a business should pursue a strategy that is standardized across national markets or adapted to individual national markets. Of the two aspects relating to standardization of marketing strategy across national markets (1) standardization of the pattern of resource allocation across marketing mix variables integral to a business's marketing strategy and (2) standardization of the strategy content with respect to individual marketing mix variables - the latter has been the subject of numerous conceptual articles.

      However, there is a relative dearth of empirical studies on both issues. To partially fill this void, this study addresses empirically the question of the standardization of the pattern of resource allocation among marketing mix variables across national markets. The question is addressed by examining whether competitive strategy and industry structure variables affect market share and business profits similarly or dissimilarly across Western markets, that is, the U.S., U.K., Canada, and Western Europe. The results reveal that with few exceptions, the effects of competitive strategy and market   structure variables generalize across these markets. The study findings provide insights into both the merits of standardizing the strategic resource mix across Western markets and the competitive strategy and market structure variables that are major explanators of business performance across Western markets.
     In the international marketing literature, the desirability of pursuing a strategy of standardization of marketing mix and other competitive strategy variables across national markets versus adaptation to individual national markets has been debated extensively (e.g., Ghoshal 1987; Levitt 1983; Walters 1986; Wills, Samli, and Jacobs 1991; Wind 1986; Yip 1989). In recent years, however, the debate centering on the pros and cons of pursuing a strategy of total standardization across national markets versus complete adaptation to individual markets has given way to a more fruitful dialogue focusing on the (1) desired degree of standardization (or adaptation) with respect to various competitive strategy variables such as branding, advertising, sales promotion, and pricing and (2) moderating effects of organizational and  environmental contingencies on the desired degree of standardization (or adaptation) with respect to these variables. However, two related issues that merit further exploration in an international context are the degree to which (1) the nature of the underlying relationships between competitive strategy variables and business performance are similar across national markets and (2) certain competitive strategy variables are relatively more important determinants of performance across national markets than other variables.

     Realistically, a business competing in or contemplating competing in multiple national markets should first develop an understanding of the nature of the underlying relationship between competitive strategy variables (e.g., advertising, personal selling effort, etc.) and performance (e.g., market share and profitability) to determine whether the patterns of these relationships are similar across national markets. Specifically, the marketing strategy formulation process in multinational firms can be viewed as comprising a series of decisions pertaining to the business's (1) strategic orientation (standardization vs. adaptation), (2) desired degree of standardization of the strategic resource mix (i.e., pattern of resource allocation among advertising, promotion, personal selling, and other marketing mix variables), and (3) the desired degree of standardization of the strategy content (i.e., decisions on product positioning, brand name, appropriate media, content of advertisements, etc.). 

     Making effective decisions relating to strategic orientation, resource allocation across strategic variables, and strategy content with respect to individual marketing mix elements, in turn, can be viewed as being contingent on managers' understanding (derived from sources internal and external to the business) of relationships among strategic levers (i.e., marketing mix and other competitive strategy variables under the control of the business that impact performance and also are impacted by performance), industry drivers (i.e., industry structure variables that impact performance and in turn can be affected at times by a business's performance),mz drivers (i.e., the characteristics of the firm and business unit, such as firm-specific and business-specific skills and resources that can impact the strategic levers), and business performance. 

     Unfortunately, there is a relative dearth of empirical information from sources external to the business on the determinants of business performance across foreign and domestic markets The lack of sufficient information from external sources persists in many respects in spite of the potential value of information on the determinants of business performance across multiple national markets, particularly to managers of multinational firms and managers whose firms are entering international markets for the first time.

     In an attempt to compensate for this void in the international marketing literature, we focus on two key questions facing international businesses: "Does an opportunity exist for standardizing the strategic resource mix across national markets?" and "On which strategic variables should businesses place relatively greater emphasis across national markets?" To provide insights into these issues, we examine a number of marketing mix variables for their effects on business profits in Western markets.

Tasks
Vocabulary
1. Find Russian equivalents to the following English expressions from the text: 
· to pursue a strategy 
· resourse allocation 
· the question is addressed 
· environmental contingencies 
· a series of decisions
· In the text, find Russian equivalents to the following Russian expressions: 
· оказывать влияние на долю рынка 
· то есть (т.е.) 
· разобраться в природе явления 
· скрытые (лежащие в основе) взаимоотношения 
· экономические показатели 
2. Underline in the text cliched expressions meaning: 
· второе часто становилось предметом исследования 
· результаты показывают, что за редким исключением
· в последние годы,  однако, споры уступили место более продуктивному диалогу 
· эта проблема широко обсуждалась 
· несмотря на важность проблемы, во многих отношениях наблюдается недостаток информации из внешних источников
Speaking/oral presentations
4.   Draw an outline of the text, naming the topic of each paragraph.

5.   Prepare five slides for a mini-presentation of the text and the mini-presentation itself.
Writing

6.    Translate into Russian the sections underlined in the text.
7.    Based on your outline, prepare a 120-word summary of the text, stating its topic and the                     problem. 

Read text 5 and identify the topic and the problem of the article.
TEXT 5. Employee disengagement
(An excerpt from Pech, R., Slade, B. (2006). Employee disengagement: is there evidence of a growing problem? In Handbook of business strategy. Emerald Group Limited, pp.21-25.)
     There is much conflicting and anecdotal evidence that employee disengagement is increasing and that the majority of managers seem unwilling or unable to halt the rising tide. Disengagement may result from numerous causes and conditions. Once the catalysts for disengagement are understood, managers can be better equipped to deal with falling employee commitment and energy levels, thus gaining greater traction on the global business landscape.
     Lengthy episodes of distraction, rapid task saturation, a slow tempo of activity, poor decision making, too many days away from work, and lack of interest in work ar symptoms displayed by individuals who do not engage in the organizational context. They have become disengaged - if they were ever engaged at all. In these examples the employee's productive output is minimal.
Organizations will often "carry" a few disengaged individuals, but what if the number of employees who are disengaged increases? What if the entire organization becomes disengaged?
Huckerby (2002) discusses findings from the UK suggesting that only 17 percent of employees are truly "engaged" in their organizations, while 63 percent are "not engaged", and 20 percent are "disengaged" - those who have mentally quit but stay on. Are these figures representative of poorly conceived "guestimates" or are they an accurate representation of employee behaviors? If the latter, a colossal 83 percent of employees are on the job drawing salaries and benefits, while their energy is unavailable to the organization.
     According to Hochchild (1983), disengaged employees uncouple themselves from work roles and withdraw cognitively and emotionally. Kahn (1990, p. 694) described engagement as the "harnessing of organizational members" selves to their work roles; in engagement, people employ and express themselves physically, cognitively and emotionally during role performance.
Tasker (2004, p. 8) defines engagement as a beneficial two-way relationship where employees and employers "go the extra mile" for one another. According to Tasker research conducted via the Personnel Today web site involving 400 HF professionals, one in four organizations admitted that staff were not engaged, that the situation was worsening, and 44 percent said that tackling the issue of engagement was an "overwhelming challenge". Where levels had fallen, the survey revealed that only 48 percent of firms were doing something about it. In direct contrast to these findings, Tasker states that 69 percent of Board Directors believed that engagement levels in their organizations had increased in the last twelve months. Their views appear in stark contrast with those of their HR managers, of whom only 38 percent seemed to agree. Someone is not communicating the bad news to the Board.
     Parr, (1996) cites research that suggests that poor employee work ethics will be the greatest near-term obstacle to the success of US manufacturers, with declining trends in performance on the increase, and management doing little to reduce the slide into stagnation. Clearly this is not just a problem isolated to the USA.
     Beech and Anderson (2003) explain that engagement levels may be low due to poor levels of trust between employees and employers, with only 39 percent of employees trusting what their business leaders were telling them. Luthans and Peterson (2002) claim that a correlation exists between levels of employee engagement and their manager's degree of self-efficacy, perhaps suggesting that a growing crisis exists between management and their subordinates.
     We do not have to reach all that far back into history to see that the problems of disengagement, individuals working to self-assigned output norms, ineffective supervisory styles, and formation of group productivity norms far below those set by the organization were rampant in the days of Taylor, and later Mayo. Taylor's early 1900s notion of soldiering, where low productivity norms were set by workers, was one that he found simple to explain and impossible to defeat without the introduction of precise output measurements (Wren, 2005).
     Hail the birth of scientific management, the earliest of the modern era's attempts to win the war against employee disengagement. Some two decades later, in his analysis of the Hawthorne data, Mayo identified that worker productivity continued to decline in the work setting unless internal and external interventions were brought to bear on the workforce. In this scenario external experiments conducted on worker activity, encouraging improved supervisory styles, and worker involvement in decision processes, brought an exponential rise in productivity (Wren, 2005).
     Not all interventions leading to a rise in productivity have been pleasant. Slade (1994) noted that with large-scale worker terminations and workforce redundancies, productivity improvements were short-term and initially both significant and exponential, alluding to the symptoms of what is now known in common human resource management parlance as the "Survivor syndrome". The conflicting figures and perceptions reported on the issue of worker disengagement suggest that the subject area has not been systematically researched. It also indicates that the means for measuring engagement and disengagement needs urgent refinement in order to produce standardized methods and accurate scales of measurement.
     Although the exact statistics on worker disengagement appear difficult to confirm from the conflicting and sometimes anecdotal evidence, what is apparent is that large numbers of employees are not engaged or are completely disengaged. It is also apparent that there is an increasing trend of disengagement developing in our workforce. Regardless of the exact numbers, the problem has reached the level that managers are taking note and stating their concerns. However, according to Tasker (2004) 52 percent of firms admit that they are doing little to combat this phenomenon. These discouraging performance patterns appear to be on the rise.  Managers, although aware of the problem, seem unwilling or unable to do anything about it. Why is such an important issue being ignored?
     Research by May et al. (2004), following in the footsteps of Kahn (1990), has demonstrated that the three psychological conditions of meaningfulness, safety, and availability exhibited positive relations with engagement. Meaningfulness displayed the strongest relation. May ef al. (2004) define psychological meaningfulness as "the value of a work goal or purpose, judged in relation to an individual's own ideals or standards". The authors use Khan's (1990) definition for psychological safety as "feeling able to show and employ one's self without fear of negative consequences to self-image, status, or career". Finally, the authors refer to Khan's (1990) definition of psychological availability, an individual's belief that he/she has the physical, emotional or cognitive resources to engage the self at work. While this theoretical framework builds on existing knowledge and is useful for highlighting the areas of most concern to employees, May et al. 's (2004) research appears to stop short of providing an explanation for the increasing number of reports of disengagement in the workplace.
Tasks

Vocabulary
1. Find Russian equivalents to the following English expressions:
· employee disengagement

· rapid task saturation

· guestimate

· self-efficacy

· self-assigned output norms

· soldiering

· exponential

· rampant

· 2. Find English equivalents to the following Russian expressions:
· индивидуальная выработка работника

· использовать в определенных целях, приспосабливать к чему-либо
· пытаться найти решение какого-либо вопроса

· соотнесенность, связь с  чем-либо
· увольнение работника по собственному желанию

· создать  стандартизованную методику и точную шкалу измерений

3.Underline in the text clichéd expressions meaning:
· опрос выявил, что

· их точка зрения резко противоречит чему-либо
· не нужно заглядывать так далеко в историю вопроса, чтобы увидеть

· эта теоретическая база нужна, чтобы обратить внимание на наиболее наболевшие проблемы
Speaking/oral presentations
 4. Name the topic of each paragraph. 

 5. Think of 5 slides for a mini-presentation of the article and make a mini-presentation of the article.
Writing

6. Write a 120-word summary of the text  (don’t forget to state the topic and the problem).
7. Write the section “Literature review” for you last year course-work. Use  the vocabulary you may need from Units 2 and 3 (Academic project presentations).
Read text 6 and identify the topic and the problem of the text.

TEXT 6. Construct measurement in strategic management research: Ilusion or reality?
(An excerpt from: Boid, B.K., Gove, S., Hitt, M.A. (2005). Construct measurement in strategic management research: Ilusion or reality? Strategic Management Journal, Vol.26, pp.239-257.)

 Abstract: Strategic management research has been characterised as placing less emphasis on construct measurement than other management subfields. In this work, we document the state of the art of measurement in strategic management research, and disscuss the implications for interpreting the results of research in this field. To assess the breadth of measurement issues in the discipline, we conducted a content analysis of empirical strategic management articles published in leading journals in the period 1998-2000. We found that few studies disscuss reliability and validity issues, and empirical research in the field commonly relies on single-indicator measures. Additionally, studies rarely address the problems of attenuation due to measurement error. We close with a discussion of the implications for future research and for interpreting prior work in strategic management.
Background

     Strategic management is generally acknowledged to be one of the younger subdisciplines within the broader management domain. Such emergent areas are typically characterized by debate, and challenges to existing paradigms (Kuhn, 1996). While the latter are often couched as theoretical discussions, empirical work plays a critical role in confirming, or challenging, a particular perspective.
     Contributing to this advancement of the field, there has been a small research stream that critiques empirical research in strategic management.This stream includes both narrative (Hitt, Boyd, and Li, 2004; Hitt, Gimeno, and Hoskisson, 1998; Venkatraman and Grant, 1986) and quantitative reviews. Regardless of the topic, these reviews have been consistently critical of the rigor of strategic management research. 
     However, one critical dimension of research design - construct measurement - is not covered by this pool of studies. Construct measurement is particularly relevant to strategic management research, as the variables of interest tend to be complex or unobservable (Godfrey and Hill, 1995). Paradoxically, measurement has historically been a low-priority topic for strategic management scholars (Hitt et al., 1998, 2004). As a result, complex constructs have often been represented with simple measures, and with limited testing for reliability or validity (Venkatraman and Grant, 1986). 
     Our intent is to contribute to this research stream with a critique of measurement issues in the strategic management field. We begin with a brief discussion of two related topics: statistical power and sample size, and the compounding effects of measurement error.
Measurement error and attenuation

     Blalock (1979) described models of social processes as consisting of three elements: (1) a theoretical language explaining causal relations between constructs; (2) an operational language for examining relationships between constructs using indicators; and (3) an integrative theory describing the causal relationships between constructs and indicators. The operational language that links certain indicators to their constructs is highly relevant to strategy research.

     However, much of the research in strategic management consists of hypothesized relationships between constructs: Blalock’s first element. Studies linking two unobserved constructs are prevalent in strategic management research, resulting in ‘the problem of unobservables’ (Godfrey and Hill, 1995). For example, a researcher may hypothesize that agency problems lead to opportunistic actions by executives. Yet, agency problems are unobservable constructs which can not be directly examined. Rather the relationship between two variables, using proxies for the respective constructs, is examined. For example, the degree of CEO ownership in the firm may be used to predict

executive pay. In this case, CEO ownership is a proxy for agency problems, and executive pay is a proxy for opportunistic behavior.
      If the proxies utilized perfectly represent the latent concepts without error - that is, they have a correlation of 1.00 - power is unchanged. But, even a modicum of measurement error has a significant negative effect on power (Schmidt, Hunter, and Urry, 1976; Zimmerman and Williams, 1986). Still, there is a major concern because power analyses assume exact measurement of predict or and outcome variables to determine the minimum sample size needed; that is, they do not consider measurement error. As a result, sample sizes may be too small and the probability of rejecting the null hypothesis is low even when power analyses are employed (Maxwell, 1980).
      As noted previously, prior studies describe statistical power in strategic management research in particular as unacceptably low (Mone et al., 1996; Ferguson and Ketchen, 1999). Unfortunately, in assessing power, studies have not examined the effect of measurement error and may, therefore, actually underestimate the severity of the situation. Cohen (1987) concluded that the lack of reliability reduces observed effect sizes and also decreases power. Likewise, he argued that  increases in reliability improved observed effect sizes and power. 

     To demonstrate the consequences of measurement error, Boyd, Gove, and Hitt (2005) conducted a replication analysis of the agency-diversification research stream. Through the use of a structural model, the authors demonstrated how effect sizes diminish with the use of less precise measures. Ultimately, they concluded that the debate over Amihud and Lev’s (1981) findings were largely artifacts of measurement error. Stated differently, while debate is intended to advance the discipline (Kuhn, 1996), debate that is spurred by measurement problems may actually limit the discipline’s ability to advance.
Tasks:
Vocabulary

1. Find Russian equivalents to the following English expressions: 
· construct measurement 
· measurement error 
· validity and reliability issues 
· causal relations 
· proxy 
· sample size

Speaking/oral presentations
2. Make five meaningful questions to the text.

3. Make a mini-presentation of the article.

Writing

a)       4.   Translate the following sentences into English: 
b) Мы провели содержательный анализ теоретических и эмпирических публикаций по данному вопросу с целью оценки значения затронутых проблем в исследованиях  в области стратегического менеджмента.

c) Исследователи практически не рассматривают проблему снижения воздействия погрешностей в количественной характеристике понятий.

d) Вне зависимости от темы, данные работы весьма последовательны в своей критике недооценки роли причинных связей между системой понятий и их количественных показателей.
Read text 7 and identify the following patterns:

· the general research perspective

· the research context

· the research participants

· the instruments and procedures in data collection
TEXT 7. Methodology

( An excerpt from: Doolen, T.L., Hacker, M.E., Aken, E. (2006). Managing organizational context for engineering team effectiveness. Team performance Management, Vol.12, No.5/6 pp.138-154.) 

     Models of team effectiveness and team-based research were used to identify organizational context variables as well as to identify other pertinent team-level variables to include in the study. From a review of five models of team effectiveness (Gladstein, 1984; Hackman, 1987; Hall and Beyerlein, 2000; Kolodny and Kiggundu, 1980; Sundstrom et al., 1990), nine organizational context variables were identified. 

     In general, each organizational context variable measures the extent to which an organization

provides a teamthe resources or support it needs to be successful. Additionally, the review of the five models of team effectiveness was also used to identify other pertinent team-level variables. TP, TC, and TA were identified as variables that needed to be accounted for in a study using intact work teams. 

Organizational context variables

     The organizational context that surrounds a team has been identified by researchers as an important consideration in the study of work team effectiveness. Guzzo and Shea (1992) clearly articulated the need for researchers to broaden team research to look beyond the interactions and processes between team members and to include the relationships between teams and the organization they reside in. Improvements in group effectiveness can best be obtained by changing the circumstances in which groups work. 

     Thus, organizational reward systems can be changed to recognize team accomplishments, group and organizational goals must be actively managed to ensure that group and organizational goals are aligned, technical and human resource support systems can be adapted to promote the welfare of work groups, and so on. A diagnosis of the contextual  factors facilitating or inhibiting group effectiveness should precede implementing changes to identify the specific changes to be made to enhance effectiveness (Guzzo nd Shea, 1992, p. 306).

Organization background

     This study was conducted within two engineering units of a Fortune 50 high-technology company. The company is a producer of computer products and computer peripherals and manufactured consumer supplies for the computer market. The two engineering units included in this study resided in different functional areas (manufacturing and supply chain) within the company, but were part of the same overall business unit.  

     The effectiveness of these engineering teams played an important role in the success of the parent company in launching new products and in creating an organization responsive to rapidly changing market conditions. Within each of these functional areas, the use of teams was widespread. Some of the participants were members of cross-functional project teams in addition to belonging to a primary work team. 

     This study focused on the relationship between organizational context variables and team effectiveness for the primary work team only. A total of 16 primary work teams and team leaders were enlisted to participate in this research. Team leaders provided assessments of team-level performance. For all 16 teams, team leaders were responsible for providing leadership for the team as well as for managerial tasks such as salary administration and performance evaluation. For teams from both areas, team leaders reported to an engineering manager who had leadership and managerial responsibilities for managing multiple engineering teams. 

     In order to distinguish between the impact of organizational context and team-level variables on team effectiveness, data related to team-level variables that could not be controlled in the design were collected for post hoc analysis. Specifically, TC and TA data were collected and used in post   hoc analysis. 

     Data on team member training and education, organizational tenure, and team size were also collected.

 Survey development and data collection

     Two surveys were developed for this study. The first was a team survey designed to assess the nine organizational context variables, the team process variable, and one of the measures of team effectiveness – team member satisfaction. The team survey included a total of 78 items. The nine organizational context variables were assessed by 51 items, the team process variable was assessed using 11 items, and team satisfaction was assessed with five items. The 11 remaining survey items were used to assess whether or not team members considered the work group being evaluated a

team. A 6-point Likert scale (strongly disagree, disagree, tend to disagree, tend to agree, agree, strongly agree) was used for all items.

     A second survey, the team leader survey, was designed to provide a second measure of team effectiveness, team performance, by capturing team leader perceptions of the performance of their team. This survey included 12 total items, five of which were aggregated to create a team performance rating. The items were evaluated using the same 6-point Likert scale as in the team survey. Three example items from the survey include, “This team can be depended on to meet their goals,” “This team is successful in meeting their objectives,” and “I view this team as successful.” These five items were aggregated for the team performance measure and served as the second measure of team effectiveness for this study.

     The response rate for manufacturing engineering teams was 92 percent and the response rate for the supply chain engineering teams was 85 percent. Most non-responses were due to employees who were traveling or on leave at the time of the survey administration. 

Tasks
Vocabulary
1. Find Russian equivalents to the following English expressions from the text and check how they are pronounced:
· a pertinent variable
· diagnosis

· goals are aligned

· to account for variables

· the survey administration

2. In the text, find English equivalents to the following Russian expressions:

· переменная обозначает степень чего-либо
· четко обозначить необходимость в чем-либо

· способный реагировать на быстро меняющийся рынок

· собирать данные для последующего анализа

· доля ответивших, процент возвращенных анкет 
3. Underline in the text and write out five clichéd expressions meaning:
· Исследование будет проводиться на примере двух команд, которые размещаются в различных подразделениях компании.

· Для целей данного исследования будут проведены два опроса.
· Главной задачей исследования будет выяснение зависимости А от В.
· Опрос будет состоять из 20 вопросов. Вот примеры таких вопросов…
· Для ответа на каждый вопрос будет предложена 6 уровневая шкала Лайкерта
Speaking/oral presentations
4. Draw an outline of the text, naming the topic of each paragraph.
5. Prepare five slides for a mini-presentation of the text and the mini-presentation itself.

Writing
6. Based on your outline, prepare a 120-word summary of the text, stating its topic and the problem. 

7. Translate into Russian the sections underlined in the text.

Read text 8 and translate it into English. Before translating the text, find English equivalents to the following Russian expressions: 
· источники данных 
· первичные/ вторичные данные 
· собирать информацию посредством 
· состав/размер/ процедура/погрешность выборки
· представительная выборка

· метод случайного отбора

· предвзятость (в ответах)

· анкеты

· глубинные интервью

· среднее значение
TEXT 8. Процесс маркетингового исследования
Эффективное маркетинговое исследование включает в себя шесть последовательных этапов:
Первый этап. Определение проблемы, формулирование целей исследования. На первом этапе менеджеру  по маркетингу  и исследователю необходимо точно сформулировать  стоящую перед  ними задачу и цели предпринимаемого исследования.  
Второй этап. Разработка плана исследования. Разработка плана исследования требует опре​деления источников данных, методов их сбора и анализа.

Источники данных. План исследования может предусматривать использование как вторичных, так и первичных данных. Вторичные данные - уже существующая в определенной форме инфор​мация, полученная для каких-то других целей. Первичные данные собираются с конкретной це​лью при осуществлении конкретного проекта.

Исследователи обычно начинают изыскания с анализа вторичных данных, которые могут ис​пользоваться для полного или частичного решения задачи и позволяют сократить расходы на до​рогостоящий сбор первичных данных.

Методы сбора информации. Первичная ин​формация может быть получена посредством на​блюдений, опросов фокусных групп, количествен​ных опросов и экспериментов.
Инструменты исследования. Находящиеся в распоряжении маркетологов инструменты сбора первичных данных могут быть отнесены к следующим основным типам: анкеты (1), психологические инструменты (2), автоматические устройства (3), видеозаписи и неформальные интервью (4).
Анкеты отличаются гибкостью и универсальностью, а  поэтому являются наиболее распространенным средством сбора первичных данных. При разработке анкет особое  внимание обращается на характер вопросов, их последовательность, выбор слов. В маркетинговых исследованиях выделяют вопросы двух типов: открытые и закрытые. К психологическим инструментам относятся подробные (глубинные) интервью, различные тесты.    

Планирование выборки. После принятия ре​шения о методах сбора данных и используемых инструментах определяется спо​соб формирования выборки, на которой будет проводиться исследование, т. е. тех конкретных лиц, с которыми будут взаимодействовать исследователи. Составленный план призван ответить па три вопроса:
1. Состав выборки: кто станет участником исследо​вания? Для проведения маркетингового исследо​вания должны быть определены целевые группы, которые примут в нем  участие. 

2. Размер выборки: сколько людей будет охвачено ис​следованием? Чем больше размер выборки, тем до​стовернее полученные результаты. Но это не значит, что выборка должна включать в себя всю целевую группу потребителей или ее подавляю​щую часть. Обычно при строгом соблюдении пра​вил формирования выборки достоверных выводов можно добиться на выборках, охватывающие ме​нее 1% населения.

3. Процедура выборки: как будут отобраны участники исследования?  Для получения представительной выборки должен использоваться метод случайно​го отбора. Случайная выборка позволяет рассчи​тать погрешность полученных результатов.

Третий этап. Сбор информации. Данная фаза исследования, как правило, требует самых больших расходов и является источником максимального числа ошибок. В случае сбора статистических данных возникают следующие проблемы: отказ от сотрудничества, предвзятость в ответах, неискренность.

Четвертый этап. Анализ информации. Данный этап маркетингового исследова​ния заключается в анализе собранных в его ходе данных и получении тех или иных результатов. Исследователи обобщают данные в таблицах и проводят их частотный анализ. Для основных переменных рассчитываются среднее значение и дисперсия.

Пятый этап. Представление результа​тов. В завершение маркетингового исследования его результаты должны быть представлены заин​тересованным лицам. Руководству необходимы наиболее существенные результаты, которые будут положены в основу принимаемых марке​тинговых решений.
Шестой этап. Принятие решения. Воз​можно, полученные результаты не удовлетворят менеджеров, которые могут принять решение глубже исследовать вопрос. 

Read text 9 and identify the following pattern:

· general research  topic

· research problem

· research methods

· research results and implications

TEXT 9. Conclusion and managerial implications
( An excerpt from: Bennett,R., Barkensjo, A. (2005). Internal Marketing, negative experiences, and volunteers’ commitment to providing high-quality services in a UK helping and caring charitable organization. International Journal of Voluntary and Nonprofit Organizations, Vol. 16, № 3, pp.251-274.)
Abstract

This empirical study examined the effects of “negative” contact experiences with beneficiaries on charity volunteers’ job satisfaction and organizational commitment within a helping and caring charitable organization that for 3.5 years had operated an internal marketing program. It was hypothesized that negative experiences downwardly moderated (i) the impact of the charity’s internal market activities on satisfaction and commitment, and (ii) the influences of certain job

attributes (autonomy, teamworking, and supervisory support) on these variables. Three personal characteristics (affect intensity, vulnerability to stress, and a person’s reasons for having become a volunteer) were also posited to moderate the effects of negative experiences on job satisfaction and organizational commitment. Linkages between the last two variables and a volunteer’s desire to provide high-quality client services were explored. The results indicated strong connections

between job satisfaction, organizational commitment, and a volunteer’s personal commitment to providing high-quality services. Levels of organizational commitment were influenced positively and significantly by the charity’s internal marketing activities and negatively by the number of unpleasant client-contact experiences that a volunteer had to endure.
     This study examined interactions between negative experiences and a charity’s internal marketing initiatives in relation to their impact of a volunteer’s job satisfaction and commitment to the organization. Two important findings emerged from the investigation. 

     First, the outcomes furnished support for the existence of a positive and significant connection between the introduction of an internal marketing program and subsequent improvements in volunteers’ satisfaction and commitment. Internal marketing activities did indeed have a beneficial influence on the attitudes of those volunteers who were aware of and took notice of them. It follows that the organization’s decision to invest in internal marketing appears to have been worthwhile. This implies the need for the charity concerned to ensure that its internal marketing initiatives “reach” all, and not just some, of its voluntary workers. In other words it would be valuable to have a separate internal promotional campaign to spread knowledge about organization’s internal marketing program. 

     Second, the investigation confirmed that the greater the number of negative incidents that volunteers endured then, on average, the lower their job satisfaction and organizational commitment. Moreover, internal marketing initiatives exerted substantially lower influence on the job satisfaction and commitment of volunteers who had undergone many negative experiences. This suggests that internal marketing activities need to be supplemented by additional measures designed to mitigate the diluting effect of negative experiences. 
      Accordingly, the problem of the demotivation caused by negative experiences should be explicitly recognized so that the organization can take specific measures to prepare volunteers for negative incidents and then help them deal with their emotional consequences. The issue should figure prominently in volunteer training and mentoring programmes, and duties that are especially prone to generating negative experiences should be time limited. Volunteers could be rotated between jobs that are likely and unlikely to involve numerous negative incidents. Detailed records of each volunteer’s negative experiences should be maintained and monitored.
      Consistent with expectations, supervisory support had a positive and significant impact on job satisfaction. Additionally, supervisory support assuaged the detrimental influence on job satisfaction exerted by negative experiences. This outcome confirms the strong and beneficial role of the (frequently social) support offered to a volunteer by his or her immediate supervisor, and underscores the desirability of substantive supervisory training. Supervisory support was the only job characteristic to affect job satisfaction: autonomy and teamworking failed to attain significance. 
      However, examination of the data revealed that large majorities of the responses for the last two variables (more than three quarters in each case) fell in the top-two (agree/strongly agree) categories, so that the insignificance of teamworking and autonomy may have been mainly due to lack of variation in the data. Discussions with managers and supervisors within the charity after the study had been completed suggested that this might well have been the case. Teamworking and autonomy, these managers and supervisors insisted, were the norm within the organization. Often it was the volunteers themselves who “set the agenda” regarding the ways in which clients would be contacted and serviced. Interactions with beneficiaries necessarily involved the exercise of personal discretion and much subsequent discussion at team briefings and meetings. More research is needed into this matter.

Tasks
Vocabulary

1. Find Russian equivalents to the following English expressions: 
· affect intensity 
· vulnerability to stress 
· organizational commitment 
· to assuage the detrimental influence on 
· a beneficiary 
· a helping and caring organization
2. Find English equivalents to the following  Russian expressions: 
· в среднем 
· предоставить доказательства/доказать 
· оказать благотворное влияние на (2 варианта) 
· последнее обсуждение
3. Underline in the text cliched expressions meaning: 
· была выдвинута гипотеза 
· исследование привело к двум выводам/открытиям 
· как и ожидалось 
· этот результат подтверждает что 
· изучение данных выявило 
· вопрос нуждается в дальнейшем исследовании

Speaking/oral presentations
4. Draw an outline of the text.

5. Think of possible slides for a power-point presentation of the project proposal “Internal marketing, negative experiences, and volunteers’ commitment to providing high-quality services in a UK helping and caring charitable organization”.
Writing

6. Write a section “Summary of the results anticipated” for your last year course paper. Use the vocabulary from Unit 6 (Academic project presentations).

 Study text 10 and identify the following  patterns:

· research topic of the article

· research problem
· key background factors

· problem statement
· general methodological approach adopted
TEXT 10. The financial information content of perceived quality
(An exerpt from: Aaker, D.A., Jacobson, R. (1994). The financial information content of perceived quality. Journal of Marketing Research, vol. 31 pp. 191-201)
Abstract
The authors investigate whether movement in a firm's stock price, that is, a measure of firm value, is associated with information contained in per​ceived quality measures. In a model that also allows for the effect of economywide factors and a firm's return on investment, they find a positive relationship between stock return and changes in quality perceptions. These results imply that the quality measure contains information, incremental to that reflected by current-term accounting measures, about future-term busi​ness performance. They suggest that managers should convey information to the stock market, such as the brand's quality image, useful in depicting the long-term prospects of the business. By doing so, the stock market will rely less on short-term measures of business performance, and managers will be freer to undertake strategies necessary for ensuring the long-term viability of their firms.
     Many U.S. firms have lost market share to foreign com​petitors and some (e.g., in the consumer electronics indus​try) have been driven out of the market completely. One of the more widespread explanations for U.S. business's loss of competitive vigor relates to U.S. managers' emphasis on short-term financial gains. In contrast, their foreign, in par​ticular Japanese and German, counterparts are said to focus on long-term profitability. The MIT Commission on Produc​tivity studied firms in eight major industrial sectors and concluded that an exces​sive preoccupation with immediate profit, to the extent of sacrificing long-term opportunities, is one factor responsi​ble for U.S. business's loss of competitiveness. Sony foun​der Akio Morita (1986) is one of many observers who con​tend that most U.S. corporate managers unduly emphasize short-term profits rather than making products competitive over the long haul.
     Many analysts of business performance blame this short-term orientation on the pressure that the U.S. financial mar​kets place on managers for short-term results. The stock market does react, at times dramatically, to current-term account​ing profits. Stock prices increase (decrease) following an​nouncements of favorable (unfavorable) quarterly earnings. Studies of decision rules of when to sell stocks highlight "sell when 12-month earnings decline" as one of the best performing rules of thumb. The implication for managers is either get current-term earnings up or lose investor confi​dence. Managers adopt a current year/current quarter man​agement style in response to the return objectives and incen​tives of stock market participants. Shareholders replace non-responsive managers.
     Still, the idea that the financial markets induce myopic management behavior, in spite of its widespread popularity, is not without its critics. The corporate entity has an indefi​nite life. As such, the claims of shareholders trade not just on current-term results but on the future stream of earnings. That is, stock prices are determined by the discounted value of expected future cash flows. The market reacts to current-term results (such as earnings announcements) because they supply not just information pertaining to the current term but also information about future-term prospects as well. As long as a series has a nonzero autocorrelation, then a shock to that series will not dissipate immediately. Currenl-term results will tend to have future-term implications and, therefore, affect the long-term value of the firm.
     Hamel and Prahalad (1989) contend that the so-called "short-term orientation of the financial markets" simply re​flects market participants' lack of confidence in managers to conceive and deliver on tough goals. They believe that "investors aren't hopelessly short-term, they are jus​tifiably skeptical of top management." In the absence of credible alternative measures, stock market participants rely on current-term financial measures (such as earnings and re​turn on investment [ROI]) as indicators of long-term busi​ness prospects.
Indeed, current-term financial measures oftentimes fill a vacuum and come to dominate performance measurement. This reliance on current-term measures can induce a short-run (myopic) management style. Often the strategies that en​hance long-term performance, and are essential for long-term competitiveness, diminish current-term earnings. In the absence of convincing indicators of long-term perfor​mance, managers may be reluctant to undertake activities that adversely affect current-term financial measures.
     Can information about long-term business prospects, in​cremental to that contained in current-term earnings meas​ures, be monitored and communicated systematically to shareholders? This research focuses on the financial informa​tion content of customer perceptions of perceived quality, an intangible widely regarded as a key strategic asset. A host of firms have quality as a focal point of their corporate philosophy. Indeed, Aaker (1989), in a study in which 248 businesses were asked to identify their competitive advantage, found that "quality per​ception" was the most frequently mentioned response. Al​though often attributing their long-term success to an empha​sis on creating high-quality products and services, many firms have found it difficult to communicate the progress of a strategy based on quality to shareholders. For example, James Houghton (1992), chief executive officer of Corning, indicates that his company's total quality program, which was a major strategic thrust for Coming during the 1980s, was virtually impossible to defend on the basis of its impact on current profitability measures.
     We explore whether information contained in perceived quality measures is associated with movements in a firm's stock price. In effect, we test the joint hypothesis that (1) product quality influences long-term business performance, (2) stock market participants realize that product quality in​fluences long-term performance, and (3) measures of prod​uct quality contain some information; that is, measurement error (noise) does not dominate the underlying signal. If an effect is found, not only will it provide evidence as to the long-term benefits of perceived quality, but it also will cast doubt on the assumption that shareholders prefer short-term results over investments in assets yielding delayed payoffs. As such, those attempting to justify product quality invest​ments would be encouraged to develop and monitor meas​ures of their progress.
Tasks
Vocabulary
1. Choose synonyms from the text to the following words and word combinations:

· to claim 
· to argue 
· trustworthy measures 
· to cause myopic behavior 
· over the long distance 
· practical rule  
· to affect negatively

2. Translate the underlined sections into Russian.

Speaking/oral presentations 
3. Answer the following questions to the text:

a) What is the possible explanation of the fact that many U.S firms have lost market share to foreign competitors?

b) In what ways do current-term results affect the long-term value of the firm?

c) What do Hamel and Prahalad contend?

d) What joint hypothesis do the authors of the article test?

4. Prepare 5 slides for a mini- presentation of the text.

Writing
a) 5. Translate into English using the vocabulary of the text:

b) Этот вопрос является основным вопросом корпоративной философии.

c) Этот факт поставит под сомнение предположение о том, что…

d) Целесообразно предпринять активные шаги для обеспечения жизнестойкости фирмы в долгосрочном периоде.

e) Идея о том, что…. не лишена критических замечаний.

f) Напротив, некоторые учёные решили проверить совместно выработанную гипотезу.
Read text 11 and identify the topic and the research problem of the article.

TEXT 11. Effectiveness as paradox: Consensus and conflict in conceptions of organizational effectiveness
(From: Cameron, K.S.(1986). Effectiveness as paradox: Consensus and conflict in conceptions of organizational effectiveness. Management Science, vol.32, pp.539-553.)
     Organizational effectiveness has become a fashionable topic lately in the popular press. The best selling management books in history have been written in the last five years, and they center squarely on explanations of what makes some firms excellent, of high quality, productive, efficient, healthy, or possessing vitality - all proxies for the concept of organizational effectiveness as used in the organizational sciences literature. Innovativeness, closeness to customers, management-by-walking-around, participative leadership styles, and the like have been extolled as the most important predictors of effectiveness in organizations.

     In addition, American industry has been buffeted by competition from abroad, and attention to organizational effectiveness has become a necessity for survival. For example, over 1.8 million manufacturing jobs have been lost in the United States since 19S0 {Business Week, October 7, 1985), and in 1985 alone over 212,000 jobs were lost to foreign competition. By 1990, 943,000 textile worker jobs will be lost to off-shore producers (Business Week, September 16, 1985). Moreover, lack of world-wide competitiveness has led to a trade deficit in 1984 exceeding all the trade surpluses accumulated from 1945 to 1983 (Department of Commerce). Management in this country simply cannot ignore issues of organizational effectiveness. Despite this prominent place of organizational effectiveness in modern organizational America, confusion and ambiguity still characterize scholarly writing on the subject. Problems of definition, circumscription, and criteria identification plague most  authors' work.

      My intent in this paper is to introduce an alternative perspective that has emerged relatively recently from my research on effectiveness in colleges and universities and in manufacturing industries. This perspective helps address for me several of the most frustrating issues surrounding research and theorizing on effectiveness, and it helps provide some new direction for future investigations and interpretations, especially in the coming decade of post-industrial environments.

     .

     Evaluators of effectiveness often select models and criteria arbitrarily in their assessments, relying primarily on convenience. A review of the effectiveness literature (Cameron 1978, 1982) found that 80 percent of the criteria used in evaluations of effectiveness did not overlap with those used in other studies. The most frequently used criterion was a single, overall rating of effectiveness given by respondents within the organization. Seldom did evaluators make explicit their answers to the critical

questions listed above, so that they did not specify the boundaries that help constrain their selection of criteria. Few authors admitted having considered seriously alternative indicators of effectiveness and rational selection of the most appropriate ones. In short, much of the literature of effectiveness continues to report questionable assessment, and subsequent generalization may be misleading or mistaken. Criticism of the effectiveness literature as being fragmented and in disarray is at least partly a product of this careless assessment.

     Indicators of effectiveness selected by researchers are often too narrowly or too broadly defined, or they do not relate to organizational performance. A common problem in effectiveness research is for authors to equate the construct of organizational effectiveness with a host of attributes or outcomes that may have little to do either with the organization or its performance. This is primarily a level of analysis problem. Individual or group effectiveness is not necessarily the same as organizational effectiveness, nor is societal harmony. Yet indicators ranging from personal need

satisfaction (e.g., Cummings 1983) and small group cohesion (e.g., Guzzo 1982) to economic welfare (e.g., Nord 1983) and social justice (e.g., Keeley 1980) appear in the literature as being indicators of effectiveness for single organizations. A similar problem is the scope of indicators included. A survey of the literature finds structure, decision processes, culture, congruence, job design, innovation, sensitivity to constituencies, and environmental responsiveness as synonymous with effectiveness. Seldom is a rationale or justification given for selecting the particular criteria set. One problem is that determinants of effectiveness often get confused with indicators of effectiveness. One study, for example, may use group cohesion as an indicator of effectiveness while another may treat it as a predictor. Investigators of organizational effectiveness have been careless in differentiating between the two.

     The reverse also is true of this problem of scope. That is, articles continue to appear that use effectiveness in the title, but that rely on single indicators such as satisfaction, morale, turnover, quantity of outputs, overall firm rating, or ROI to assess effectiveness. The fact that effectiveness is a multidimensional construct and that it relates to many  domains of activity in organizations is widely acknowledged. Yet investigators still select too narrowly in defining the boundaries of effectiveness, primarily because indicators such as those listed above are convenient and readily accessible. Whetten (1981) illustrated this problem by comparing effectiveness assessments with a common marketing problem. When individuals find it difficult to judge a product on the basis of "primary" criteria (e.g., how well soap gets out dirt), they will not postpone judging the product. Rather they will make a selection on the basis of "secondary" or tertiary criteria that are easy to detect (e.g., the color of the box). Similarly, because the most appropriate criteria of effectiveness may be difficult to identify, other more readily available criteria are substituted unfortunately, these proxies sometimes have little or nothing to do with organizational performance.

Tasks
Vocabulary
 1. Underline  the words or word combinations in the text  meaning:
· limitations 
· to concern most authors’ work 
· scientific articles 
· to limit selection of criteria 
· in the same way 
· something used in the place of someone or something else
2. Translate the underlined sections into Russian.
Speaking/oral presentations
3.Make 5 meaningful questions to the text.

4.Prepare a mini-presentation.
Writing 

a) 5. Translate into English:

b) Специалисты часто выбирают модели и критерии эффективности по своему выбору произвольно, основываясь преимущественно на их целесообразности.

c) Путаница и двусмысленность характеризуют научные статьи на эту тему.

d) Целью настоящей статьи является представить альтернативную точку зрения на проблему эффективности организации.

e) Литературу по данной теме характеризуют как неполную и непоследовательную.

f) Приведённые выше показатели удобны и легкодоступны.
Read text 12 and identify the following patterns:

· research topic and problem

· study background factors

· professional significance of the study
TEXT 12. Managing organizational context for engineering team effectiveness
(An excerpt from: Doolen, T.L., Hacker, M.E., Aken, E. (2006). Managing organizational context for engineering team effectiveness. Team performance Management, Vol.12, No.5/6 pp.138-154.) 
Introduction

     The use of teams in the engineering world has become commonplace. Many of the functions carried out by engineering organizations require a broad range of skills that can best be achieved through the use of teams. Engineering managers are faced with the challenging task of ensuring that teams of engineers are provided with an organizational environment that supports the need for sound technical, quantitative, and analytical individual achievements while at the same time encourages team-level behaviors such as collaboration and communication. Investments in developing team-level processes must be balanced with efforts to support the continued development of individual-level competencies and skills (Stott and Walker, 1995). 
     The goal of this study was to empirically investigate the relationships between the organizational environment in which teams reside and team effectiveness. This study provides important insight into the organizational variables that must be considered in creating an organizational context where teams of engineers can be as successful as possible. Relationships between teams and the parent organization are complex and have not been fully characterized in the literature. While some previous research supports the premise that there is a coupling between a parent organization, teams within that organization, and the effectiveness of those teams,  the types of organizational variables that impact team effectiveness are not well-understood.
Conclusions

     Further studies of teams are needed to help confirm the distinctness of the organizational context variables as well as the role of TP in these relationships. This research has identified eight, distinct organizational context variables. Understanding the contribution that a particular team makes to an organization is essential to linking organizational context to team effectiveness. These relationships can only be substantiated if reliable and accurate measures of team effectiveness are found. Studies using objective measures of team effectiveness would be ideal, but many intact teams, particularly teams of knowledge workers, lack team-based, objective performance measures, particularly those that can be fairly compared across teams and/or across organizations. As a result, perceptions are often the only vehicle for evaluating team effectiveness. Further research to quantify other non-perceptual measures of effectiveness would be invaluable to future studies. 

     Taken together, the results from this research contribute in three important areas. 

     First, the study extended previous team research by focusing on teams of knowledge

workers completing tasks that are diverse in nature and difficult to measure. For knowledge work team managers, these findings empirically validate the importance of organizational context and also provided some insight into the diversity of organizational context variables that have a role in team member satisfaction as well as in team performance. 
      Second, this study is consistent with previously developed models of team effectiveness and has provided empirical evidence that TP can indeed serve a mediating role between organizational variables and team member satisfaction. The effects of organizational context variables, as they relate to team member satisfaction, may not be accurately reflected by looking at the direct relationship between organizational context and satisfaction. Rather, it may also be necessary to look at the relationship between organizational context and TP. The impact must also be measured by the role of these variables in developing strong internal TP. 
     The third contribution of this research is the finding that multiple aspects of organizational

context were found to have a significant relationship with team member satisfaction.

     The range of findings highlights that, for managers of knowledge worker teams, multiple dimensions of organizational context are important to the development of effective teams. In reviewing the organizational context variables identified by this study, there is strong evidence that a broad array of organizational context variables were found to be related to team member satisfaction. Managers concerned with developing a context where high performing knowledge worker teams can thrive must be aware of the variety of variables to consider and use these variables to create a supportive team-based organizational context.
Tasks
Vocabulary
1. Find Russian equivalents to the following English expressions:
· become commomplace

· provide important insight into
· support the premise that...
· distinct organizational context variables
· intact teams

· empirically validate

· multiple dimensions of organizational context
2. Translate the underlined patterns into Russian.
Speaking/oral presentations
3. Make 5 meaningful questions to the text.
4. Make a mini-presentation of the article.

Writing

5. Write a 120-word summary of the text.
Appendix 1. Assessment criteria for summarizing texts using 120-word format

	 Content 


	· the main idea and meaning of the original understood and expressed correctly

· no misinterpretations

· task-specific

	Structure


	· all functions presented accordingly

1. general topic

2. specific problem

3. justification/professional significance/contribution  

4. methodological approach/ examples 

5. research implications

	Vocabulary 


	· ambitious language used

· knowledge of ESP vocabulary evident

· no repetitions of structures for summaruzing and reporting
· no repetitions of ideas

· no “lifting” from the text 

	Grammar


	· effective structures for compressing used

· advanced grammar structures used

· complex sentence structure 

· appropriate linkers used



	Spelling and Punctuation
	


Appendix 2. A slide mini-presentation of an article
To prepare five slides and a mini presentation on an article, you should
1. Read the text and draw an outline of it.

2. Based on the outline, prepare five slides to present the text

3. The first slide should contain the topic (the title of the article in this case), and author’s (rs’) names

4. The rest five slides should very briefly state the topic, the problem and any specificities of the article that are worth mentioning (whether it focuses on methods or summarizes the results of the research, etc)

5. Remember that your slides should contain as little verbal information as possible (no sentences, just key words!) and they should be used for signposting your talk.

6. Remember that what you say should differ from what the author wrote in terms of vocabulary and grammar, as the spoken language is generally simpler and shorter otherwise it would be difficult for the audience to get what you are saying

7. Remember to use signaling language and language of transition when moving from one topic to another, from one slide to another.

8. Rehearse your presentation to make sure you meet the time limit (3 min) and use all the necessary linkers

Appendix 3. Visual aids for your presentation

Please read and follow these guidelines. 
Your goals as a speaker are to make listeners understand, remember, and act on your ideas. To get them interested and involved, include effective visual aids. Some experts say that we acquire 85 percent of all our knowledge visually. Therefore, an oral presentation that incorporates visual aids is far more likely to be understood and retained than one lacking enhancement. And remember that presentation slides summarize; they do not tell the whole story. That's the job of the presenter. Your slides should provide an aid to the audience as they hear you present your ideas. Slides are not a script that the presenter reads to the audience.

· Keep all visuals simple: spotlight major points only. 

· Use the same font size and style for similar headings. 

· Apply the Rule of Seven. For the most readable slides, use no more than 

· seven words on a line, 

· seven total lines, and 

· 49 total words. 

· Keep bullet points to no more than five levels. 

· Use the layout provided in the PowerPoint template for your title page and for all slides. 

· If you import text by linking to or copying from another document (e.g., Word or Excel), be sure the imported text uses the correct fonts: Arial and Arial Black. 

Building bullet points

When you prepare your slides, translate the major headings in your presentation outline into titles. Then build bullet points using short phrases. Avoid using numbered lists unless the numbers provide significant information—e.g., a hierarchical order from first to last. Bullet points are for parallel concepts, all of which relate to the title of your slide.

One of the best features about electronic presentation programs is the "build" capability. You can focus the viewer's attention on each specific item as you add bullet points line by line. The bulleted items "fly" in from the left, right, top, or bottom. They can also build or dissolve from the center. As each new bullet point is added, leave the previous ones on the slide but show them in lightened text. In building bullet points or in moving from one slide to the next, you can use slide transition elements, such as "wipe-outs," glitter, ripple, liquid, and vortex effects. But don't overdo it. Experts suggest choosing one transition effect and applying it consistently.

Fonts

· For proportional text, use the fonts specified in the PowerPoint template: Arial and Arial Black. 

· For monospaced text use Courier. 

· Use the point sizes set in the PowerPoint template 

· 40 for slide titles 

· Bullet points 

· 30 for level one 

· 28 for level two 

· 24 for level three 

· 22 for level four, and 

· 20 for level five. 

Working with colour

· Generally, it's smart to use a color palette of five or fewer colors for an entire presentation. 

· Use the same color for similar elements. 

· Use dark text on a light background for presentation in a bright room. 

· Use light text on a dark background for presentation in a darkened room. 

· Use dark text on a light background for transparencies. 

· Avoid light text on a light background (e.g., yellow text on a white background). 

· Avoid dark text on a dark background (e.g., red text on a blue background).

Tips for using slides

· Be sure that everyone in the audience can see the slides. 

· Show a slide, allow the audience to read it, then paraphrase it. Do NOT read from a slide. 

· Rehearse by practicing talking to the audience, not to the slides. 

· Bring a backup USB flash drive in case of equipment failure.
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