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1.IlepeyeHp KOMIETEHUUH C YKa3aHHeM JTanoB HMX (GopMHpPOBaHMA B IpoLecce

OCBOEHHs 00pa30BaTeJIbLHOMH MPOrPaMMbI

KOI[ N HAUMCHOBAHHNC KOMIICTCHIIN

Oranbl GOpMUPOBAHUS

VYK-4. CniocoOeH oCyIIEeCTBIATh ICIOBYIO
KOMMYHHUKAIIMIO B YCTHOM U MUCbMEHHOM
(dhopmax Ha TOCYJapCTBEHHOM SI3bIKE
Poccuiickon denepanmny 1 ”THOCTPAaHHOM
(pIX) s13BIKE (aX).

1. Pabota Ha y4eOHBIX 3aHATHUAX
2. CamocrosrenbHas pabora

YK-5. CnocobeHn aHanu3upoBaTh U 1.  Pabora Ha yueOHBIX
YUUTBHIBATH Pa3HOOOpa3ue KyJbTyp B 3aHATHSIX

IIPOLIECCE MEKKYIBTYPHOIO B3aUMOJICHCTBUS 2.  CamocrosiTenbHast paboTa
OIIK-2-Cnioco6eH NpuMeHSTh MPOABUHYTHIE 1.  Pabora Ha yueOHBIX
MHCTPYMEHTAJIbHBIE METO IbI 3aHATHSIX

HKOHOMHUYECKOTO aHAJIN3a B IPUKIIAJHBIX U 2.  CamocrosTenpHas padoTa

(wnu) pyHAaMEHTATBHBIX UCCIIEA0BAaHUX

2.0nucanue noka3aresed 1 KPpUTEPUEB OLEHNBAHUS KOMIIETEHIMIA HA PA3JIMYHBIX
Tanax ux (pOpMHUpPOBAHUS, ONIUCAHUE IIKAJ OLEHUBAHUSA

OuenuBa- | YpoBeHb | JTanbl Onucanue noxkasareseu Kpurepun | lIkana
eMble chopmup | popmupos OLICHUBAHU | OLICHHBA
KOMIIETEeH | 0- aHus | HUA
1010 BAHHOCTH
YK-4 [Toporosel | 1.PabotaHa | 3uame IIpaktrueck | Illkana
71 y4eBHbIX 0COOEHHOCTH JIEJIOBOTO 0€ 33J]JaHUE | OLICHUBA
3aHATUAX. poheCCUOHATLHOTO OOIEHUS B HUs
aKaJIeMHYeCKON/Hay4HOil cpee; MPaKTUY
2.CaMoCTOs1 | CTEPEOTHUIIBI IIOBEACHUS U €CKOro
TeNnbHas oOmenus, GopMybl STUKETHOMN 3aaHus
paborta peun.
CTYJICHTOB.




[IponBuny | 1.PabotaHa | 3uame [Ipaktrnueck | [lkana
TBIN y4YeBHbIX 0COOEHHOCTH JIEJIOBOTO 0€ 3aJlaHue, | OLIEHUBA
3aHATHAX. po¢heCCHOHATILHOIO OOILEHUS B cooOlIeHne | HUA
aKaJIeMUYeCKOI/HayIHOI cpene; MIPAKTUY
2.CaMocTOs1 | CTEPEOTHUIIBI IOBEAECHUS U €CKOT0
TenpbHas oOmeHwust, GOPMYITBl ITUKETHON 3a/1aHus
pabora peun. [Ixana
CTYIEHTOB. | YMmemb OlLIEHMBa
aHAJIM3UPOBATh HAYUYHBIE COOBITHUS HUS
C OLIEHKOM MX 3HAYUMOCTH, co00IIIeH
BBICKa3bIBaTh COOCTBEHHOE MHEHHE ust
o po0biemam, CBI3aHHBIM C
Hay4YHOU U PO EeCCHOHATIBHON
NEeSITENIbHOCTBIO, OCYILIECTBIISITH
MEXKYJIbTYPHbIE KOHTAKTHI C
3apyOeKHBIMU KOJIJIETaMH,
C03/1aBaTh COOCTBEHHBIE 00pA3IIbI
peuu B chepe HaydHOH U
npodeccnoHaTBEHOM
KOMMYHHKAIUH.
YK-5 [ToporoBel | 1.PabotaHa | 3name [IpakTuueck | [Ikana
i y4YebHbIX 0COOEHHOCTH JI€JI0BOTO 0€ 3aJlaHue | OLIEHUBA
33HATUAX. po¢heCCHOHATILHOIO OOILEHUS B HUS
aKaJIeMUYeCKOI/HayIHOH cpee; MPAKTUYT
2.CamocTosi | CTEpPEOTHUIIBI IOBEACHUS U €CKOr0
TeNnbHas oO1eHus, GopmMyIbl STUKETHON 3a7aHus
paborta peun.
CTYJEHTOB.
[IponBuny | 1.PabotaHa | 3uame [Ipaktrnueck | [Ikxana
TBIN y4YeBHbIX 0COOEHHOCTH JIEJIOBOTO 0€ 3a/laHue, | OLIEHUBA
33HATUAX. po(eCCHOHAIILHOTO OOILEHUS B cooOuieHue | Hus
aKaJeMUYeCKO/Hay4yHOil cpene; MPaKTUY
2.CaMocTos1 | CTEPEOTHIILI HIOBEACHUA U €CKOr'o
TenpHas o01ieHus1, GopMysbl STUKETHOM 3a/laHus
pabota peun. [xana
CTY/ICHTOB. Ymemo OLIEHMBA
aHAJIM3UPOBATh HAYUYHbIE COOBITHUS HUS
C OLIEHKOM MX 3HaYMMOCTH, cooOrieH
BBICKa3bIBaTh COOCTBEHHOE MHEHUE us

o npobaemMam, CBSI3aHHBIM C
Hay4YHOU U TPOECCHOHATIBHON
JeSATEIbHOCTBIO, OCYIIECTBIISATh
MEXKYJIbTYPHBIC KOHTAKTHI C
3apyOeKHBIMU KOJIJIETaMU,
C03/1aBaTh COOCTBEHHbIE 00pa3Ibl
peun B chepe HaAyIHOU U
npodecCuoHaATbHON
KOMMYHHKAIUH.




OIIK-2 IToporoser | 1.Pabota Ha | 3uame [Ipaktrnueck | [lkana
i y4eBHbIX 0COOEHHOCTH JIEIIOBOTO o€ 3aJlaHue | OLICHHBA
3aHATHAX. npodeccnoHanbHOTO O0IIECHUS B HUS
2 Camocros | AKaIEMHIYCCKOI/HayIHOH cpene; MPAaKTHY
CTEpEOTHUIIbI TIOBEJICHUS 1 €CKOT0
TeJbHAs .
oOmeHwst, GOpPMYITbl ITUKETHON 3a/1aHus
pabora peun
CTY/ICHTOB.
[IponBuny | 1.PabotaHa | 3uame [IpakTuueck | [Ikana
TBIN y4eBHbIX 0COOEHHOCTH JIEIIOBOTO o€ 3aJlaHne, | OICHHBA
3aHATHAX. npodeccnoHanbHOTO O0IIEeHNUS B cooO1ieHue | HUs
2 Camocros | 2KaIEMHIYCCKOI/HayIHOH cpene; MPAaKTHY
CTEPEOTHUIIbI TIOBEICHUS U €CKOT0
TeNbHas .
5 o0mieHus1, GopMyITbl STUKETHOM 3aJaHus
pabota peun. [Tkana
CTYACHTOB. | Vems OLICHUBA
aHAJIM3UPOBATh HAYYHBIE COOBITHUS HUS
C OLIEHKOM MX 3HAYUMOCTH, co00IIeH
BBICKa3bIBaTh COOCTBEHHOE us

MHEHHE T10 TIpodiiemMam,
CBSI3aHHBIM C HayYHOH U
npoQeCCHOHAIbHON
JeSITeIbHOCTBIO, OCYILECTBIIATh
MEXKYJIbTYPHBIE KOHTAKTHI C
3apyOeKHBIMHU KOJUIETaMH,
cO3/1aBaTh COOCTBEHHBIE 00pa3IIbI
peuu B chepe HaydHOH U
npoQeCCHOHAIBHON
KOMMYHHKAIIH.

Ixkana oueHMBAHUS MPAKTUYECKOT0 3aJaHUA ¥ COOOLEHUS

Bua padorsl

MIkana oueHUBaAHUA

1.
[IpakTrHueckoe
3a/1aHUE

6 0anuI0B, ecnu 3a7aHUE BBIMOJHEHO MOJHOCTHIO, JaHbl OTBETHI HA BCE BOMPOCHI, HE
JOTYIIIEHO HU OJTHOM OITUOKH.

4 63.]1.]13, €CJIM 3aJJaHUC BBIITOJIHCHO ITOJIHOCTBIO, JaHBbI HE ITOJJHBIC OTBETHBI HA BCEC
BOIIPOCHI, AONTYIICHBI HE3HAYNUTCIIbHBIC OIIIMOKH.

2 faJjuia, ecnu 3a/laHve BBIOJIHEHO YaCTHYHO, JOMYIIEHBI CEpbE3HBIE OMIMOKH MPH
(hopMyTUPOBKE OTBETOB HA TTOCTABJICHHBIC BOITPOCHI.

0 63J’[J’IOB, €CJIM 3aJaHUEC HE BBIIIOJIHCHO.




20 0a/I0B, €ClIM TIPENICTABICHHOE COOOIIEHHUE CBUICTEIHCTBYET O IPOBEACHHOM
CaMOCTOSTCIIBHOM HUCCICOOBAHUN C HpI/IBJIe‘IeHI/ICM pa3JII/I‘-IHbIX NCTOYHUKOB
nH(pOpMaIK; JOTUYHO, CBSA3HO M MOJIHO PACKPBIBACTCS TEMa; 3aKJIFOUYCHHUE COJICPKUT
JIOTUMYHO BBITCKAKOIINEC U3 COIICp)KaHI/ISI BBIBO/IBI.

15 6annoB, eciau MpeACTaBICHHOE COOOIIECHUE CBHUJACTEIBCTBYET O IPOBEICHHOM
CaMOCTOSTCIIBHOM HUCCICOOBAHUN C HpI/IBJIe‘-IeHI/IeM I[BYX-TpeX NCTOYHUKOB
nH(pOpMaIUK; JOTUYHO, CBSI3HO M MOJIHO PACKPBIBACTCS TEMa; 3aKJIFOUCHHUE COJICPKUT
JIOTUMYHO BBITCKAKOIINEC U3 COIICp)KaHI/ISI BBIBO/JIBI.

10 6am0B, eciau MpeACTaBICHHOE COOOIIECHUE CBHUJACTEIBCTBYET O IPOBEICHHOM
HCCIICOIOBAHUU C HpI/IBJIe‘-ICHI/IeM OJHOTI'O UCTOYHHKA I/IH(bOpMaI_[I/H/I; TEMa paCKpBITa HEC
MTOJTHOCTBIO; OTCYTCTBYIOT BBIBOJIBI.

0 6aJ10B, eClTi COOOIIEHNE OTCYTCTBYET.

2. Coo01enue

3. KOHTpOJIl)HI)Ie 3alaHMd WJIN MHbIE MaTepualibl, HCOﬁXOI[I/IMI)Ie JJIAA OIMCHKH
3H3Hﬂﬁ, yMEHHﬁ, HAaBbIKOB U (l/IJII/I) onbITa ACATCIbHOCTH, XapPaKTCPU3IYIOIIINX ITallbI
(l)OpMI/IpOBaHI/Iﬂ KOMHeTeHHI/Iﬁ B IIpouecce 0CBOCHUs Oﬁpa3OBaTeJILHOﬁ nporpamMmmbl

IIpumepHbIe BUABI IPAKTHYECKUX 3aaHU I
1 cemecTp

Read the text and do exercises after it.

What is management? You want me to explain what management is? Well, | guess | can
manage that! Actually, management as we understand it today is a fairly recent idea. Most
economists in the eighteenth and nineteenth centuries, for example, wrote about factors of
production such as land, labour and capital, and about supply and demand, as if these were
impersonal and objective economic forces which left no room for human action. An
exception was Jean-Baptiste, who invented the term ‘entrepreneur’, the person who seesto
use resources in more productive ways. Entrepreneurs are people who are alert to so-far
undiscovered profit opportunities. They perceive opportunities to commercialize new
technologies and products that will serve the market better than it is currently being served
by their competitors. They are happy to risk their own or other people’s capital. They are
frequently unconventional, innovative people. But entrepreneurship isn’t the same as
management, and most managers aren’t entrepreneurs. So, what’s management? Well, it’s
essentially a matter of organizing people. Managers, especially senior managers, have to
set objectives for their organization, and then work out how to achieve them. This is true of
the managers of business enterprises, government departments, educational institutions,
and sports teams, although for government services, universities and so on we usually talk
about administrators and administration rather than managers and management. Managers
analyse the activities of the organization and the relations among them. They divide the
work into distinct activities and then into individual jobs. They select people to manage
these activities and perform the jobs. And they often need to make the people responsible



for performing individual jobs which form effective teams. Managers have to be good at
communication and motivation. They need to communicate the organization’s objectives
to the people responsible for attaining them. They have to motivate their staff to work well,
to be productive, and to contribute something to the organization. They make decisions
about pay and promotion. Managers also have to measure the performance of their staff,
and to ensure that the objectives and performance targets set for the whole organization
and for individual employeesare reached. Furthermore, they have to train and develop their
staff, so that their performance continues to improve. Some managers obviously perform
these tasks better than others. Most achievements and failures in business are the
achievements or failures of individual managers.

Answer the questions:

1. Management as a term was known long ago, wasn’t it?

2. Who invented the term “entrepreneur”?

3. Who are entrepreneurs? What do they do?

4. Is entrepreneurship the same as management?

5. What are manager’s duties?

6. Manager’s duties differ depending on the type of organisation, don’t they?
7. What personal qualities should a good manager possess?

8. Who should motivate staff a manager or CEO?

9. Why should managers train their staff?

10. Who are responsible in most cases for failures of a business?

Guess the meaning of highlighted words, first match them with the
definitions and then put them into the sentences:

Definitions:

1. Something important that you succeed in doing by your own efforts.

2. Official connections between countries, companies, organisations etc.

3. Someone who is paid to work for someone else.

4. A chance to do something or an occasion to do something.

5. Method, product, practice etc. has been use for a long time and is considered the
usual type.

6. The process of making or growing things to be sold, especially in large quantities.
7. To succeed in achieving something after trying for a long time.

8. Something that you trying hard to achieve, especially in business or politics.

9. A person, team, company etc. that is competing with another.

10. Not showing any feelings of sympathy, friendliness etc.

11. Having a duty to be in charge of or to look after someone or something.
Sentences:

1. Managers should set specific .................. for their teams.

2. More women are .................. positions of power in public life.

3. Business letters don’t havetobe .................. and formal.



4. Hisgreat .................. is to make all the players into a united team.
5.Whenthe .................. for a promotion come | want to be ready.

6. Internet connections through .................. phone lines are fairly slow.
T between workers and management are generally good.
8. The new model will go into .................. next year.

9. The shoe factory has the largest number of .................. in this area.
10.Last year they sold twice as many computers as their ..................
I11.Heis cooovvvennnnnnnn.. for recruiting and training new staff.

Find the English equivalents for the following word combinations:
. TOCTaTOYHO HEJIABHUM

. CTIPOC U MPEAJIOKECHUE

. ICUCTBHUSI YEIOBEKA

. HEpacCKpbITasi BbIr0Ja

. PUCKOBaTh CBOMM KaIlUTAJIOM

. BBIpabOTaTh COCOO NOCTUNKEHUS (1IesIei)

. 00pa30BaTeNbHbIE YUPEIKICHUS

. AESITENBHOCTD OpraHu3aluu

9. BBINOJHATH padboTy

10. BHOCUTB BKJIaJ B OpraHU3aLHIO
11.00ecnieunBaTh/TapaHTUPOBATH, YTO LIENTU JOCTUTHYTHI
12. mpogomKaTh yIyqmaThCs

OO N KW -

. Find the following pronouns in the text. What nouns do they refer to?
. Well, I guess | can manage that!

.. as if these were...

.. who are alert...

. They perceive opportunities...

. Well, it’s essentially...

.. for their organization ..

relations among them.

. They select people...

.. responsible for attaining them.

10. ... develop their staff, so that their performance...

Speak about functions a good manager should perform.

Who do you think are better managers men or women? Why? Give your reasons.
Compare your opinion with other students’ opinions.

N LA WD

o

TexcThl 111 YTeHHs, IepeBoa U pedepupoBaHus HA 3a4eTe



1. Consulting process. Management consultancy can be defined as the creation of value to
the organisation through the use of assets and knowledge as well as techniques so as to
improve the performance of businesses. The process can be attained through the provision
of objective advice or through the implementation of businesses solutions (O’Mahoney
2010, p.54).

The definition specifies certain steps that consultants are supposed to undertake with the
customers so as to achieve the desired results. These steps include identifying the
problems, proposing solutions to the problem and helping the customer to implement the
proposed solutions (O’Mahoney 2010, p.54).

The decision to use consultants is costly to the customer both in terms of finance and time.
Therefore, the benefits derived from consultants must outweigh the cost involved. Based
on these facts, management consultants must ensure that what they provide should improve
the performance of the customer’s organisation and help achieve its objectives
(O’Mahoney 2010, p.54).

In addition, the contribution to the customers firm should be more valuable than what the
current management provides or new recruits can contribute to the organisation. That is,
the consultants should add more value to the customer’s organisation. Therefore, the paper
will examine various aspects of management consulting that concern both the customer
and consultants.

There are various stages through which the consultants must undergo in order to provide
quality services to their customers. Indeed these steps are essential in the process of
consulting and in the delivery of quality services to the customer (O’Mahoney 2010, p.60).
The first stage in the consulting process is to understand the issue or the problem at hand.
That is, understanding the customer’s problems and needs. This step involves identification
of the problem and defining the scope at which it can be s The second step is assessing the
needs of the customer. In other words, the consultant evaluates the problem to come up
with the best possible solution. The needs are also assessed to recommend the process. The
next step is to design the course of action for the implementation process (O’Mahoney
2010, p.73).The final stage is the evaluation of the whole process so as to continuously
improve on the entire processes. In general, the complete process includes identifying the
problems, proposing solutions to the problem and helping the customer to implement the
proposed solutions and finally evaluation of the entire process (O’Mahoney 2010, p.74).

2. Consulting and management roles. Management through its functions has various
roles to play to ensure that the assigned tasks are completed. Management has the
responsibility to plan, organise, staff, direct and controls the consulting processes (Biggs
2010, p.10). For management to achieve these functions, certain qualitative attributes must
be in existence. These qualities includes interpersonal, informational and
decisional.Interpersonal qualities look at how the management reacts with others within the
organisation as liaison, leaders and figureheads. Interpersonal qualities are essential in
developing leadership skills as well as in developing the relationship with the customers



(Czerniawska & May 2006, p.99). Informational qualities look on the way the consulting
firm obtains information and how such information is manipulated to benefit both the
customer and the firm. As an entrepreneurial firm, the decision making process is essential
especially in the resources allocation as well as in negotiating with the customer. Effective
management consulting In order to be effective, management consultants must be in
possession of specialized skills that would enable them to successfully undertake the
assigned tasks. They must also successfully and seamlessly integrate these skills and apply
them in their respective assignments (O’Mahoney 2010, p.54). These skills include
analysis skills, project management skills and relationship-building skills.The analytic
skills will enable the consultant to develop new ideas and solutions to the customer
problems and identify new opportunities and possibilities on behalf of the customer’s
organisation. The project management skills will be necessary in delivering these new
ideas and solutions to the customer organisation within the specified time frame and
constraint budget (Kipping & Engwall 2003, p.10). The relationship-building skills are
necessary in selling these ideas and providing leadership that is essential in the progress of
the customer organisation.

3 Modes of consulting

There are several modes of consulting. These include process consulting, doctor-patient
consulting and expert mode of consulting (Cody 1986, p.16). However, Appelbaum and
Steed (2004, p.70.), further provided different categories of consulting that comprise of the
strategic navigator, system architect, management physician, mental adventurer and
friendly co-pilot.

Even though these modes of consulting have been categorised differently, they bear
numerous similarities. According to Appelbaum and Steed (2004, p.70.) expert mode of
consulting and mental adventure are analogous.

Expert and mental adventure are modes of consulting where the customer is fully aware of
the problem and the consultant expertise are required to solve the problem (Schein 1969,
p.60). The consultant is hired to provide solution to the problem since the customer lack
the required expertise that would be used to address the situation (Appelbaum and Steed
2004, p.70). The consultants have a direct role of resolving the problem through the
provision of the necessary skills and techniques or expertise.

Doctor-patient mode can be related to management physician, strategic navigator and
system architect (Kipping & Engwall 2003, p.9). This is the mode where the consultants
have to diagnose the problem and provide a solution. Moreover, the consultants have to
provide the specialised expertise and insights to the organisation (Appelbaum & Steed
2004, p.71).

The process consulting can be related to the mode of co-pilot (Czerniawska & May 2006,
p.101). In this mode, the customer and the consultant have to work together to provide a
solution to the problem. In the process, the consultant has to offer various alternatives for



the customer to consider. In addition, the consultant has to provide expertise diagnosis and
build a close relationship with the customer (Schein 1969, p.59). In this model, the
consultant has the responsibility of facilitating the decision making process of the customer
but do not influence those decisions. Experience has indicated that this is the mode that is
most essential in achieving the long term results (Buono 2009, p.74). The roles of the
consultants are defined by what is expected of them in any assignment depending on the
type of model they are operating in (Appelbaum & Steed 2004, p.72). The consultants are
required to provide expertise and facilitate the customer decision making process. The
expert role involves designing solutions to the problems and providing ways through which
those solutions can be implemented (Schein 1969, p.60).

4. The roles of the consultants In addition to the provision of expertise and facilitation,
consultants are expected to develop and maintain a friendly relationship with the customer.
The consultant-customer relationship that is exhibited by trust and openness determines
collaborative roles. Further, consultants should also deal with external factors such as the
customer’s emotions and politics that may contribute negatively towards the success of the
customer’s organisation (Whittle 2006, p.426). Depending on what kind or role they play,
a consultant is identified as an expert, facilitator, friend, drone or political agent. However,
the capacity of the consultant is the most noticeable factor that limits the role of the
consultants (Wickham & Wickham 2008, p.54.). For instance, expert consultants have
broader scopes of advising but the role narrows down in the later stages of the consulting
life cycle. On the other hand, the facilitator has the narrow scope of advising the customer
in the initial stages of consulting life cycle but the scope broadens in the later stages and
becomes optimal during the implementation stage in the life cycle (Wickham & Wickham
2008, p.54). Management consultants have several responsibilities that range from
economic to discretionary. Management consultants have the responsibility for advocating
on behalf of the customers the projects that would provide positive economic benefit to the
customer (Burtonshaw-Gunn & Salameh 2010, p.45). In other words, consultants must use
their professionalism and competencies to ensure that their clients derive economic
benefits in all the projects that they are consulted for. Consultants must similarly be able to
identity values, create values and deliver values as well as measure values. See the diagram
for the roles of a consultant.

5. The relationships in consulting.The relationship between the customer and consultants
will always be determined by the consultant level of professionalism, expertise and
objectivity (Buono 2009, p.74). It is vital that customers and consultants have a cordial
relationship. Customer-consultant relationship that is characterised by trust and openness
determines the joint customer-consultant roles (Cody 1986, p.21). Consultants should not



only provide their customers with advice and solutions to the problems but also be
involved in the implementation process. Moreover, they should also help their customers to
deal with external environmental factors that may contribute negatively towards the
success of the customer’s organisation (Whittle 2006, p.426.). See the diagram below for
the managed services of a consultancy firm. For a consultant to effectively complete its
tasks it must be in a position to influence others. Influencing is about gaining support
from others, engaging other people’s imaginations and creating relationships (Biggs 2010,
p.195). Consultants who have influencing skills are often perceived as being dynamic.

For consultants to successfully influence others they must have interpersonal,
communicative, presentation and assertive skills. Influencing is about winning other people
and creating an impact (Biggs 2010, p.196). Therefore, consultants must always influence
the customer’s so as to be successful in their tasks. Influencing is necessary in the
consultancy work. Since the consultants are working under different situations, influencing
Is required to win the confidence as well as the attitudes of their customers and even those
whom they are working with (Burtonshaw-Gunn & Salameh 2010, p.57). In other words,
consultants must always thrive to proceed without causing any disruptions or dictating
their way out. Facilitation is the provision of required resources, opportunities, support and
encouragement to a particular group in order to achieve its objectives (Matthias 2011,
p.6.). That is enabling the group to take responsibility and control on the way they should
precede (Matthias 2011, p.7). Facilitation is a bout bringing change devoid of any
disruptions; aiding people to self discover new approaches and solutions to their problems.
The main goals of facilitation are to provide effectiveness in the work processes, identify
the purpose and objectives, and identify the processes that enable the achievements of the
objectives and to minimise the negative effects of the work processes.

Generally, facilitation is one of the responsibilities of experts in their daily assignments. A
facilitator is anticipated to pay attention, offer support, provide guidance, challenge the
status quo and generate better working environment (Czerniawska & May 2006, p.109).
This can be seen through the analysis of the goals and skills that are required out of
facilitation.

6. Types of clients. There are several clients that consultant are likely to deal with. The
type of the customer is determined by the stage of involvement and the effect the
consultancy work will have on the customer (Biswas & Twitchell 2002, p.20). The contact
customer is that customer who is first approached by the consultant while the intermediate
are those who are contacted at later stages of the consultancy work. The primary customers
are the most directly affected and in most cases the major financier of the organisation
(Biswas & Twitchell 2002, p.20). Unwitting clients are those that are affected yet not
involved in the consultancy process or are aware of the process. Indirect customers are
those who are affected, not involved in the process yet are aware of the process. The



ultimate customers are those who are totally affected. It is the community that the projects
affect. One of the most important things that consultants must thrive to achieve is to meet
the client needs and expectations (Biswas & Twitchell 2002, p.23). However, majority of
consultants are incapable of meeting their customer’s expectations as theoretically defined.
Meeting the customer’s expectations will primarily depend on the consultant
professionalism, experience, ethical factors and the relationship that the consultant has
build with the client (Kipping & Engwall 2003, p.10). That exists between the client and
the consultant. Professionalism in consulting is the application of variable abilities,
principles, thoughts and behaviors (Maister 2005, p.10.). Consultants are supposed to apply
these principles to define the boundaries and scope within which they should work. These
set of principles will enable them understand the legalities, risks and liabilities that are
inherent in consulting (Kipping & Engwall 2003, p.10.). As stated by Maister (2005,
p.12.), professional consultants must have certain attributes that are distinctive. They must
have the ability to get the job done. Besides, technical qualification and analytical skills
professional consultants must also possess other basic attributes, right attitudes and
behavior. Generally, management consultants identify problems, offer solution and
recommendations as well as additional resources that are necessary for implementation
process. The major aims of management consultants are to improve the performance of the
customer’s organisation and help achieve its objectives.

Consultants are normally being hired by the organisations to add value. Their roles and
responsibilities cannot just be limited to facilitating the customer’s decision making
process; rather they have expanded roles that are aimed at adding value to the customers.
In order to achieve this feat, consultants are expected to be technically competent of their
work.Additionally, consultants are hypothetically required to have the ability to develop
and maintain the required friendly relationship with their customers, display
professionalism at all stages and possess certain attributes that will enable them achieve
their work as well as maintenance such cordial relationships. The consultant should have
good interpersonal skills, be aware of the organisation decision making processes and the
customers’ needs. The ultimate goal is for the consultant to add more value to the
customers.

. 7. WHAT ISHR

HR is an acronym for human resources, that element within a company which deals with
the human aspects/needs of workers. Many companies have an HR department, which may
provide a broad range of services to its employees. Some who work in HR are considered
part of the department, but many people outside of such a department may have something
to do with not just the financial aspects of work, but also “the human element” of
employing workers. For instance, even though technically not part of an HR department, a



supervisor or manager may be responsible for hiring or firing workers, writing employee
reviews, giving day to day feedback on work, and encouraging and supporting workers.
This is all potentially human resource work. Yet in large companies, a large human
resources department may not have much day-to-day contact with the same employees. So
managers or supervisors do part of the work involved in human resources, and members of
the HR administration may oversee their work. In small companies with only a couple of
employees, no formal human resources department exists, and managers or owners handle
all the duties of such a department. Some standard responsibilities of a human resources
department include the following: Securing, offering and explaining benefits, like health
insurance. Managing on-the-job health and safety issues. Offering information or advice
on special work programs, like reimbursement for continuing education or smoking
cessation programs. [J Advertising available jobs, screening applicants, setting up
interviews and potentially hiring applicants. Handling all paperwork related to the hiring
or firing of employees. Distributing paychecks and bonuses (though paycheck
disbursement may be outsourced to another company). Helping workers apply for family
leave, maternity leaves, sabbaticals or disability payments. Possibly participating in
motivational company wide events. Approving performance reviews and assessing raises
or promotions.  Handling complaints about employer abuses, sexual harassment,
discrimination or hostile work environment charges. It is often a critique that large
companies and sometimes even small ones lack a sense of humanity in regards to caring
for their workers. Though HR departments do get pressured by those in finance
departments to keep their costs low, most of its workers are keenly interested in helping to
see to employee needs and encouraging workers to do their best. If you work in a relatively
large and “impersonal” company, it can be a great thing to get to know the folks in your
human resources department. In a way, HR department employees may already know you
better than you think. If you’ve worked for a company for a long time, human resource
employees may already know when you had your children, if you had to take leave
because your mom was sick, how well you’ve performed in the company, and when
you’ve participated on teams. Workers often make the mistake of thinking that the HR
department is in itself impersonal, but most of its employees would beg to differ. They
really are working not only for the employer but the employees. Knowing these folks by
name personalizes your relationship with people who already know a considerable amount
about you. When you’re starting work at a new company, seeking the counsel and advice
of human resource departments is also an excellent plan, as again, these people may

know you more intimately than anyone else you work with.

8.0rganizations

Organizations need to be understood and intelligently managed because they are an ever-
present feature of modern life. When people gather together and formally agree to combine
their efforts for a common purpose, an organization is the result. All organizations,
whatever their purpose, have four characteristics: coordination of effort, common goal or



purpose, division of labor, and hierarchy of authority. If one of these characteristics is
absent, an organization does not exist. Coordination of efforts multiplies individual
contributions. A common goal or purpose gives organization members a rallying point. By
systematically dividing complex tasks into specialized jobs, an organization can efficiently
use its human resources. Division of labor permits organization member to become more
proficient by repeatedly doing the same specialized task. Organization theorists have
defined authority as the right to direct the action of others. Without a recognized hierarchy
of authority, coordination of effort is difficult, if not impossible, to achieve.
Organizational classifications aid systematic analysis and study of organizations. There is
no universally accepted classification scheme among organization theorists. Two useful
ways of classifying organizations are by purpose (by carrying out a wide range of
purposes, they enable society as a whole to function) and technology. In regard to purpose,
organizations can be classified as business, not-for-profit service, mutual benefit, or
commonweal. In regard totechnology, there are long-linked (assembly lines), mediating
(commercial banks, insurance companies, telephone companies, etc), and intensive
technologies (hospitals). Each of these technologies has characteristic strengths and
weaknesses. There are both traditional and modern views of organizations. Traditionalists
such as Fayol, Taylor, and Weber subscribed to closed-system thinking by ignoring the
impact of environmental forces. Modern organization theorists prefer open-system thinking
because it realistically includes organizations' environmental dependency. Early
management writers proposed tightly controlled authoritarian organizations. Max Weber, a
German sociologist, applied the label bureaucracy to his formula for the most rationally
efficient type of organization. Bureaucracies are characterized by their division of labor,
hierarchy of authority, framework of rules, and impersonality. Unfortunately, in actual
practice, bureaucracy has become a synonym for a red tape and inefficiency. The answer to
this bureaucratic paradox is to understand that bureaucracy is a matter of degree. When
bureaucratic characteristics, which are present in all organizations, are carried to an
extreme, efficiency gives way to inefficiency. Barnard’s acceptance theory of authority and
growing environmental complexity and uncertainty questioned traditional organization
theory. Open-system thinking became a promising alternative because it was useful in
explaining the necessity of creating flexible and adaptable rather than rigid organizations.
Although the analogy between natural systems and human social systems (organizations) is
an imperfect one, there are important parallels. Organizations, like all open systems, are
unique because of their interaction with the environment, equifinality (reaching the same
result by different means), synergy, and dynamic equilibrium.

9. Motivation

Motivation refers to psychological process that gives behavior purpose and direction. It is
an important area of study for managers because it helps them better understand our most
valuable resource, people. (Realistically, motivation is just one of many explanations of
work behavior, such as one’s knowledge and emotional state and organizational factors.)
Even though the employees in one study ranked “interesting work™ the highest among the



things they wanted from their jobs, their supervisors believed that they wanted “good
wages” above all else. This type of misperception of employees’ needs can cripple a
motivation program. Pollster D.Yankelovich contends that traditional motivation tools
such as fear, money, strict supervision, and the work ethic are inappropriate for nearly half
of today’s labor force in the USA. Among alternative motivation theories, Maslow’s needs
hierarchy theory, Herzberg’s two-factor theory, and expectancy theory stand out as
particularly relevant for managers. According to Maslow’s message, people always have
needs, and when one need is relatively fulfilled, others emerge in a predictable sequence to
take its place. His five-level needs hierarchy, although empirically criticized, makes it clear
to managers that people are motivated by emerging rather than fulfilled needs. Assuming
that job satisfaction and performance are positively related, Herzberg believes that the most
that wages and working conditions can do is eliminate sources of dissatisfaction.
According to Herzberg, the key to true satisfaction and motivation is an enriched job that
provides an opportunity for achievement, responsibility, and personal growth. Expectancy
theory is based on the idea that the strength of one's motivation to work is the product of
perceived probabilities of acquiring personally valued rewards. Both effort-performance
(“What are my chances of getting the job done if I put out the necessary effort?”’) and
performance-reward (“What are my chances of getting the rewards I value if I satisfactorily
complete the job?”) probabilities are important to expectancy theory. Depending on how it
Is designed, a job can either hamper or promote personal growth and satisfaction. Although
historically a key to higher productivity, specialization of labor has been associated with
costly human problems in recent years. Managers have the options of fitting people to jobs
or fitting jobs to people when attempting to counter the specialization-of-labor dilemma.
The first option includes realistic job previews (honest explanations of what a job actually
involves), job rotation( periodically moving people from one specialized job to another),
and limited exposure (establishing a challenging but fair daily performance standard, and
letting employees go home when it is reached). Managers who pursue the second option,
fitting jobs to people, can either enlarge (combine two or more tasks into a single job) or
enrich (redesign a job to increase its motivating potential)jobs. Job enrichment vertically
loads jobs to meet individual needs for responsibility and knowledge of results. Personal
desire for growth and a supportive climate are required for successful job enrichment. Both
extrinsic (externally granted) and intrinsic (self-granted) rewards, when properly
administered, can have a positive impact on performance and satisfaction.

10. Economy vs economics. An economy indicates a region, a particular area or country,
concerning production, distribution, consumption, and exchange of goods and services, and
supply of money by economic agents (individuals, businesses, organizations, or
governments). Economics is the study of an economy, i.e. its structure, condition, working,
performance,issues, and remedies. It includes the analysis of the different types of the
economic system, economic decisions and its implementation by various economic units
(individuals, family, institutions, or government). Economy. There are different types of
state economy. A marketbased economy is one where goods and services are produced and
exchanged according to demand and supply between economic agents by barter or a



medium of exchange. A command-based economy is one where political agents directly
control what is produced and how it is sold and distributed. A green economy is low-
carbon, resource efficient and socially inclusive. In a green economy, growth in income
and employment is driven by public and private investments that enhance energy and
resource efficiency, and prevent the loss of biodiversity and ecosystem services. The major
factors that determine the economic environment are economic policy of the government,
fiscal and monetary policies. Economics. Economics focuses on the interactions of
economic agents and how economies work. Macroeconomics analyzes the entire economy
(aggregated production, consumption, saving, and investment) and issues affecting it:
unemployment of resources (labour, capital, and land), inflation, economic growth, and the
public policies that address these issues (monetary, fiscal, and other policies).
Microeconomics analyzes basic elements in the economy, including individual agents
(households, firms, buyers, and sellers) and markets, their interactions, and the outcomes
of interactions. Welfare economics is a branch of economics that uses microeconomic
techniques to determine the allocative efficiency within an economy and the income
distribution associated with it. It examines the economic activities of the individuals that
comprise society. Economic resources. Economic resources are classified as material
resources (raw materials and capital) and labour resources (labour force and
entrepreneurship). It is characteristic of any society that while wants of people are growing
constantly, the economic resources required to satisfy these wants are limited and scarce.
Scarcity of resources makes necessity to save them. As a result, any economic system is
trying to find most of utilizing resources for the production of goods and services. Basic
questions of Economics. The great economist Smith said that every economic society has
to answer three fundamental questions — what, how, and for whom. What? What goods are
to be produced with the scarce resource: clothes, food, cars, submarines, television sets?
How? We have basic resources of labour and land, so how should we combine them to
produce the goods and services that we want? For whom? Once we have produced goods
and services we then have to decide how to distribute them among the people and the
economy.

11 Some Economic Laws Economic laws are statements concerning the disposal of scarce
means for the achievement of unlimited ends. Economic laws do not deal with any
particular individual, firm, or commodity. An economic law is a statement of a scientific
truth about human behavior in the matter of the allocation of scarce resources into
unlimited ends. The Laws of supply and demand. The laws of supply and demand are the
most basic economic laws. They tie into all economic principles. In practice, supply and
demand pull against each other until the market finds an equilibrium price. The law of
supply states that the quantity of a good supplied (i.e., the amount owners or producers
offer for sale) rises as the market price rises, and falls as the price falls. At higher prices,
sellers will supply more of an economic good. Conversely, the law of demand says that the
quantity of a good demanded falls as the price rises, and vice versa. At higher prices,
buyers will demand less of an economic good. The law of supply says that these two laws
interact to determine the actual market prices and volume of goods that are traded on a



market. Demand is not the same thing as desire or need. Only when desire is supported by
the ability and willingness to pay the price it becomes an effective demand and has an
influence in the market. Demand is quantity of a commodity that will be demanded at any
given price over some given period. The principle of elasticity operates in the area of
demand as well as in the area of supply. Elasticity of demand is a measure of the change in
the quantity of a good in response to demand. The change in demand results from a change
in price. Demand is inelastic when a good is a basic necessity, but particularly elastic for
nonessential commodities. The law of diminishing marginal utility. Satisfaction of personal
wants in different ways by different things is known as its “utility”, that is the relationship
between a consumer and a commodity. Utility varies with time, between different people
and nations, and is related to the quantity available to the consumer. Therefore, utility is
related to the law of supply and demand. The law of diminishing marginal utility states that
the marginal utility of a good or service declines as its available supply increases. Each
successive unit of the good or service values less and less, though its characteristics stay
unchanged. Economic laws and consumption. Economic laws concerning consumption and
free market control deal with two important types of consumption: non-productive
consumption and production consumption. Non-productive consumption (living
consumption, social consumption) is the use, or final consumption, of human consumption
items to meet life needs. Production consumption is the use of resources, tools, raw
materials, materials, energy, information, and labor in the production process to create new
products.

12. Labour Payment Labor motivation is one of the most important functions of personnel
management. It includes not only material benefits, but also moral ones, expressed in job
satisfaction, in the prestige of work, in fulfilling internal human attitudes, and moral needs.
The main forms of labor incentives for workers in the enterprise are material incentives
(including salaries, bonuses, additional salaries, allowances, surcharges, discounts for
services, the provision of additional rights, benefits). Wage and salary. The terms “wage”
and “salary” hold different meanings. Salary is a fixed amount payable at regular intervals,
it can be weekly or monthly payments straight to an employee’s bank account. Basic salary
is remuneration for work performed in accordance with established labor standards (tariff
rates, salaries, piecework rates). Wage is an hourly or daily payment for the done work
during the working day. The main difference between salary and hourly wage is that salary
is a fixed payment agreed by both the employer and the employee. Wage, on the other
hand, may vary depending on the worked hours and performance. Additional wage is
remuneration for the work in excess of the established norm, for labor success, and for
special working conditions (surcharges, allowances, compensation payments). Two
principal systems of wage payments. Time wage system and piece rate system are two
main systems of wage payment. Other systems, premium plans or profit sharing schemes,
are used with either of these two systems to remunerate the employees and to provide them
with incentive wages for increased productivity. There are different methods of wage
payments. Wages are paid for the done work. “Time wages” are measured by the time
worked (according to the period of time the worker is employed), while “piece wages™ are



measured by output. 13 Under time wages (or time rates) a definite sum is paid for a fixed
period of time. Wages are paid at a fixed rate per hour, day, week, or other period. Each
worker in a given category receives the same payment irrespective of differences in
individual output. Under piece wages (or piece rates) payments depend upon output. Each
worker is paid according to the quantity of work done by him and irrespective of the time
he takes. Bonus systems. There are also various bonus systems to stimulate production.
The payment to each worker is proportionate to his output. Such payment is more
satisfactory than time rates, especially from the point of view of the employer and the
national economy. However, they are not suitable for all kinds of work. The system can
abuse if applied unscrupulously. Earnings are usually higher for workers on piece rates
than for those on similar work paid on a time basis. The danger of excessive speed is not
great as the workers are not penalized if they fail to reach a given standard or “target”.
However, under some bonus system this danger is serious, if attractive monetary rewards
are paid for attaining high standards of production, and efforts to reach these standards
may involve strain resulting in injury, increase in accidents, and damage to materials and
machines. Trade unions. Trade (labour) unions are organizations of employees established
to bargain with employers concerning wages, houses, and conditions of employment. The
main purpose of unions is to improve the economic conditions of their members. To raise
wage a trade union needs to negotiate with the employer. Trade unions tend to prefer time
rates, though they are parties to many collective agreements, which include piece rates
where these are suitable for the kind of the done work. In addition, it is difficult to regulate
piece rates by collective agreements as such rates may weaken the solidarity of the workers
because of considerable differences in their earnings. Individual employees, who achieve
high output, favor piece rates or reasonably fixed bonus payments that enable them to earn
more.

13. Markets A market is any one of a variety of systems, institutions, procedures, social
relations and infrastructures whereby parties engage in exchange. While parties may
exchange goods and services by barter, most markets rely on sellers offering their goods or
services (including labor) in exchange for money from buyers. It can be said that a market
is the process in which the prices of goods and services are established. Markets vary in
form, scale (volume and geographic reach), location, and types of participants, as well as
the types of goods and services traded. Examples include: physical retail markets (local
farmers’ markets, shopping centers); (non-physical) internet markets; international
currency and commodity markets; stock markets (for the exchange of shares in
corporations); markets for intermediate goods used in production of other goods and
services; labor markets; and ad hoc auction markets. For a market to be competitive there
must be more than a single buyer or seller. However, competitive markets rely on much
larger numbers of both buyers and sellers. A market with single seller and multiple buyers
is a monopoly. A market with a single buyer and multiple sellers is a monopsony. These
are the extremes of imperfect competition. A commodity exchange is an organized market
that functions under established rules and regulations. This market is the place for the
purchase and sale of commodities. Most commodity markets around the world trade in



agricultural products (cotton, wheat, tea, coffee, and etc.), raw materials (copper, gold,
mica, lead, and etc.), and some manufactured products (clothing, furs, and etc.). Also
trading includes various types of derivatives contracts based on these commodities such as
forwards, futures, options, and spot trades (for immediate delivery). Commaodity exchanges
depend on a diverse group of participants, each of whom has an important role in
maintaining a fully functioning mar- 23 ketplace. The most important commodities
exchanges across the world are Agricultural Commodity Exchange for Africa (ACE) in
Malawi, Intercontinental Exchange (ICE) in USA, Chittagong Tea Auction (CTA) in
Bangladesh, Iran Energy Exchange (IRENEX) in Iran, Amsterdam Power Exchange
(APX-ENDEX) in Netherlands, and etc. Financial markets refer to any marketplace where
the trading of securities occurs, including foreign exchange market and stock market, bond
market and derivatives market. Financial markets are vital to the economy smooth
operation. Financial markets facilitate the exchange of liquid assets. Most investors prefer
investing in two markets, the stock markets and the bond markets. There are four types of
financial markets. The stock market, or stock exchange market, is the collection of markets
and exchanges where regular activities of buying, selling, and issuance of shares of
publicly-held companies take place. There can be multiple stock trading venues in a
country or a region which allow transactions in stocks and other forms of securities. The
forex (foreign exchange) market, or the currency market, is a global decentralized or over-
the-counter (OTC) market for the trading of currencies. This market determines foreign
exchange rates for every currency. It includes all aspects of buying, selling and exchanging
currencies at current or determined prices. Bond market sells securities such as notes and
bills issued by the Treasury of the State, for example. The bond market also is called the
debt, credit, or fixed-income market. The money markets trade in products with highly
liquid short-term maturities. A derivatives market trades in futures and options contracts,
and other advanced financial products, that derive their value from underlying instruments
like bonds, commodities, currencies, interest rates, market indexes, and stocks. A
derivative is a contract between two or more parties whose value is based on an agreed-
upon underlying financial asset (like a security) or set of assets (like an index).

14. WHAT DOES A Recruiter Do?

If you’re looking for a job in a specific field, especially one that is technically based, you
may want to look for a job recruiter who might aid you in your search. Oftentimes, if you
have your resume posted in high profile places, like monster.com, good job recruiters will
find you. You can also meet recruiters at places like employment fairs, or you may
interview with recruiters prior to ever meeting anyone at the company you’d like to work
for. A job recruiter is either a private individual or may represent a company that
specializes in finding the right people to fill jobs at companies. Sometimes large companies
have their own recruitment staff, but more often, a private individual works for one or
more companies to find a person who meets the specific requirements of a job the
company has open. Frequently, the job recruiter is a freelance worker who will recruit for
various companies at the same time. Pay can be significant and may be on a contingency



basis only. If the job recruiter is able to successfully place an employee with the company,
he or she gets paid. If the recruiter doesn’t find an employee for the company, or is in
competition with other recruiters, any work done to screen candidates is not compensated.
Successful job recruiters can make a lot of money, when they are good at finding
candidates and understanding exactly what the company needs. Those who aren’t so good
at this may want to consider other career options. On a more general basis, companies may
request managers or human resources staff to actively practice job recruitment, especially
at employment fairs or through networking. Many companies offer bonuses to employees
who bring in a new worker. These bonuses can be as small as a gift certificate to several
thousand US Dollars (USD) depending upon how great the company’s need is for
employees. Even if you don’t want to be a job recruiter on a full time basis, it’s a good idea
to be aware of any employee incentives for bringing in new workers. These can pad your
paycheck if you have ideal candidates in mind for an available job. Similarly, even if you
can’t get the attention of good job recruiters, you shouldn’t feel uncomfortable about
asking business contacts or friends if they have available jobs in their company. You’ll
likely confer a financial benefit to others if a friend recruits you to a job. If they’re not
comfortable with this, they can always say no.

There are some reasons why job recruiters might not even look at your resume, no matter
how good it is. Recruiters tend to be searching for extremely specific qualities and
experience in workers. When you send a resume to recruiters, instead of editing out work
that doesn’t seem relevant, you’ll likely want to include as much information as you can.
Something you don’t think is important might just be to a recruiter. Be as specific as
possible and outline all your experience, skills and capabilities so recruiters have the most
accurate picture of how you might fit with a company. In general, job recruiters should not
charge the person seeking work. Pay should come from the successful job placement of
candidates. You should be wary of someone who asks for pay to find you a job since this
may indicate they’re not very successful in their work.

15. Advertising Advertising is a form of communication used to help sell products and
services. Typically, it communicates a message including the name of the product or
service and how that product or service could potentially benefit the consumer. However,
advertising does typically attempt to persuade potential customers to purchase or to
consume more of a particular brand of product or service. Modern advertising developed
with the rise of mass production in the late 19th and early 20th centuries. 35 Many
advertisements are designed to generate increased consumption of those products and
services through the creation and reinvention of the “brand image”. For these purposes,
advertisements sometimes embed their persuasive message with factual information. There
are many media used to deliver these messages, including traditional media such as
television, radio, cinema, magazines, newspapers, video games, billboards, mail or post
and Internet. Today, new media such as digital signage is growing as a major new mass
media. Advertising is often placed by an advertising agency on behalf of a company or
other organization. Adam Smith defines advertising, in its non-commercial guise, as a



powerful educational tool capable of reaching and motivating large audiences.
“Advertising justifies its existence when used in the public interest — it is much too
powerful a tool to use solely for commercial purposes”. Commercial advertising media can
include wall paintings, billboards, street furniture components, printed flyers and rack
cards, radio, cinema and television adverts, web banners, mobile telephone screens,
shopping carts, web popups, skywriting, bus stop benches, human billboards, magazines,
newspapers, town criers, sides of buses, musical stage shows, subway platforms and trains,
stickers on apples in supermarkets, shopping cart handles, the opening section of streaming
audio and video, posters, and the backs of event tickets and supermarket receipts. Any
place an “identified” sponsor pays to deliver their message through a medium is
advertising. In the world of advertising, selling products is the most important goal. As
companies are becoming more global, they are looking for new ways to sell their products
all over the world. It is true because of global communication, the world is becoming
smaller today. But it is also true that the problems of global advertising problems of
language and culture — have become larger than ever. To avoid the problems of translation,
most advertising firms are now beginning to write completely new ads. In writing new ads,
globe advertisers must consider different styles of communication in different countries. In
some cultures, the meaning of an advertisement is usually found in the exact words that are
used to describe the product and to explain why it is better than the competition. This is
true in such countries as the United States, Britain, and Germany But in other cultures,
such as Japan’s, the message depends more on situations and feelings 36 than it does on
words. For this reason, the goal of many TV commercials in Japan will be to show how
good people feel in a party or some other social situation. The commercial will not say that
a product is better than others. Instead, its goal will be to create a positive mood or feeling
about the product. Global advertisers must also consider differences in laws and customs.
For instance, certain countries will not allow TV commercials on Sunday, and others will
not allow TV commercials for children’s products on any day of the week. History.
Egyptians used papyrus to make sales messages and wall posters. Commercial messages
and political campaign displays have been found in the ruins of Pompeii and ancient
Arabia. Lost and found advertising on papyrus was common in Ancient Greece and
Ancient Rome. The tradition of wall painting can be traced back to Indian rock art
paintings that date back to 4000 BC. As the towns and cities of the Middle Ages began to
grow, and the general populace was unable to read, signs that today would say cobbler,
miller, tailor or blacksmith would use an image associated with their trade such as a boot, a
suit, a hat, a clock, a diamond, a horse shoe, a candle or even a bag of flour. Fruits and
vegetables were sold in the city square from the backs of carts and wagons and their
proprietors used street callers or town criers to announce their whereabouts for the
convenience of the customers. In the 17th century advertisements started to appear in
weekly newspapers in England..

16. Central Banking System The bank is responsible through its own activity and nature
to obtain economic and financial resources through a multitude of instruments created for
such purpose, such as bonds, deposits or obligations. Alternatively, this system of entities



Is responsible for facilitating the access of its clients to these resources through banking
tools such as loans and mortgages, in exchange for interest or commissions previously
agreed upon in each operation. The central banking system is a major sector of any modern
monetary system. It is of great importance to the fiscal policy of the national government
and the functioning of the private sector. Central banks. Central Banks such as the Bank of
England, the Federal reserve System of the US, the Bundesbank of Germany, the Central
Bank of Russia, the National Bank of Belarus function for the government and other banks,
not for private customers. Central banks are involved in the issue of money and maintain
the country’s foreign currency reserves. Central banks act as bankers to governments as the
designers of monetary and credit policies, and as lenders of last resort to commercial banks
in the case of a financial crisis. In the countries with the developed market economy there
are two-level bank systems. The system top level is presented by the central (issue) bank.
At the bottom level the commercial banks subdivided into universal and specialized banks
(investment banks, savings banks, savings and loan associations, banks of the consumer
credit, branch banks), and not bank credit and financial institutes (investment companies,
investment funds, the insurance companies, pension funds, etc.) operate. The central bank
in the majority of the countries belongs to the state. But even if the state formally does not
own its capital (the USA, Italy, Switzerland) or owns partially (Japan — 55%), the central
bank carries out state structure functions. The central bank possesses a monopoly on
release in the issue of banknotes. It stores official goldcurrency reserves, regulates credit-
and-monetary sphere and currency relations. By the position in credit system the central
bank plays a role of “bank of banks”, i.e. stores obligatory reserves and available assets of
commercial banks and other establishments, gives loans, represents itself as “the creditor
of ultimate authority”. Commercial banks. Commercial banks serve as the basic link of
credit system. They carry out almost all kinds of bank operations. Historically developed
functions of commercial banks are reception of contributions into current accounts, short-
term crediting industrial and trade enterprises, realization of calculations between them. In
modern conditions commercial banks managed to expand essentially reception of urgent
and savings contributions, mid- and long-term crediting to create system of crediting of the
population. Commercial banks are created on the share or joint-stock beginnings. A
modern joint-stock bank is expected to supply the following services: to accept deposits, to
provide cheque facilities, to collect and pay cheques, bills and divi- dends, to grant loans to
customers and arrange for overdraft facilities, to open letters of credit, to issue travelers’
cheques. The National Bank of Belarus. The bank system of Belarus is two-level and
consists of the National Bank of Belarus and commercial banks. The National Bank is the
central bank of Belarus and operates exclusively in the interests of Belarus. The main
objectives of the activity of the National Bank are: protection and maintenance of stability
of the Belarus ruble; development and strengthening of the bank system of Belarus;
maintenance of effective, reliable and safe functioning of payment system. The national
bank was created in 1922. It performs the following functions: develop the Republic of
Belarus Monetary Policy; issue money; regulate money circulation; arrange the functioning
of the payments system of the Republic of Belarus; act as the lender of last resort with



respect to banks and provide refinancing thereof; carry out foreign exchange regulation; act
as a central depositary of Government of the Republic of Belarus and local; issue National
Bank securities; establish and exercise foreign exchange control; carry out state
registration of banks and non-bank financial institutions; license banking activities; and
establish banking operations rules and procedures. The Bank of England. Founded in 1694,
the Bank of England is one of the oldest central Banks. It started as a commercial bank
with private shareholders. It was privately owned until 1946. That year it was nationalized.
The Bank of England offers a range of services to its customers. There are three important
groups of customers: commercial banks, other central banks and the government. The
government keeps its main banking accounts at the Bank of England. And payments of
taxes to the government and payments by the government for social security are made to
and from accounts at the Bank. The Federal Reserve System or “Fed”. It is an independent
agency of Congress founded in 1913. It includes twelve federal reserve banks and a board
of governors. The Fed performs three major functions: 1) providing services to the banking
system and the federal government; 2) stabilizing the banking system, and it controls the
quantity of money in circulations; providing safekeeping for securities.

17. Money The use of money is as old as the human civilization. Money is basically a
method of exchange, and coins and notes are just items of exchange. But money was not
always the same form as the money today, and is still developing. Why did people start
using money? At first people bartered, which means they exchanged things they had for
things they needed. Subsequently both livestock, particularly cattle, and plant products
such as grain, come to be used as money in many different societies at different periods.
Aztecs used cacao beans. Norwegians once used butter. The early U.S. colonists used
tobacco leaves and animal hides. Oman soldiers were paid a “salarium” of salt. On the
island of Nauru, the islanders used rats. Human slaves have also been used as currency
around the world. In the 16th century, the average exchange value of a slave was 8,000
pounds of sugar. Gradually, however, people began exchanging items that had no intrinsic
value, but which had only agreed-upon or symbolic value. An example is shell. Metal tool
money, such as knife and spade monies, was also first used in China. These early metal
monies developed into primitive versions of round coins at the end of the Stone Age.
Chinese coins were made out of copper, often containing holes so they could be put to-
gether like a chain. The first government to make coins that looked alike and use them as
money was probably the city of Lydia in Ancient Greece. The coins were made from a
mixture of gold and silver. But they were heavy and difficult to carry, and the cities and the
roads or Europe were dangerous places to carry 1700s, France’s government became the
first in Europe to make paper money — banknotes or bills they say in U.S. But paper
money, as well as first coins ever, was invented China, where traveler Marco Polo saw it in
the 1280s. The Bank of Sweden issued the first paper money in Europe in 1661, though
this was also a temporary measure. In 1694 the Bank of England was founded and began to
issue promissory notes, originally hand written but later printed. To make travelling with
gold less dangerous, goldsmiths, or people who made jewelry and other items of gold,
came up with an idea. The goldsmiths started writing out notes on pieces of paper that said



the person who had the note could trade the note in for gold. These promissory notes were
the beginning of paper money in Europe. If you look at a British bank note today, you’ll
see it still says: | promise to pay the bearer on demand the sum of twenty pounds. Now
people carry plastic cards instead of cash. With your credit card you can take money from
the cash-machine any time you need it. Banknotes of different countries show queens and
presidents or other famous people. But you may also find a tiger or elephant (India), cows
and fruit (Nigeria), a map (Norway), or even schoolchildren (Taiwan). People travelling to
other countries usually need to convert (change) their money into local currency. For that
an exchange rate is used. The functions of money. All values in the economic system are
measured in terms of money. The value of money is basically its value as a medium of
exchange or as economists put it, its “purchasing power”. This purchasing power depends
on supply and demand. The demand for money is reckonable as the quantity needed to
effect business transactions. The demand for money is related to the rapidity with which
business is done. The supply of money is the actual amount in notes and coins available for
business purposes. If too much money is available, its value decreases. This condition is
known as “inflation”. The role of money depends on the state of development of an
economy. Money performs the function of a medium of exchange or means of payment
with goods being exchanged for money and money for goods. At the same time it also acts
as a unit of account. Money is a store of value, as part of an individual’s income may be set
aside for future consumption. Money is a means of making deferred payment. This
important function of money is very important in the modern world where so much
business is conducted on the basis of credit. The most important types of money are
commaodity money, credit money and fiat money. The value of commodity money is about
equal to the value of the material contained in it. The principle materials used for this type
of money have been gold, silver and copper. Credit money is documents with promises by
the issuer to pay an equivalent in the standard monetary metal. Fiat money is paper money
the value of which is fixed by the government. Banknotes are usually made from special
high-quality paper with watermarks, metallic strips and other features against forgery.

18. Business Finance and Growth The size of a firm can be measured in different ways.
Popular bases are profit; turnover; number of employees; capital employed; and market
share. Firms grow through internal or organic growth. This expansion is achieved through
extra finance and reinvesting profits, with the firm expanding its product range or moving
into new markets. It is a slow process so many firms seek to grow more quickly through
merger or takeover. Mergers take place between two firms agreeing to join together.
Takeovers occur when one company purchases sufficient voting shares in another
company to give it control of that company. Integration. Firms are able to grow more
quickly as a result of mergers and/or takeovers. The integration that takes place as a result
of the new company reorganizing its activities can be horizontal, vertical, and lateral.
Horizontal integration occurs when firms in the same industry and at the same stage of
production (primary, secondary or tertiary) combine. For example, two vehicle
manufacturers may merge production. Larger-scale production and economies of scale
should result from this integration. Vertical integration occurs between firms in the same



industry but at different stages of production. For example, it can be a brewery (secondary)
taking over a public house (tertiary). Advantages include greater control of supply (if
integration is “backwards”) and better access to the market (if “forwards™). Vertical
integration, also known as conglomerate integration, occurs when a company moves into a
new product area or market as a result of the merger/takeover. This leads to greater
diversification, which reduces the risk for the company: it is now not as dependent on one
market or one product. Financing. Growth requires financing. In the public sector, the
major sources of finance for a public corporation are from its own trading activities,
general taxation and borrowing from the Treasury. In the private sector, there are many
different sources of finance available to firms. These can be either short term or long term,
and can arise from internal sources or be obtained from external sources. The key internal
source of finance is retained profits. Owners must make a choice. They either spend net
profit by withdrawing it out of the firm (including issuing it as dividends) or keep it in the
firm (more cash is kept in the firm which helps expansion). The main external long-term
source of finance is capital invested. Sole traders and partners find their own capital, for
example, from personal savings. The two main types of shares the companies issue are
ordinary shares (“equity” capital, giving a vote at the Annual General Meeting (AGM),
with the shareholder receiving a variable rate of dividend after all other dividends and
payments have been made out of profits) and preference shares (the shareholder receives a
fixed dividend after debenture interest and other deductions are made, but before the
ordinary dividend is declared — these are therefore less of a gamble than ordinary shares,
but the owner does not have a vote). A company may also obtain long-term loan capital by
issuing debentures (long-term loans receiving interest that must be paid; debenture holders
are not owners of the company in the same way that shareholders are). In addition to share
and loan capital, the major external sources of finance include: (1) trade credit — taking
advantage of the credit period allowed by suppliers; (2) factoring — the firm sells its debts
for less than their face value to a factoring company, receiving immediate cash; (3) bank
overdrafts — based on a current account, the owner(s) can overdraw up to an agreed
maximum figure; (4) bank and other loans — longer term than overdrafts, for a fixed
amount and for a fixed period; (5) leasing — the firm agrees with a finance house to lease
capital equipment, to avoid the cost of buying it. Finance is vital to a firm, both for growth
and for survival. The owners will forecast their cash-flows to see whether they can meet
their debts out of cash inflows, or whether they need to make arrangements to borrow
money. Companies are now obliged to produce a cash-flow analysis as part of their
published accounts.

19. Types of Financial Markets Financial markets refer to any marketplace where the
trading of securities occurs, including foreign exchange market (forex) and stock market,
bond market and derivatives market. Financial markets are vital to the economy smooth
operation. Over-the-counter markets. An over-the-counter (OTC) market is a decentralized
market (it does not have physical locations, and trading is conducted electronically), in
which market participants trade securities directly between two parties without a broker. In
general, companies that trade on OTC markets are smaller than those that trade on primary



markets, as OTC markets require less regulation and cost less to use. Bond markets. A
bond is a security in which an investor loans money for a defined period at a pre-
established interest rate. Bonds are issued by corporations, states, and sovereign
governments to finance projects and operations. The bond market sells securities such as
notes and bills issued by the Treasury of the State, for example. The bond market also is
called the debt, credit, or fixed-income market. Money markets. The money markets trade
in products with highly liquid short-term maturities and are characterized by a high degree
of safety and a low return in interest. At the wholesale level, the money markets involve
large-volume trades between institutions and traders. At the retail level, they include
money market mutual funds bought by individual investors and money market accounts
opened by bank customers. Individuals may also invest in the money markets by buying
short-term certificates of deposit (CDs), municipal notes, and Treasury bills. Derivatives
market. A derivative is a contract between two or more parties whose value is based on an
agreed-upon underlying financial asset (like a security) or set of assets (like an index).
Derivatives are secondary securities whose value is solely derived from the value of the
primary security that they are linked to. In and of itself a derivative is worthless. Rather
than trading stocks directly, a derivatives market 66 trades in futures and options contracts,
and other advanced financial products, that derive their value from underlying instruments
like bonds, commodities, currencies, interest rates, market indexes, and stocks. Forex
market. The forex (foreign exchange) market, or the currency market, is the market in
which participants can buy, sell, exchange, and speculate on currencies. The forex market
Is the most liquid market in the world, as cash is the most liquid of assets. As with the OTC
markets, the forex market is also decentralized and consists of a global network of
computers and brokers from around the world. This market is made up of banks,
commercial companies, central banks, investment management firms, hedge funds, and
retail forex brokers and investors.

20. Business Environment Organizations in the economy are classified according to what
they produce or provide: primary extractive industries such as the “3 Fs” — farming,
fishing, forestry; secondary organizations that manufacture products or construct roads,
buildings, etc.; and tertiary organizations providing services — either commercial services,
such as banking, transport and insurance, or direct (community services, for example the
emergency services). Another way of classifying organizations results from the UK’s
mixed economy. The “mix” consists of the private sector and the public sector. Private
sector firms are owned by individuals who hope to make a profit. The public sector
consists of national and local government organizations where the emphasis is less on the
profit motive and more on providing a service for the community. Firms use resources,
known as factors of production. The four factors are land, capital, labour and enterprise.
The first three factors are combined and used by entrepreneurs (the enterprise factor of
production) in producing their goods and services. They set up private sector organizations
in the hope of making profits, and as business owners and decision-takers they bear the risk
of making a loss. Entrepreneurs try to combine and use the other factors of production in
the most efficient way. The price mechanism helps them make decisions. Entrepreneurs



compare the relative prices (or costs) of each factor of production and, where possible,
substitute a cheaper factor for a more expensive one. Specialization helps entrepreneurs,
their businesses and advanced economies generally to function more efficiently. This
greater efficiency comes through the use of specialist tools and equipment, and by people
developing specialized skills. Countries also tend to specialize in products or services, such
as the UK specializing in certain manufactured goods. As a result of specializing, however,
a country cannot produce everything it needs for its population. It must therefore trade with
other countries by importing and exporting, selling the surpluses that result from
specializing: countries become interdependent. People also specialize, and become
dependent upon others. They require a medium of exchange to buy what they need. Money
serves this function. It also functions as a measure of value since it allows us to establish a
price for something, and a store of value: it can be saved. Savings can be invested by the
saver or a borrower with a view to making profit. To encourage savings to take place,
interest is paid on them. Through specialization, people develop particular skills. Problems
of unemployment (and the need to retrain) arise if these skills become obsolete. Specialists
who are in employment, whilst helping their organizations, operate efficiently, may face
problems such as the boredom which can come from doing repetitive tasks. Where tasks
are repetitive, there is scope to replace people (the labour factor of production) with
machines (the capital factor of production). This leads to higher labour unemployment,
which in turn leads to higher social and other costs. One of the key decisions an
entrepreneur must make is where to locate the business. Location is influenced by one or
more of the following: where other firms in the same industry are based (possible external
economies); the nearness of and ease of access to the firm’s suppliers and markets; the
availability of suitably skilled labour; a suitable site; the UK government, the European
Union or other finance towards the cost; and suitable infrastructure (road, rail, air or sea);
or the personal choice of the owners/decision-makers.

21. Human Relations and Work. All firms depend for their survival on a contented and
efficient workforce: its human resource. A firm manages its human resources, i.e. its
personnel. In order to recruit suitable staff, the department with the vacancy needs to
inform Personnel of the job description (the nature of and du- 68 ties associated with the
post) and the person specification (the personal qualities required by the successful
applicant). The firm might recruit internally, for example on notice boards or in a staff
newsletter. Internal recruitment will increase the motivation level of existing employees.
There are various sources for external recruitment; for example, Personnel staff may use
Job Centers and/or recruitment agencies (ciy»0a 3ansitoctn), Or choose to advertise in an
appropriate newspaper. Selection. For selection, applicants need to be shortlisted
(ocTaBnsATh B CIHCKE TIOCIEC HWCKIIOUEHHsI SBHO HENpUroaHbix). This is achieved by
comparing their experience and qualifications — shown on their application forms (6nanxk,
dopma 3asBieHus) or curriculum vitae (kpatkas Ouorpadus, pestome) — against the job
description and person specification. Interviews are then conducted. These often include
selection tests such as aptitude testing. After appointment the Personnel Department will
issue the successful applicant with a contract of employment containing information such



as hours of work, holidays and holiday pay, and the disciplinary rules. Training needs.
Once in post, the Personnel Department considers staff training needs. The purpose of
induction training is to familiarize the new member of staff with the firm’s activities and
structures. Once established, the employee may gain additional skills through on-the-job
training or off-the-job training. The former is based ‘in-house’ with employees learning as
they work: training tends to be limited to particular skills and procedures. Off-the-job
training involves attending specialist training centers and is more closely associated with
obtaining qualifications. Job satisfaction. Personnel managers are particularly concerned
with ensuring that the firm’s employees gain job satisfaction. Pay levels are important,
although many psychologists suggest that there are several other aspects in making a job
satisfying. Theorist Abraham Maslow: a hierarchy of needs require satisfying: once low-
level needs such as safety and hunger are satisfied, employees seek to achieve higher-order
needs such as social- and selffulfillment. Theorist Douglas McGregor: a Theory X
manager assumes people dislike work and need control and direction. Theory Y managers
believe their employees want to make positive contributions to the work of the firm.
Theorist Frederick Herzberg: hygiene factors such as money and working conditions are
important, but motivators such as achievement and recognition are also needed to motivate
employees. Trade unions. Personnel staff is involved in negotiation and consultation with
trade union representatives. Trade unions are employee organizations set up to represent
their interests. Popular reasons for joining a trade union are for job protection, to receive
members’ benefits and to seek higher pay and/or better working conditions. Unions
normally aim to: protect their members (for example, from unfair dismissal); negotiate
with employers regarding pay conditions; ensure their members receive rights such as
maternity benefit to which they are entitled; and represent their members, for example, at
industrial tribunals. Collective bargaining takes place between employers and trade unions
and is a common way to establish pay levels and working conditions. If talks break down
and a dispute arises, union members have a number of options available, including holding
an official strike. If the dispute continues, employers and unions may resort to arbitration,
for example, by bringing in ACAS, the Advisory Conciliation and Arbitration Service .

16. CEO, CFO, CIO, CMO, COOQO, CTO In the hierarchical structure of the company the
following positions should be distinguished: CEO , CFO, CIO, CMO, COO, and CTO .
CEO. A chief executive officer (CEO) or chief executive is the highest-ranking corporate
officer, administrator, or executive, in charge of total management of a corporation,
company, organization, or agency, reporting to the board of directors. In internal
communication and press releases, many companies capitalize the term and those of other
high positions, even when they are not proper nouns. CFO. The Chief Financial Officer
(CFO) of a company or public agency is the corporate officer primarily responsible for
managing the 70 financial risks of the business or agency. This officer is also responsible
for financial planning and record-keeping, as well as financial reporting to higher
management. The title is equivalent to finance director, commonly seen in the United
Kingdom. The CFO typically reports to the Chief Executive Officer, and is frequently a
member of the board of directors. CIO. The chief information officer (CIO) is a job title for



the board level head of information technology within an organization. The CIO typically
reports to the chief executive officer, although in some organizations they can report to the
chief financial officer (CFO). In military organizations, they report to the commanding
officer or commanding general of the organization. CMO. Chief marketing officer (CMO)
IS a corporate title referring to an executive responsible for various marketing in an
organization. Most often the position reports to the chief executive officer. With primary or
shared responsibility for areas such as sales management, product development,
distribution channel management, public relations, marketing communications (including
advertising and promotions), pricing, market research, and customer service, CMOs are
faced with a diverse range of specialized disciplines in which they are forced to be
knowledgeable. This challenge is compounded by the fact that the day-to-day activities of
these functions, which range from the highly analytical (pricing and market research) to
highly creative (advertising and promotions), are carried out by subordinates possessing
learning and cognitive styles to which the CMO must adapt his or her own leadership style.
COO. A chief operating officer or chief operations officer (COO) is a corporate officer
responsible for managing the day-to-day activities of the corporation. The COO is one of
the highest ranking members of an organization, monitoring the daily operations of the
company and reporting to the chief executive officer and/or board of directors. The COO is
usually an executive or senior vice president. CTO. A chief technical officer or chief
technology officer (CTO) is an executive position whose holder is focused on scientific
and technical issues within an organization. Often, the CTO will oversee technical staff at a
company, particularly those building products or creating services that embody industry-
specific technologies. In some cases the CTO will also oversee the work of the research
and development organizations. There is currently no commonly shared definition of the
CTO position or that person’s responsibilities. Young start-ups typically have a set of
technically hands-on tasks for the CTO, while an international conglomerate may need the
CTO to deal with the representatives of foreign governments and industry organizations. In
practice, the CTO can have many more responsibilities than managing a portfolio of R&D
or production projects. This person may report to the CIO (or the other way around) and
provide a technical voice in the strategic planning for a company. CTOs formerly work
closely with the CEO to help determine what types of products or services the company
should focus on.

22. A Job Interview. A job interview is an interview consisting of a conversation between
a job applicant and a representative of an employer which is conducted to assess whether
the applicant should be hired. Interviews are one of the most popularly used devices for
employee selection. Interviews vary in the extent to which the questions are structured,
from a totally unstructured and free-wheeling conversation, to a structured interview in
which an applicant is asked a predetermined list of questions in a specified order;
structured interviews are usually more accurate predictors of which applicants will make
suitable employees, according to research studies. A job interview typically precedes the
hiring decision. The interview is usually preceded by the evaluation of submitted résumés
from interested candidates, possibly by examining job applications or reading many



resumes. Next, after this screening, a small number of candidates for interviews is selected.
Employers conduct different types of job interviews, such as behavioral interviews, case
interviews, group interviews, phone and video interviews, second interviews, and even
interviews held during a meal. Interviewers use behavioral based interviews to determine
how the applicants have handled various job situations in the past. The idea is that the past
behavior predicts how a person will act in the new job. Applicants don’t get many easy
“yes” or “no” questions and in most cases, they need to answer with an anecdote about a
previous experience. Interviews that include the interviewer giving applicants a business
scenario and asking them to manage the situation are called case interviews. This interview
type is most often used in management consulting and investment banking interviews and
requires applicants to show off their analytical ability and problem-solving skills.
Employers may hold group interviews because they’re often more efficient than one-on-
one interviews. Group interviews can involve an applicant being interviewed by a group
(or panel) of interviewers or one interviewer and a group of applicants. As an applicant
passed the first interview and just got an email or call to schedule a second interview. This
interview will be more detailed and may be several hours long. One of the reasons
employers take job candidates out to lunch or dinner is to evaluate their social skills and to
see if they can handle themselves gracefully under pressure. Applicants should remember
they are still being observed so use their best table manners, choose foods that aren’t too
messy. There are other interviews an applicant may experience throughout the career.
These employment-related interviews include exit interviews, mock interviews, and
informational interviews.

23. Interview Tips to Improve Interview Performance The day has come: you found an
awesome job, applied, and got a call from a real-live human being who wants to meet with
you. Congrats! But your work has only just begun. Even the smartest and most qualified
job seekers need to prepare for their job interview. Interview skills are learned, and there
are no second chances to make a great first impression. These 10 interview tips will teach
you how to answer interview questions and convince the hiring manager that you are the
one for the job. Practice good nonverbal communication. It’s about demonstrating
confidence: standing straight, making eye contact and connecting with a firm handshake.
That first nonverbal impression can be a great beginning — or quick ending — to your
interview. Dress for the job or company. Today’s casual dress codes do not give you
permission to dress as “they” do when you interview. It is important to know what to wear
to an interview and to be well-groomed. Whether you wear a suit or something less formal
depends on the company culture and the position you are seeking. If possible, call to find
out about the company dress code before the interview. Listen. From the very beginning of
the interview, your interviewer is giving you information, either directly or indirectly. If
you are not hearing it, you are missing a major opportunity. Good communication skills
include listening and letting the person know you heard what was said. Observe your
interviewer, and match that style and pace. Don’t talk too much. Telling the interviewer
more than he needs to know could be a fatal mistake. When you have not prepared ahead
of time, you may ramble when answering interview questions, sometimes talking yourself



right out of the job. Prepare for the interview by reading through the job posting, matching
your skills with the position’s requirements and relating only that information. Don’t be
too familiar. The interview is a professional meeting to talk business. This is not about
making a new friend. It is important to bring energy and enthusiasm to the interview and to
ask questions, but do not overstep your place as a candidate looking for a job. Use
appropriate language. It’s a given that you should use professional language during the
interview. Be aware of any inappropriate slang words or references to age, race, religion,
politics, or sexual orientation — these topics could send you out the door very quickly.
Don’t be cocky. Attitude plays a key role in your interview success. There is a fine balance
between confidence, professionalism, and modesty. Even if you’re putting on a
performance to demonstrate your ability, overconfidence is as bad, if not worse, as being
too reserved. Take care to answer the questions. When interviewers ask for an example of a
time when you did something, they are asking behavioral interview questions, which are
designed to elicit a sample of your past behavior. If you fail to relate a specific example,
you not only don’t answer the question, but you also miss an opportunity to prove your
ability and talk about your skills. Ask questions. When asked if they have any questions,
most candidates answer, “No.” This answer is wrong. Part of knowing how to interview is
being ready to ask questions that demonstrate an interest in what goes on in the company.
Asking questions also gives you the opportunity to find out if this is the right place for you.
The best questions come from listening to what you’re asked during the interview and
asking for additional information. Don’t appear desperate. When you interview with the
“please, please hire me” approach, you appear desperate and less confident. Reflect the
three Cs during the interview: cool, calm, and confident. Work on your answers. You know
you can do the job; make sure the interviewer believes you can, too. One way to do this is
by preparing well-thought-out answers to questions they’re most likely to ask.

24. Ultimate Guide to Answering the Most Common Interview Questions Classic
questions touch on the essentials hiring managers want to know about every candidate:
who you are, why you’re a fit for the job, and what you’re good at. You may not be asked
exactly these questions in exactly these words, but if you have answers in mind for them,
you’ll be prepared for just about anything the interviewer throws your way. Tell about
yourself. This question seems simple, but it’s crucial to prepare for it. Don’t give your
complete employment (or personal) history. Instead give a pitch — one that’s concise and
compelling and that shows exactly why you’re the right fit for the job. Talk a little bit
about your current role (including the scope and perhaps one big accomplishment), then
give some background as to how you got there and experience you have that’s relevant.
Finally, segue into why you want — and would be perfect for — this role. How did you hear
about this position? This is actually a perfect opportunity to stand out and show your
passion for and connection to the company. For example, if you found out about the gig
through a friend or professional contact, name drop that person, then share why you were
so excited about it. If you discovered the company through an event or article, share that.
Even if you found the listing through a random job board, share what, specifically, caught
your eye about the role. Why do you want to work at this company? Do your research and



point to something that makes the company unique that really appeals to you; talk about
how you’ve watched the company grow and change since you first heard of it; focus on the
organization’s opportunities for future growth and how you can contribute to it; or share
what’s gotten you excited from your interactions with employees so far. Whichever route
you choose, make sure to be specific. And if you can’t figure out why you’d want to work
at the company you’re interviewing with by the time you’re well into the hiring process? It
might be a red flag telling you that this position is not the right fit. What are your greatest
strengths? When answering this question, think quality, not quantity. In other words, don’t
rattle off a list of adjectives. Instead, pick one or a few (depending on the question) specific
qualities that are relevant to this position and illustrate them with examples. Stories are
always more memorable than generalizations. And if there’s something you were hoping to
mention because it makes you a great candidate, but you haven’t had a chance yet, this
would be the perfect time. What do you consider to be your weaknesses? What your
interviewer is really trying to do with this question — beyond identifying any major red
flags — is to gauge your self-awareness and honesty. So, “I can’t meet a deadline to save
my life” is not an option — but neither is “Nothing! I’m perfect!” Strike a balance by
thinking of something that you struggle with but that you’re working to improve. For
example, maybe you’ve never been strong at public speaking, but you’ve recently
volunteered to run meetings to help you get more comfortable when addressing a crowd.
Tell about a challenge or conflict you’ve faced at work, and how you dealt with it. You’re
probably not eager to talk about conflicts you’ve had at work during a job interview. But if
you’re asked directly, don’t pretend you’ve never had one. Be honest about a difficult
situation you’ve faced (but without going into the kind of detail you’d share venting to a
friend). “Most people who ask are only looking for evidence that you’re willing to face
these kinds of issues head-on and make a sincere attempt at coming to a resolution,”
former recruiter Rich Moy says. Stay calm and professional as you tell the story (and
answer any follow-up questions), spend more time talking about the resolution than the
conflict, and mention what you’d do differently next time to show ‘“you’re open to
proposal”. What do you like least about your job? Tread carefully here! The last thing you
want to do is let your answer devolve into a rant about how terrible your current company
is or how much you hate your boss or that one coworker. The easiest way to handle this
question with poise is to focus on an opportunity the role you’re interviewing for offers
that your current job doesn’t. You can keep the conversation positive and emphasize why
you’re so excited about the job. What’s your management style? The best managers are
strong but flexible, and that’s exactly what you want to show off in your answer. (Think
something like, “While every situation and every team member requires a bit of a different
strategy, I tend to approach my employee relationships as a coach...”) Then share a couple
of your best managerial moments, like when you grew your team from five to 15 or
coached an underperforming employee to become the company’s top salesperson. Where
do you see yourself in five years? If asked this question, be honest and specific about your
future goals, but consider this: a hiring manager wants to know: a) if you’ve set realistic
expectations for your career, b) if you have ambition, and c) if the position aligns with



your goals and growth. Your best bet is to think realistically about where this position
could take you and answer along those lines. It’s OK to say that you’re not quite sure what
the future holds, but that you see this experience playing an important role in helping you
make that decision.

25. Educational marketing It is hardly surprising that accompanying and assisting the
global shifts towards a market in education has been the speedy development of a
considerable body of literature on marketing. As Kenway and colleagues note, this
literature includes at one end of the spectrum simple users’ guides, management manuals,
tips and checklists of do’s and don’ts. At the other end, it includes densely argued articles
that draw on technical language: ‘we read of environmental scanning, market audits and
information processing schemes’ (Kenway et al. 1995: 16). Yet this literature exists within
the context of widely expressed doubts about the contribution of marketing to the social
good of society. As Alvesson and Willmott (1996: 119) note, marketing is perhaps the
most visible and controversial of the management specialisms; its academic status is also
rather precarious. They refer to Brown (1993: 28), who talks about ‘marketing’s perennial
search for academic respectability’ and of ‘the discipline’s lowly standing in the scholarly
caste system’. Perhaps because of this, a striking feature of the education marketing
literature is that it sometimes suggests more ethically minded (or ‘socially responsible’)
marketing techniques, practices or concepts. Nevertheless, the same will not be offered
here since, while we are acutely aware of the (uneven) pressures on educators to engage
with the marketing literature (either simply to survive or to maintain ‘competitive
advantage’), we argue that any notion of socially responsible marketing is ultimately
flawed; that we should not be marketing any social service at all, let alone education. Later,
ways in which educators can — and should — resist the marketing of their ‘products’ to
‘customers’ will be suggested. The imperative for such resistance derives from the
philosophical and empirical case against both managerialism and the extension of markets
to education elaborated in Chapters 2 and 3. In essence, marketing is an ‘adiaphoric’
discipline — it renders people morally neutral or indifferent. All social relations are
potential targets of the marketing discipline once market mechanisms become the preferred
means of monitoring and evaluating social relations. As Glenn Morgan has observed, this
involves a monetization and commodification of social relations. In this world, marketing
can tell us the ‘price of everything, but the value of nothing’! Anything can be marketed. It
does not have to be the more obvious goods and services; it can be ‘good causes’, ‘political
parties’, ‘ideas’. The whole world is a market and we are consumers in a gigantic candy-
store. Just sit back and enjoy it! (Morgan, cited in Alvesson and Willmott 1996: 124) Since
marketing is the quintessential handmaiden of the (new) managerialist restructuring of
education, it, among all the management ‘disciplines’, should have been the most resisted
by educationists, particularly education academics. However, what we encounter in the
education management literature is an opportunistic embrace of marketing, subject to
varying degrees of textual apology or outright championing. At the same time, such
opportunism is largely unreflective and contradictory. It demonstrates little concern with
the empirical research on the impact of educational quasimarkets already discussed in



Chapter 3. It also lacks any sense of the history of marketing as a business discipline and
critiques from within business and management studies, both of which are a focus of the
latter part of this chapter

IIpumepHasi TeMaTHKA COOOLIIEHMIA:

1. Benymne yHUBEPCUTETHI CTPaHbl U3y4aeMOTO SA3bIKa — MPOTPAMMBI MaruCTpaTyphbl
0 MPO-(PHITIO TOATOTOBKH.

2. Crpyktypa HayuHnoi ctateu IMRAD.

3. OcCHOBHBIE Hay4YHbIE XKypHaJibl B PoccuM M CcTpaHe M3y4aeMoro si3blka B 00JacTH
Hay4YHOHU pa-OO0TBHI.
4, Hayunas koHdpepenuus: napopmarins, 3asBKa, MOAr0OTOBKA TE3HCOB.

Crartbu o ClIeIHAJIBHOCTH

1. In the evolving context of Industry 5.0, where human-centred innovation, sustainability,
and technology converge, the skilling and upskilling of workers across private and hybrid
organisations take on heightened importance. Consequently, a diverse set of industries is
increasingly manifesting the need for holistic strategies that incorporate skill enhancement,
gender inclusivity, regulatory compliance, and technological adaptation to meet both
operational and sustainability goals (Huang et al., 2022). The relevance of Industry 5.0 lies
in

fostering innovation and adding value across a range of industries, enabling private and
hybrid organisations to remain competitive in the global market. Investing in continuous
workforce development equips employees to harness the potential of emerging
technologies while ensuring the organization’s sustainability objectives are met. These
efforts, in turn, enhance organisational resilience and agility in responding to market shifts
and regulatory demands (Adel, 2022). As organisations integrate advanced digital
technologies, automation, and data exchange, they must also address environmental
sustainability and the societal impacts of their operations. Skilling the workforce becomes
a key enabler of this dual mandate. In the case of blue workers, for instance, training
initiatives focused on digital tools, automation, and decarbonisation help companies in the
maritime sector increase operational efficiency, reduce costs, and lower their
environmental footprint as it is the case for blue workers (Li and Miller-Hooks, 2023). This
aligns with the broader objectives of Industry 5.0, which champions sustainability
alongside technological progress (lvanov, 2023; Ghobakhloo et al., 2022). This special
track aims to gather research contributions examining the critical role of workforce
development in ensuring sustainability and competitiveness across a diverse range of
industries, from manufacturing to tourism, from education to high tech, from innovative
and creative to cultural heritage, etc., eventually including implications for public or hybrid
organisations. Indeed, as an increasing number of sectors is embracing the shift beyond the
automation and data-driven frameworks of Industry 4.0, the industry 5.0 paradigm brings a
renewed emphasis on collaboration between humans and machines, while prioritising
sustainable practices and societal value. Accordingly, this special track foster a debate on
the dynamic intersection of Industry 5.0 and workforce preparedness, emphasising the



importance of skilling and upskilling of the workforce a strategic asset in private and
hybrid organisational contexts. The focus should be addressed to the ways in which such
efforts foster technological readiness, while contributing to a sustainable and inclusive
industrial landscape. Given the listed premises and insights, the present track welcomes
both conceptual and

empirical contributions analysing the skilling and upskilling processes referring to human
resources across various sectors, particularly within private and hybrid organisations thus,
to describe the foundational elements for achieving the goals of Industry 5.0. By
integrating technological innovation, sustainability, and inclusivity into workforce
development strategies, organisations can position themselves for long-term success.
Hence, this track also encourages the presentation of studies highlighting the need for
coordinated efforts among industry leaders, policymakers, and educational institutions to
prioritise human

capital development in alignment with the sustainability-driven future of Industry.

2.’m sure you’ve heard the retail mantra “the customer is always right”. Why? Research
has found that a satisfied customer typically tells 3 others to purchase, a dissatisfied
customer tells 9 others not to purchase and it costs 12 times as much to win back a
dissatisfied customer than to attract a new one. The cost of sorting out a retail customer i.e.
“the customer is always right” is far less than the cost impact of a dissatisfied customer.
Yet in consulting this is absolutely not the case. The consulting version of the saying is that
“the potential client is quite likely wrong in their initial assessment of the problem”. Don’t
believe me? In the UK the Department of Health wasted £20 billion on the ‘Connecting for
Health’ IT programme. They did this without investigating options or even whether they
needed a national patient record database in the first place (some countries give patients
memory sticks with their health records on them — a hugely cheaper option). The key
implication for us as professional consultants is that we must be extremely good at the art
of client problem definition. Although this is an intricate professional process, much like
medical diagnosis, here are three tips to help you get started: « Don’t Jump to Conclusions:
Daniel Kahneman the Nobel Prize winning psychologist identified that we have a fast and
slow brain. Our fast brain is a great tool for capturing first impressions and making rapid
associations. Our slow brain excels at analysing complex problems. The problem is that
our slow brain is lazy and we often use our fast brain on complex problems. This is often
fatal in diagnosing clients’ problems. Slow down and do some quality thinking about the
client’s problem. ¢ Tackle the Cause, Not The Symptoms: A major cause of failed
consulting engagements is that clients tackle the symptoms of a problem and not its
underlying cause. A good way to help a client understand the root cause of a problem is to
politely and patiently ask them the question ‘Why?’ a number of times. For example:
Client: “We’ve got a real problem hiring enough people”. Consultant: “Why do you think
that 1s?”. Client: “We have a high staff turnover”. Consultant: “OK, so why do you think
you have a high staff turnover?”. Client: “Because staff morale is low”. Consultant: “Why
do you think morale is low?’. Client: “Because managers don’t make employees feel



valued”. Consultant: “Why do you think managers don’t make employees feel valued?”.
Client: “Because they don’t have the awareness or skills”. Consultant: “Sounds like you
need a management development programme rather than waste money on that new
recruiting system we were originally talking about”.

3.0n the whole, educational marketers gloss over the stringent criticisms of consumerism
and the role of advertising and marketing techniques. However, a more educationally
‘friendly’ approach is alleged to derive from the new marketing paradigm of relationship
marketing, as developed by Gronroos (1997). Thus, to Foskett and Hemsley-Brown (1999:
221): Paradoxically, just as schools and other public services were being urged to copy
private sector marketing approaches, some of the basic concepts of marketing were being
challenged. Gronroos (1997) maintains that establishing relationships with customers can
be divided into two parts: attracting the customers and building relationships with
customers, in both of which a key element is trust. Oddly, there is no discussion of the
background to the paradigm shift to relationship marketing and of past attempts to defend
charges of amorality. Yet, one can trace a concern with morality to the very beginnings of
modern marketing thought. While, as Desmond (1998) notes, most academic accounts of
the developments of marketing thought are selective, focusing on the USA, the academic
roots have been traced to the late nineteenth century to two economic schools of thought at
the Universities of Wisconsin and Harvard. The Wisconsin group headed a ‘reformist’
movement, which spearheaded the development of the American Economic Association as
a protest against (British) laissez-faire economics. Of interest was agricultural marketing.
Here, the economists worked closely with the state of Wisconsin to investigate claims that
small farmers and customers were losing out to a cartel. In contrast, the economists at
Harvard developed a more managerialist orientation in setting up the first business school
in the USA. It was here that marketing as a ‘discipline’ was formed around the
development of ‘marketing science’. By the 1960s, the Harvard view predominated. At the
same time, the subject of marketing fragmented in response to growing protests about
materialist values; a concern (elaborated above) that in practice marketing did not so much
serve needs as frame and sustain them; and also in response to a range of environmental
issues. Morally, the important attacks centred on marketing as acting primarily in the
interests of production and as creating false needs, which we have discussed. Marketing
academics reacted in a variety of ways to such trenchant criticisms. Some engaged in
process of denial while others agreed that there was a problem and focused on the
marketing concept. As Desmond notes, Philip Kotler made much of the theoretical running
at this stage, arguing with Sidney Levy (Kotler and Levy 1969) that the marketing concept
should be applied also to non-marketing business organizations. Kotler and Zaltman (1971)
advocated social marketing vis-a-vis social issues such as drug abuse and healthcare.
Kotler (1972a) developed the generic concept of marketing, namely the idea that marketing
principles could be applied to any organization and to any of that organization’s
stakeholders. By reorienting the marketing concept to recognise societal needs it was
argued that marketing could recover its worth to society. Kotler’s (1972b) second paper of
the year recognized the value of one such stakeholder; the consumer movement. In an



attempt at rapprochement he argued that consumerism was good for marketing. He also
advised companies which made ‘pleasing’ goods . . . that they should remodel their
perspective away from the satisfaction of consumer desire and towards the satisfaction of
long run consumer welfare. (Desmond 1998: 177) However, while the fundamental
marketing approach remained quintessentially business-oriented, the discourse of ‘social
marketing’ has wormed its way into a multitude of social spheres, notably charity, religion
and, of course, education. Desmond notes the prescience of Laczniak et al. (1979) who
argued that the notion of social marketing could open up a Pandora’s box, releasing ethical
and social problems reflecting outside concerns. In assessing the morality of the marketing
process, Desmond draws upon the works of Zygmunt Bauman (1988, 1993, 1995), who
looks at the processes of the creation of moral distance. Briefly, Bauman argues that the
spontaneous recognition of the ‘face’ of the other enjoined by moral behaviour poses a
threat to the structured monotony and predictability of the organization and its instrumental
procedural evaluative criteria. Now without its resemblance to Marx’s exposition of
commodity fetishism, Desmond notes that actors rarely need to see the consequences of
their actions, for example child labour in the production of textiles or the massive
quantities of waste and pollution generated by the organization. As he puts it: These others
are rendered as being adiaphoric, morally neutral or indifferent. Once the face of the other
has been ‘effaced’, employees are freed from moral responsibility to focus on the technical
(purpose centred or procedural) aspects of the ‘job at hand’. The moral drive of the
employee is redirected away from the other (which is now an object) towards others in the
organization. (Desmond 1998: 178) What needs to be recalled here is that the market itself
renders its subjects adiaphoric. Commodified education permits people with sufficient
money to buy the services without any justification to others who have equal, if not more,
need for them. Now, although there has been an explosion of ‘voluntary’ ethical regulatory
activity within the past thirty years, authors report on the intransigence of marketing
practitioners, who ‘seem to be almost code-proof. This does not stop academics from
continuing to exhort their flock to observe what codes there are and to recommend that
new codes are devised to regulate the industry’ (Desmond 1998: 180). However, many
codes are simply not enforced, notwithstanding continuing calls for greater codification of
moral behaviour. In quintessentially Taylorist (or managerialist) manner, the moral subject
is subjected to means—end analysis, parcelled out as set of problems to be solved and
viewed in relation to short-term goals of competitive advantage and consumer satisfaction.
The effacement of the ‘face’ involves moral objectification, which in turn enables
evaluation of human beings in terms of technical or instrumental value. As a surrogate for
meaning, the literature on motivation in human resource management texts allows non-
meaningful work to be interpreted through a technocratic lens so that the ‘human resource’
becomes a manipulable object of managerial control. The ‘removal of the face’ in
marketing takes place at a number of levels. In essence, this involves a denial of the moral
capacity of ‘the other’. It involves the veiling of the products’ origins and the construction
of the target market, the targeting of a particular group by means of mass marketing or
segmentation. How-to-do tips and procedures are provided in the educational marketing



literature. The point here is that the individual is no longer regarded as a 82 THE
TEXTUAL APOLOGISTS moral agent, but as someone to whom something must be
done, that is as a target for the marketing mix. We do not wish to detract overly from the
intricacies of marketing techniques, such as SWOT analysis, environmental scanning and
so on. However, it is important to delineate the marketing mix for our purposes. The
marketing mix involves product, price, place, people, promotion and positioning. These
elements form the link between the organization and the clients. The product, according to
Davies and Ellison (1997b), is the education service. They write that: ‘Using business
terms such as “product” for education does seem rather harsh on the one hand, but on the
other hand it provides a distinctive framework within which to analyse our activities’
(Davies and Ellison 1997b: 20). No justification is provided. They go on to differentiate
product range (like washing power, we suppose), product benefits, product life
(presumably there’s no sell-by date), and product quality. Davies and Ellison assert that it
is ‘simplistic’ to consider that price is applicable only to physical goods. Certainly price is
a key factor in the private sector of education where parents pay different fee levels.
However, while the introduction of formula funding (LMS) means that funding is
dependent upon number of pupils, the very marketization of education (and its marketing)
is about the reprehensible commodification of children. Place is the geographical and
physical location of the school. Astonishingly, a ‘significant factor in education is that a
large proportion of the educational product is delivered through people in the school. Thus,
a key determinant of the success of the educational marketing effort is the people in terms
of their motivation and quality’ (Davies and Ellison 1997b: 23). Promotion is about the
techniques and approaches that can be employed to convey the intent of the school and the
benefits of the ‘product’. Positioning is about the way that ‘clients’ (presumably parents
and children) view the organization in the marketplace.

4. As we have seen, Foskett and Hemsley-Brown (1999) argue that relationship marketing
Is acceptable, especially in primary schools, because of its emphasis upon building and
maintaining relationships and trust over time. Indeed, within marketing itself many have
replied that the discipline has moved on: relationship marketing is vaunted not as another
line of marketing theory but as the basis of a new marketing paradigm. It is surprising that
Foskett and Hemsley-Brown do not address the development of relationship marketing.
Deeper analysis here may have prevented the authors contradictorily juxtaposing the
marketing mix and relationship marketing, since relationship marketing developed out of
an attack on the marketing mix (the never-ending ‘Ps”), which, Gronroos (1996) argued, is
oversimplified and inherently predisposed towards competition and production rather than
meeting customers’ ‘needs’. Gronroos argued that rather than being in the customer’s best
interests, the implicit approach of the marketing mix is that it implies that the customer is
somebody to whom something is done. He argues that (a) marketing as a specialization has
had the effect of alienating the rest of the from marketing, in turn nullifying its integrative
function; (b) the marketing specialists may become alienated from customers precisely
because managing the marketing mix enjoins reliance upon mass marketing techniques.
The problem that Gronroos endeavoured to solve is the creation of distance by marketing



processes. Gronroos ‘suggests that these contradictions could be resolved by means of a
“new paradigm”, a dynamic and fluid relationship marketing approach, which alone can
counter the strait-jacket of the clinical, transactions-based, mass market approach of the “4
Ps” ’ (Desmond 1998: 186). In essence, the aim of relationship marketing is to establish
and maintain relationships with customers and other partners, at a profit, which is to be
achieved by the mutual exchange and fulfilment of promises. The establishment of a
relationship can be divided into two parts, namely to attract the customer and to build the
relationship with that customer so that the economic goals of that relationship can be
achieved. Internal marketing is required to gain the support of the non-marketing
specialists within the organization. Internally and externally, relationships are to be
regulated by means of the exchange of promises, towards the establishment of trust, via the
formation of relationships and dialogue with internal and external customers. Relationship
marketing emphasizes qualities of dialogue and trust, and, as Desmond acknowledges, at
first glance, it looks promising, morally speaking. However, Desmond suggests that talk of
internal marketing and the creation of win—win situations smacks of TQM (total quality
management). He places a question mark over the extent to which we can argue that trust
Is predicated upon a system of rules. Following Bauman (1993), he notes that no business
transaction would be possible without some form of trust in a partner’s readiness to keep
his or her word and act on his or her promise. Bauman then distinguishes this from a moral
approach by noting that it assumes that calculation precedes morality: the connection
between transaction and morality is questionable, since pernickety legal regulations and
threats of stern penalties envelop the conduct of the parties to the extent of making their
moral postures all but invisible and above all irrelevant, while making the breach of
promise a ‘bad business’ in a quite tangible, calculable sense. (Bauman, cited in Desmond
1998: 189) In essence, reciprocal relations stem from an explicitly selfish standpoint and
attention is diverted from the person to the task in hand, namely the exchange of a service
for a sum of money. Crucially, there is nothing personal in the putative relationship. ‘The
reciprocal duty of one partner to another is thus ultimately enforceable; “duty” has an
extrinsic meaning but no intrinsic one; partners are seen as means to an end (my well-
being) rather than as ends in themselves’

5.: Consulting is all about helping clients develop actionable insights about their business
and strategic research plays a central role in this. I regularly help London Business School
MBA students land jobs with the big strategy consulting firms (e.g. BCG, McKinsey and
Bain). One of the core things we work on is enhancing their strategic research and problem
solving skills and their ability to convey this during interviews. Why is this? Simply put,
clients listen to consultants because everything we do, as far as possible, is evidence based.
When we seek treatment from a doctor they use evidence based medicine to ensure that the
drugs they prescribe are safe and likely to cure us (via clinical trials). The same is true in
consulting where we need to gather evidence to support our recommendations. The big
strategy consulting practices extensively use strategic research to underpin their client
recommendations. So must we. Although this is a big topic here are three tips to help you
get started: ¢ Start With Your Client: This may sound obvious but you would be amazed.



Large organisations are remarkably dysfunctional and are a treasure trove of information
that can be used in your consulting engagement. For example they may have tackled a
similar problem in another division or perhaps looked at the same issue a couple of years
previously but failed to make progress. You won’t get this information unless you ask your
client politely and persistently for it! Be Sceptical About Your Client’s Data: Large
organisations spend a fortune on their accounting and management information systems
yet the data these churn out is often rubbish. Don’t believe me? Some of the smartest
professional fund managers won’t invest in banks because they think these financial
institutions don’t understand their exposure to risky loans. The moral, always be prepared
to challenge your client’s data and if necessary take steps to measure it. * Be Prepared to
Get Your Hands Dirty: Although the web is a great place to conduct research, as
consultants we always need to be prepared to do appropriate focused field work. Examples
of this include interviewing our clients’ customers, suppliers, employees and visiting trade
shows. A particularly useful research tool are ‘day in the life of studies’. This is where the
consultant spends a period of time embedded in the client organisation to see what actually
goes on. Consultants also spend time researching a client’s competitors. I find strategic
research one of the most fascinating parts of my role as a consultant. There’s nothing I like
better than the occasional road trip to investigate a client’s business. Perhaps it goes back
to the sense of being an explorer I mentioned earlier. | think creativity in research is
paramount to adding value in consulting. There is something wonderful about a knotty
client problem and the challenge of researching it to come up with a solution.

6. Offshore outsourcing in today’s business and the scope of outsourcing covers virtually
all areas of business functions including manufacturing, product services, human resource
management, and research and development (Carter and Yan, 2007). Firms concentrate on
their core capabilities, reduce staffing levels, reduce management problems, and improve
manufacturing flexibility through various types of outsourcing. In this context,
procurement deals with contradictory nature of business decisions such as make vs. buy,
control vs. flexibility, unit cost vs. total cost of ownership, and benefit vs. risk. Among
many underlying drives for procurement outsourcing, firms strive to search for the best
price or seek efficient ways of acquisition from outside sources. With the growth of
globalisation and international trade, easy access to low cost resources from overseas
makes global sourcing as an important stream in procurement practices. However, global
sourcing also carries risk in the form of hidden cost or tradeoffs which include
transportation and logistics costs, delivery performance, service quality, production
capacity, and other business factors (Lowson, 2002; Ramingwong and Sajeev, 2007).
Macro factors such as logistics infrastructure, country specific elements including politics,
culture, geographic locations, and administration systems also impact on sourcing
performance (Min and Galle, 1999; Oke et al., 2009; Ruamsook et al., 2009). When it
comes to innovative product, outsourcing can be a source of innovation. From this
perspective, advanced economies such as western European countries and Japan might be
attractive location for outsourcing destination. Companies outsource to those countries by
seeking knowledge, expertise, and higher quality and standard (Oke et al., 2009). In



summary, global sourcing include much broad sets of business process oriented issues such
as supplier selections, international negotiation, coordinative mechanisms in procurement
research (Busi and Mclvor, 2008; Carter and Yan, 2007; Zeng, 2003). 3.3 Supplier
relationship Increasingly, cost is no longer the most important order qualifier, especially,
for the technology oriented innovative products (Choi and Hartley, 1996). Firms achieve
cost efficiency and improve quality and order fulfilment through effective supplier
selection (Ellram and Krause, 1994; Oke et al., 2009). Besides, sound supplier relationship
as a whole is important for a competitive edge and overall cost performance of the network
rather than a focal company is considered critical for the satisfaction of customers (Alaez-
Aller and Longas-Garcia, 2010; Gattiker et al., 2007; Lambert and Cooper, 2000;
Sandberg, 2007). For this, inter-firm information sharing and intra-firm resources
deployment aims to achieve synergy and by distributing risks (Min et al., 2005).).

7. At London Business School we spend a good deal of time developing our MBA
students’ consultancy problem solving skills. Why? Very simple. These are precisely the
skills they need professionally and are probed during interviews by the big consulting
firms. If you plan to work as an independent consultant you need to be especially good at
this because you don’t have experienced colleagues to fall back on if you get stuck. There
are many hundreds of analytical techniques used by consultants and we can’t cover them
here. However, here are three important principles worth considering when working with
clients. * Avoid the Single Solution Trap: Many consultants, even those working for the big
strategy consulting firms, make the big mistake of coming up with just one solution to a
client problem. Most real world client problems have multiple solutions and our clients
really value a ‘big picture’ guided tour of their options as well as, of course, the analytics
supporting the best solution. Procurement in public sector.:When working with clients |
often encourage them to construct a ‘war room’ which performs a similar function to the
maps and models military leaders use to make strategic and tactical military decisions. The
discipline of laying out the ‘battlefield’ as clearly as possible really helps clients
understand the opportunities and challenges facing their organisation. It also is a great way
to facilitate team discussions and ‘what if°® scenarios. * Don’t Bore the Client: As
consultants we need to come across to our clients as fresh, insightful and up-to-date.
Nothing turns off a client and their team faster than the strategy consultant who saunters in
and says ‘OK guys now let’s do a SWOT or BCG matrix’. These and many other
consulting clichés are not only incredibly old hat, but in some cases are plain wrong, and
signal to the client that you are not up-to-date. The best consultants love problem solving
and how better to do it than helping a client tackle an issue that has stumped them for
years. The good news is that | hardly ever run into a problem that cannot be solved. It just
takes the right skillset, a bit of creativity and sometimes a bit of plain old hard work! At the
end of the day it’s all worthwhile and extremely satisfying

8. One might think that in the school improvement area it would be hard to overlook a
critique of sociological and political issues because the schools which are usually seen to
need most improvement are those in areas of social deprivation and because there is so
much active policy concerned with improving schools on both sides of the Atlantic and



elsewhere. Nevertheless, there are texts which would have to come into this category, for
instance Horne and Brown (1997), Perez et al. (1999), Reyes et al. (1999) and Walsh
(1999). Building a Successful School (Walsh 1999) is one of those ‘popular’ books which
has no references to research or scholarship. The book is concerned with how to prevent
‘failing’ schools, and what is most disturbing about it is the way it seeks to simplistically
hold school staff solely responsible for school ‘failure’. The reasons for failure identified in
chapter 1 are low standards, poor progress, poor teaching, a threatening environment and
poor management, while chapter 2 seeks to explode what are regarded as the myths around
failing schools including the myth that ‘In inner city schools we can’t get the staff’, and the
myth that ‘Outsiders don’t understand the problems we face’. This denies the problem that
schools in socially deprived areas do not get the same shortlists of applicants as those in
middle-class areas and the problem that the contextual constraints in low SES schools have
been, and continue to be, widely underacknowledged by policy makers (Thrupp 1999).
Nevertheless, Walsh is adamant that the answers lie in better teaching and management
and it comes as no surprise to find that he is a ‘senior LEA inspector and officer with
significant Ofsted inspection experience’ (back cover). Yet the book does not so much
defend or ‘sell’ official school improvement as treat it as an obviously appropriate policy
background to the problems represented by failing schools. In this respect the book is a
good example of how problem-solving texts can act to textually apologize for post-
welfarist reform even without overt promotion of it. Another primarily problem-solving
text is Horne and Brown (1997) which offers 500 tips for school improvement. This
contains 48 sections generally providing 10 short tips, most of which are socially and
politically decontextualized. This is unsurprising since the tips format required by books in
this series undoubtedly precludes any more complex discussion of the problems and
possibilities of school improvement. When the tips do raise features of post-welfarist
education reform or refer to DfES and Ofsted sources and advice, this is usually done in an
uncritical, taken-for-granted manner, which shades into overt apologism. This is true even
when there is (rare) acknowledgement of debate: 8. Try the Competency approach [to
appraisal]. This may be an emotive subject. But the Teacher Training Agency (TTA) has
guidelines for training new teachers using competence-based appraisal. We assess pupils
by giving clear criteria. So why not assess teachers in a similar way? (p. 111) Lessons from
High Performing Hispanic Schools: Creating Learning Communities (Reyes et al. 1999) is
also a problem-solving analysis of sorts since it is sociologically blinkered despite seeming
to hold out hope for a contextualized school improvement analysis involving a specific
school population. After doing a good job of summarizing the ‘educational vulnerability’
of Hispanic students (pp. 1-3), this book goes too far in asserting that ‘the current
condition of education for Hispanic students need not exist’: While most schools fail
Hispanic students, some schools do not. The picture we show is far brighter and potentially
far more optimistic than the tragic circumstances portrayed in the latest statistics on
Hispanic youth. High performing Hispanic schools, in fact, do exist and they have a strong
impact on the learning conditions for Hispanic students. (pp. 3—4) Descriptions of the
features of such ‘exemplary’ schools follow as well as discussion of how to emulate them,



but the book fails to make a convincing case since there is only the thinnest discussion of
actual student achievement levels. We are told the schools were ‘outperforming most
schools in the attainment of state academic standards (pp. 9-10) but there is no clear
comparison of the relative attainment of Hispanic students in these schools compared with
other schools or to white students in the same schools. Purkey and Smith (1983) pointed
out in response to an earlier generation of exemplary schools studies that an ‘unusually
effective’ school serving predominantly low-income and minority students may in fact still
have considerably lower levels of attainment than a white middle-class school because of
the pervasive influences of social class on achievement. The same is also likely to be the
case here, and without more information we remain unconvinced by Reyes et al.’s
‘essential conclusion’: ‘that there are no excuses for anything other than high-impact
schools and high-performing Hispanic students’.

9. The human brain is a remarkable piece of equipment yet it has severe limitations in

terms of bandwidth, knowledge and the ability to see issues from diverse perspectives.
This is the reason why most of the major achievements of civilization are the product of
multiple individuals working in teams. This also holds true for most types of consulting
engagement which is why we need to become expert facilitators. Helping large teams
tackle complex problems is one of my most challenging yet rewarding activities as a
professional consultant. There’s nothing quite like helping a team of 30 or 40 highly
intelligent and motivated managers tackle what previously seemed to them to be an
impossible challenge and after 3-5 days emerging with a solution and a practical way
forward. The fees for this type of work are also jolly good! Although this is a big topic
here are three tips to help you get started: * Prepare Thoroughly: Team working is highly
unpredictable. Careful planning means that we can focus on the work and not worry about
things going wrong. Key points include: a great off-site location with high quality rooms
and catering, all the equipment you need (screens, audio, flipcharts and lots of Postlt pads).
You can’t trust venues to supply flipchart markers so I always carry a good supply of these
in my bag! Get Participants Working: Always remember that you are there to help others
tackle the task. Don’t take on the work of the whole group because they will get bored and
you will exhaust yourself. *« Ensure You Have Best of Class Skills: Facilitation is a high
risk high return consulting activity. Get it right and you’re a hero (a marvellous feeling),

get it wrong and you get fired. Remember, as a facilitator your client entrusts you with



their reputation and potentially their career. It is only right that we make sure we’re fully
equipped to deserve their trust. Bottom line, the facilitation of senior level management
teams is the most exciting, challenging and enjoyable activity that we as professional
consultants get involved in. Make a success of it and you will be invited back regularly

10. Subtle apologism continues to be the main problem with more serious school
improvement literature, even with the shift towards acknowledging context noted earlier.
Here we briefly sample a number of recent texts before focusing on some of the work of
two British school improvement writers, John Gray and David Hopkins. 100 Improving
School Effectiveness (MacBeath and Mortimore 2001a) is an edited collection that centres
on a project in Scotland, which had both an ethnographic element concerned with
‘identifying the brakes and accelerators of improvement’ (p. ix) and a statistical school
effectiveness element. What is particularly noteworthy about this book is the way the
initial chapters provide a substantial and quite critical discussion of both socio-economic
issues and the costs of post-welfarist reform. For instance, there is discussion in chapter 1
of the UK as an increasingly unequal society and one with substantial levels of child
poverty (MacBeath and Mortimore 2001b: 3). There is also, along with discussion of more
usual school effectiveness findings, a good discussion of context including the admission
that ‘as researchers we recognise that [the compositional effect] is a factor which we may
have underestimated in the past or failed to examine with exploratory tools which were
sensitive enough’ (p. 14). Likewise, in chapter 2 (MacBeath and McCall 2001), there is a
nicely critical view of English education policy, drawing especially on the arguments of
Davies (2000), and against which Scottish education policy is seen to be generally more
reasonable. In terms of acknowledging wider social and political context this is an
exceptionally good start for an education management text and while it is not kept up
throughout the book, it does return in places, for instance the discussion of ‘external
contextual influences on internal capacity’ of two case study schools (Stoll et al. 2001a:
185-8). And yet by the concluding chapter ‘Beyond 2000 — where next for SESI?” (Stoll et
al. 2001b), the analysis has become almost entirely school-centred and decontextualized. In
this chapter Stoll and colleagues propose ten effectiveness and improvement imperatives
for the next decade for ‘practitioners, policy makers, researchers, parents and other
educational partners’. These are: * develop a wider range of skills and qualities for a fast
changing world; * emphasize learners and learning and consider implications for teaching;
« listen to the pupil’s voice;  facilitate deep learning of teachers; * promote self-evaluation;
» emphasize leadership and management; ¢ ensure high-quality critical friendship; ¢ build
communities, networks and partnerships; ¢ take a connected approach to improvement; °
strive for sustainability of improvement. We could suggest obvious others, such as
‘acknowledge and try to respond to social inequality’ and ‘contest managerial reform’, but
our concern is more that within these areas there is not enough discussion which follows
on from the contextually much sounder way this book starts off. There is just one
paragraph which notes, As we argued in the opening chapter of this book, individual



schools make a difference to the amount of successful learning achieved by an individual,
but it would be foolish to imagine that the school can — by itself — overcome the effects of
sustained disadvantage. This is the conclusion reached in a review of the evidence by
Mortimore and Whitty (1997). Schools exist within a wider system that has an enhancing
and constraining role on the capacity of schools to be all things to all children. If we wish
to raise standards, as Coleman and Jencks concluded thirty years ago, we have to work on
what happens outside school too and make demands on members of that wider system to
play their part. (Stoll et al. 2001b: 204) This is quite right but it is not enough. On the other
hand, there is a problematic emphasis on school change (see Chapter 9 in this volume) as
well as the inappropriate importation of business models of leadership — see the discussion
of Chowdhury (2000) on pp. 201-2 — and decontextualized models of schools being
‘exuberantly effective’, ‘dutifully diligent’, ‘mechanistically moribund’ and ‘haphazardly
hanging on’ (Stoll et al. 2001b: 199). In short, we do not see the messages of this
concluding chapter reflecting the balance of concerns in the introductory ones and so the
overall effect of the book fails to challenge the social and political status quo. There is a
similar problem with Alma Harris’s book School Improvement: What’s in it for Schools?
(Harris 2002). The introductory chapter, ‘School improvement in context’, has some useful
discussion of the impact of wider social and political matters on school improvement,
although not as much as MacBeath and Mortimore’s book as discussed above. The
introduction notes that ‘successful school improvement can only occur when schools apply
those strategies that best fit their own context and particular developmental needs’ (p. 7),
and the conclusion has a section on being ‘realistic but optimistic’ which points to the need
for ‘context-specific’ improvement approaches (p. 115). Yet for the most part this book
offers a conventionally decontextualized school improvement analysis complete with
schools which are ‘improving’, ‘failing’ ‘trapped’ and ‘dynamic’ (Harris.pp. 15-16)/

11. .However smart we are as consultants, the quality of our work is assessed by our
written and verbal communications. Client communication skills are really important to
master as they help us win business, manage client stakeholders and of course impress
people with the quality of our work. Finally, a high quality report is a great reference for
future work with that client and their colleagues. Here are three tips to help you with your
client communications: * Respond Rapidly to a Client Request: Woody Allen was right
when he said “Eighty percent of success is showing up”. In the case of consulting it is all
about being available to respond rapidly to client requests. Although it may not happen that
often, when it does you need to jump. So when a client needs a report or presentation for
their boss at short notice you need to be able to respond efficiently and of course
enthusiastically! If they have to wait they will go elsewhere. * Fit For Purpose: Clients of
the Moscow office of a prestigious consulting firm recently complained that their
consultants’ reports were much too long (in some cases over 300 pages!). Contrast this
with the 12 slide PowerPoint deck | successfully used to explain a complex reorganisation
to a client’s board. Always be clear why the report is needed, what job it must do, the
required format, and the minimum needed. Senior executives normally hate reading
lengthy reports so focus on the essentials. * Eliminate Typos: The perceived quality of our



work and our credibility as consultants is seriously undermined if it contains spelling
mistakes or poor grammar. Report writing is a craft which gets better with practice..
Consulting is a huge industry with over £200 billion revenues globally. It is highly diverse
with a large number of opportunities for people with a wide range of skills and specialisms.
Although it is currently an unregulated industry (anyone can set up as a consultant) it is
pretty competitive. Clients can choose the best consultants in their field and are looking for
evidence of competence, a commitment to ethical values and that their consultants are at
the cutting edge of developments within their industry. Remember, we are professional
consultants on £1,000 plus per day and professional qualifications are the best way to
distance oneself from the thousands of unqualified freelancers working for £15 per hour.
The good news is that acquiring professional consulting qualifications is relatively
straightforward, especially when compared with the years required in other professions.
The main consulting qualifications are the Institute of Consulting’s Levels 5 and 7:* o
Award in Professional Consulting: You complete our face-to-face, online or blended
learning course and tackle one assignment in your own time (no exam). This is marked and
you get your certificate. * Certificate in Professional Consulting: You complete our face-
toface, online or blended learning course and tackle two assignments in your own time (no
exam). After marking you get your certificate. * Diploma in Professional Consulting: You
complete our face-to-face, online or blended learning courses and tackle seven assignments
in your own time (no exam). After marking you get your diploma. Would you go to a
dentist who is not professionally qualified? I didn’t think so. How about a doctor, lawyer
or an accountant? So why would a client use a consultant without suitable professional
qualifications?

12. The Let’s be Realistic! review discussed Gray’s work and noted that his analyses tend
to be more careful and more realistic than most. For instance, in Good School, Bad School
(Gray and Wilcox 1995), Gray approached previous case studies of school improvement
with a healthy scepticism: Most case studies of improving schools report that some
improvement (eventually) occurred. In our view such studies, biased as they tend to be
towards the change efforts that worked, probably give too rosy an impression of how much
change can take place over relatively short periods of time. (Gray and Wilcox 1995: 244)
Nevertheless, the review suggested that Gray’s preferred role was that of the ‘neutral’
researcher providing ‘objective’ findings for policy makers and that his work was
insufficiently critical when it came to the nature and impact of policy. The same problem is
apparent in an introduction that Gray wrote for the 2001 edition of Success Against the
Odds discussed earlier (Gray 2001). This provides an excellent account of the limits and
possibilities of school improvement and yet remains coy about the impact of national
policy on schools. Gray sets the scene as follows: It would be encouraging to think that
policy-makers had somehow succeeded during the last three years [1997-2000, the first
three years of New Labour’s first term] in beginning to weaken the ‘link between
disadvantage and educational performance’. The history of educational reform efforts in
this area however, underlines the extent of the challenges and counsels a degree of caution.
Politicians meanwhile have learnt to drive harder bargains . . . ‘Improving against the odds



is now the name of the game’ (pp. 1-2, emphasis in original) This is about right, although
we would have said ‘considerable caution’ about the lessons of history and would have
wanted to link the harder bargains of politicians to the managerialist trends in public policy
more generally. Gray goes on to say that he does not know whether the Success Against
the Odds schools would have improved or not over the past five years but because they
were already at the peak one could not expect them to have improved much, indeed
‘continuing to live with the fractures and stresses of social deprivation may be challenge
enough’ (p. 3). This seems realistic and fair. Gray’s next section (pp. 4—7) iS about
apparent national improvements in school performance and classroom teaching. Here Gray
notes that part of what seems an improvement in classroom teaching is most likely due to
Ofsted’s decision to alter the scale employed to judge lessons. However, he does not
mention that the improvement in primary and secondary test scores may also reflect not
genuine improvement but issues such as teaching to the test and cheating. Related to this,
his discussion about league tables (pp. 7-8) talks of schools ‘vary[ing] in their
understanding of the national changes and the speed with which they explore and exploit
their implications but, within a relatively, short time, most seem to have caught on and
caught up’ (p. 8). ‘Catching on and catching up’ is not a critical enough description of the
performative pressures schools are placed under, and while the word ‘improve’ is placed in
quotes to indicate improvement may not really be occurring, a discussion of the likely
costs of national initiatives is needed here. The difficulties of defining improvement are the
subject of the next section of Gray’s introduction and one of the key issues discussed here
Is whether improvement should be measured in terms of outcomes or processes (pp. 9—
11). has suggested that ‘what distinguishes the school improvement movement from other
school reform efforts is the understanding that it is necessary to focus upon student
outcomes in academic performance as the key success criteria, rather than teacher
perceptions of the innovation’. Gray comments that ‘as a description of an orientation
amongst influential contributors this is probably increasingly true. However it does not, as
yet, accurately reflect the criteria employed in most school improvement studies’ (p. 11,
our emphasis). Here Gray could have discussed why school improvement research is
becoming increasingly outcomes-focused since it undoubtedly reflects the managerialist
emphasis of policy. The following section is entitled ‘The dimensions of “improvement” ’
and takes a suitably cautious approach to what has really been achieved in cases where
improvement is said to have occurred. This section also discusses Special Measures, part
of the regime of official school improvement in the UK. Here Gray comments that ‘the
case of so-called “failing” schools in England, however, presents a situation where
questions about the speed and extent of improvement have become crucial to schools’
survival. These schools have typically been given only a two year window to secure a
turnaround’ (p. 16). Although one senses that Gray thinks this is problematic, he provides
no discussion of the rights or wrongs of the policy. Similarly, he goes on to raise questions
about the supposed success of Special Measures but only in the most gentle way.

13. Hopkins has been a prolific writer in the area of school improvement for many years
(see, for example, Hopkins 1987, 1996, 2001; Hopkins et al. 1994). The Let’s be Realistic!



review focused on School Improvement in an Era of Change (Hopkins et al. 1994) and
argued that this demonstrated an extremely decontextualized approach to improvement
issues and a rather diffident stance to the politics of reform. To begin with, this text
employed only generalized models and concepts, which rarely acknowledged any impact
of social class or socio-economic status (SES) on school processes. For instance, although
Hopkins (Hopkins et al. 1994: 20) argued that the school improvement agenda was about
changing the culture of schools, his discussion concentrated on organizational notions of
culture rather than making any mention of social class culture and its impact on schools.
Even his discussion of the importance of pupil and parent involvement in schools made no
mention of the impact of social class. When ‘context’ was discussed, it was never SES
context (or gender or ethnic context for that matter), but other, more general contexts such
as the classroom (p. 118) or the ‘size, shape and location’ of schools (p. 151). Meanwhile,
Hopkins sometimes discussed the politics of reform but his position was vague. For
instance, in Hopkins et al. (1994: 12) he argued: ‘We have no evidence to suggest that
accountability and increased competition, as strategies for improving the quality of
education for all, actually work’. He also commented that ‘we appear to be living in an
Alice in Wonderland world of educational reform where the sole rationale for many
policies is the public support for them by a small group of ideologically committed
politicians’ (p. 18). On the other hand, he did not cite any of the critics of British education
policy and he spoke of working with schools ‘within the framework of the national reform
agenda’ (p. 2). Mostly, however, he seemed to prefer to hedge his bets as to the outcomes
of reform. We were told, “Whatever one thinks of our national reforms . . . The jury is still
out’, and ‘“Whatever one’s position . . . there are lessons to be learned’ (pp. 5-6). By 1998,
however, Hopkins was indicating a growing concern with the social and political context
of schooling. He noted ‘a failure to embed school improvement initiatives within a
contextual and diagnostic analysis’, and went on to indicate the importance of SES and
market contexts, among others (Hopkins 1998: 1048). On the other hand, he seemed to
hold the view that school improvement could hold out in the face of neo-liberal ideologies
and reform programmes. In 1996 he argued: schools which are developing [as a result of
school improvement] are those which are able to ‘survive with integrity’ in times of change
... In other words the schools that are developing continue to keep abreast with innovation
within the context of a pervasive political reform agenda, whilst remaining true to the
educational futures they desire for their students. (Hopkins 1996: 32-3) Yet, as Hatcher
(1998Db) points out, the research evidence on the impact of reform simply does not bear out
this claim, rather he suggests that ‘it is not so much that “school improvement” has enabled
schools to resist the Conservative offensive, rather that “school improvement” itself has
tended to accommodate to it’ (Hatcher 1998b: 270). In view of the above we wondered
whether Hopkins’ most definitive book School Improvement for Real (Hopkins 2001)
would demonstrate a shift towards a more socially and politically critical stance. The
answer is not straightforward. It is certainly a much broader and more contextualized book
than the kind Hopkins used to write. Nevertheless, from a critical perspective it contains
numerous contradictions, tensions and silences. A key problem stems from Hopkins’ view



of policy. This book says much more about policy than his previous ones (which is good),
but it is clear that, following Milbrey McLaughlin, Hopkins primarily sees national policy
in managerialist times as ineffectual rather than damaging: ‘policy cannot mandate what
matters’ (McLaughlin 1990: 12, cited in Hopkins 2001: 5). This is variously because
reform is not proximal enough to the classroom, because there is not enough attention to
the way school organization supports learning and because most reforms do not adopt a
systemic perspective which has depth as well as width (p. 5). Hopkins therefore stresses
the need for school improvement to ‘drive down to the “learning level” ’, in other words to
concentrate on teaching and learning in schools rather than assuming that changes at other
levels will bring changes in the classroom. He is also keen to differentiate his approach of
‘real’ or ‘authentic’ improvement which supports teaching and learning from what he
describes as the ‘quick fix and short term responses which characterise many current
school improvement efforts’ (p. xi). He says that ‘Governments whose policies emphasise
accountability and managerial change fail to realise that if teachers knew how to teach
more effectively they would themselves have done so decades ago’ (p. 1). This is
important but only goes part of the way because what is not here is a recognition that
policy may often reach its goal but in a negative sense, that is be damaging rather than just
ineffectual. (Examples of the damaging nature of post-welfarist educational reform were
discussed in Chapter 3, for instance the way Ofsted inspections and target-setting lead to
fabrication, teaching to the test and loss of creativity or the negative impact of the market
on children’s self-concepts.) This helps to explain why Hopkins can appear critical of
reform on the one hand but is able to lead the DfES’s school improvement programme on
the other. It is because fundamentally he agrees with the direction of New Labour’s
reforms4 but just does not think they will work without the more proximal and
sophisticated approach to school reform taken by school improvement. Indeed, his
framework for school improvement actually builds in Ofsted, Local Management of
Schools (LMS), the National Literacy strategy and the National Curriculum on the
assumption that these could be a force for good, that is that the ‘national reform agenda’
could pull in the same direction and be reciprocal with other elements of authentic school
improvement and this would allow it more chance of success (see pp. 68-9). This
perception of policy is developed in Hopkins’ final chapter, ‘The policy context for school
improvement’. This begins with a critique of ‘performance based’ approaches to large-
scale reform as being ineffective because they do not focus on teaching, learning and
capacity-building at the school level. However, there is no discussion of such policies
being inequitable as well. The chapter continues with lessons for policy from the research
on authentic school improvement, discussion of local infrastructures and networks, a
policy framework for authentic school improvement and ways that governments can move
this agenda forward.

14. We have argued that while there have been some significant contextual shifts in the
school improvement area over the past few years, important problems continue. In
particular, school improvement writers remain mostly caught up in problem-solving
discourses that do not tap into critical research on social inequality or the impact of post-



welfarist educational reform such as that highlighted in Chapter 3. Consequently their
protests about current government policy are muted. We think practitioners in schools need
to be aware of these problems in the literature but it does not mean that improved schools
are not worth working towards. Instead improvement needs to be radically recast as part of
a much wider social and educational project. Yet while there are case studies of schools
which have taken alternative paths to improvement, we recognize that the ethical and
educational pitfalls of official school improvement are becoming increasingly difficult to
avoid. Most immediately, then, the challenge is to ‘do no harm’ in pursuit of official school
improvement. This will often mean different things in advantaged and less advantaged
school settings. To give a few examples, staff in popular, high SES schools could be
modest about the relative popularity of their schools, accepting that a school deemed to be
of poor quality or failing may, in real terms, have teachers and senior staff who are
working harder and smarter than themselves. They could also be honest in their public
statements about the way in which their schools gain advantage from their high SES
intakes and support any moves to provide additional resources to disadvantaged schools
which need them most. On the other hand, staff in low SES schools could take heart from
knowing that what they are doing is of genuine importance, and that they are probably
doing it as well as can reasonably be expected given the circumstances. They could also
commit themselves to improving the learning of the students currently at their school
rather than targeting middle-class families as a means of bringing about a change in the
status of their schools. In all schools, practitioners could refuse to engage in unfair
practices such as ‘educational triage’ and ensure that their own school’s practices are the
least selective or exclusionary possible. Heads and teachers should also make good use of
the potential gulf between official policy and classroom practice in the service of their
students. For instance, when schools are often being asked to impose inappropriate or
damaging curriculum or assessment innovations, paying only lip service to what is
required or fabricating performance may be entirely justifiable. A further challenge
involves all those important things that good schools should do but often do not do because
of performative pressures. These include teaching about social inequalities and political
processes, teaching a culturally appropriate curriculum, and teaching a wider and richer
curriculum than that encouraged by official school improvement. Stealing time and energy
to do this is, we accept, a major challenge and, again, fabrication will often be required.
Nevertheless, the key goal is not only to be more searching about what constitutes good
schooling beyond the reductionist targets encouraged by official school improvement, but
also to put that perspective at the centre of school life rather than having it crowded out by
managerialist concern

15. Initially, we intended to devote separate chapters to school development planning
(SDPing) and (strategic) human resource management (HRM); then, as we decided to
focus on ascendant literatures, to write only about strategic HRM. However, we have
looked at both since SDPing and strategic HRM are now inseparable in the burgeoning
education management literature, even if strategic HRM, it will be argued, must
incorporate, and ultimately overshadow, SDPing. Indeed, Performance Management in



Schools (DfEE 2000: 6) maintains that the School Development Plan (SDP) ‘will provide
an important background’. As Fidler (1997) puts it, ‘Development planning is a useful
precursor to strategic planning’ (p. 87). Further, he holds that ‘it should be clear that since
strategy 1s such a fundamental part of a school’s operations its creation must be integrated’
(p- 92). And for Valerie Hall (1997), ‘Strategic management and planning increasingly
become everybody’s responsibility’ (p. 160). She maintains that while strategic HRM can
be both liberating and constraining, it allows managers to combine accountability and
freedom. However, the above claims are not based on any evidence; indeed, despite a few
notable exceptions, the education management literature on development planning,
strategy and human resource management is unreflective and tends towards uncritical
acceptance and legitimation of the status quo. In fact, there is an active elevation of
‘strategy’, incorporating relatively recent management fads such as business process
reengineering (BPR), all of which complement and extend the managerialist restructuring
of education. As argued throughout this book, the very premises on which such textbooks
are based are flawed. Again, the reason for writing this book stems from the need to expose
the silences and omissions of such literature and to suggest ways in which we can avoid —
or at least be aware of — its anti-educational nature. This chapter addresses SDPing in the
first instance then moves on to (strategic) HRM. Until recently, HRM was commonly
known as personnel management. The change to HRM need not detain us. Within HRM
techniques of recruitment, selection and motivation have been developed and refined in
order to identify and harness the energies of employees. Instructively, the HRM orientation
has been adopted by the apologists, since the HRM orientation appears particularly
pertinent . . . as to the ways in which it is anticipated that the management of autonomous
educational organizations will develop in a market environment. The HRM perspective
articulated here is fully consistent with the notion of flexible, responsive schools and
colleges

16. The most important thing you need to get right for success in the consulting industry is
your professional reputation. Get this right and you will never be short of interesting work
at great fee rates. Clients will regularly seek you out for advice and they will be unlikely to
subject your work to competitive tender. Sounds like the holy grail but is it mission
impossible? Not at all. I know many professional consultants who have mastered this. Here
are three tips to get you started: « Choose Your Consulting Career Path: It is extremely
important that you develop a clear picture of where you would like to work in the industry.
Consulting is a highly diverse field and you need a focus to differentiate yourself from
others and, of course, find clients or consulting companies to engage you. ¢ Build Your
Professional Profile: With your chosen career path in mind you need to build a great
professional profile. LinkedlIn is the preferred choice of professional consultants and has
lots of great features to set out your skills and evidence them via recommendations. You
will also need a separate MS Word document titled ‘Professional Profile’. Please don’t call
it a CV unless you are looking for a job! ¢ Build Your Network: An extensive professional
network is essential for your career as a professional consultant. There are many ways to
build this if you are not well connected. For example you can join professional bodies such



as the Institute of Consulting and attend various evening events. There are many such
opportunities and it just takes a bit of creativity to identify the ones most relevant to your
career. Consulting is an exciting, interesting and rewarding career. Like any other career
you need to invest in your skills to get started and stay up to date

17. Increased accountability through the publication of league tables of examination
results, greater publicity about what goes on in individual schools and parental choice of
schools has led to increased collective responsibility for the performance of the whole
school. This is an implicit acceptance of the accountability regime. Indeed, a few pages
further, they write that As a middle manager you will need to accept that change is
inevitable, systemic and essential . . . The introduction of the National Curriculum and its
revisions is a case in point. Some may believe that after such a period of rapid change, a
period of stability and consolidation is called for, however, they will be disappointed.
There will not be a period of ‘no change’ because there are too many interest groups
attempting to perfect different aspects of the system. (Leask and Terrell 1997: 10, our
emphasis)1l The latter complements the dirigiste tone of, for example, the 1997 DfEE
White Paper Modernizing the Comprehensive Principle (see Ozga 2000b: 100-7). At best,
the authors are resigned to the incessant change that characterizes education reform at the
moment. At worst, they are, by default or otherwise, legitimating the status quo. They
write that ‘the notion of continuously searching for better ways of achieving better results
IS not new to most teachers, although it has been popularised in much of the literature on
change (Peters and Waterman, 1982, Hopkins et al., 1994) (Leask and Terrell 1997: 10).
However, there are sound arguments against such unremitting change (or ‘continuous
improvement’ in TQM-speak) and the change literature, which we address in Chapter 9 on
school change. The point here is that while teachers are ever searching for better ways of
achieving better results, such results may not be higher SATs scores. That is to say, we
need to be crystal clear about the ways and the means: Leask and Terrell are conveniently
forgetting to make explicit that development planning has been co-opted by
managerialism. Indeed, the crude factor approach of school effectiveness, which readily
lends itself to managerialist co-option (Willmott 2002a), is embraced. It is worth quoting
the authors at length here: After constructing a model of best classroom practice, according
to the research, [Creemers] goes on to describe the school conditions that support this
practice in the classroom. Creemers’ work identifies a number of factors which ensure
effective learning in the classroom. He considers student level factors such as student
aptitude, motivation and time spent on task, and he accepts the socio-ethnic variance in
these factors. Nevertheless, he minimises this influence and argues for attention to be given
to an equally important, but more controllable, factor of teacher and organisational
behaviour. He emphasises that what the teacher does in the classroom is important. He then
goes on to describe classroom and school level determinants of effectiveness including
quality in policies about classroom instruction and its evaluation . . . These make a great
deal of sense to any practitioner. Following this work, we suggest that the key school
managers in leading and developing effective classroom practice are middle managers.



18. As previously argued (Thrupp 1999; Willmott 1999), the generic tendency of school
effectiveness research has been to play down (or deny) the reality of ‘school mix’, which
Leask and Terrell, following Creemers, are quite content to do. The point is neither to
minimize nor to inflate the reality of ‘socio-ethnic variance’: instead, SDPing should
explicitly cater for such ‘variance’. Yet, of course, such planning is now geared towards
managerialist ends (competitive target-setting), which immediately precludes any serious
consideration of educational outcome inequalities that derive from socio-economic and
ethnic backgrounds. Indeed, the inequitable nature of the market educational reforms is
taken as given. Equally, however, we are frustrated by the contradictory nod in the
direction of such educational psychologists as Piaget, Bruner and VVygotsky. Yet there is no
more than a nod: the nuts and bolts of such theorists are not discussed. We would prefer it
if textual apologists like Leask and Terrell consistently follow the logic of the education
reforms, that is, eschew Piaget et al. For, as Ball (2001b) argues, the contradictory nature
of New Labour’s reforms derives in part from an inherited and ultimately self-defeating,
impoverished view of ‘learning’. Ironically, characteristic of this text is its inability to offer
management solutions with regard to the implementation of education policy reforms.
Thus, Leask and Terrell (1997: 35) write that, ‘How you deal with difficult staff depends
on circumstances’. Here, we arrive at one of the depressing ironies of much of both the
educational and business management literature: their inability to provide neat solutions.
Such solutions are chimerical: precisely because all managing is inherently value-laden,
people-centred and ever operative in the open system that is society, ineluctably simple
solutions can never be found. The DfEE’s Performance Management in Schools (April
2000) argues that Performance management works best when it is an integral part of a
school’s culture; is seen to be fair and open; understood by everyone and based on shared
commitment to supporting continuous improvement and recognising success. (p. 4)
Apparently, ‘there is strong evidence that where schools and individual teachers are clear
about what they expect pupils to achieve, standards rise’ (DfEE 2000: 3). How school
managers actually deal with the ‘challenge’ of raising standards and daily exigencies we
are not told. However, Paul McCallion, author of The Competent School Manager (part of
the government’s Achieving Excellence in Schools series), writes in respect of
management style that The process by which effective leaders motivate others to achieve . .
. can be variable. This aspect could be referred to as the ‘approach’ to leadership. There is
no absolute right or wrong leadership approach. These are defined in many different ways.
(McCallion 1998: 83, our emphasis) So, there is no ‘absolute’ right or wrong way to
manage or lead and, indeed, there are many different ways to lead in a non-absolute right
or wrong way. McCallion immediately discusses the autocratic, or what he calls
‘directive’, style, thereby denuding it of its insidious practical import. This is held to be the
most effective approach in a crisis, but may also be counter-productive, he informs us.
McCallion remains unperturbed, since it is ‘also true, however, that many people are happy
to work for what is called a “benign autocrat”. That is a leader who expects full obedience
but in return will look after her people’ (McCallion 1998: 83). Disappointingly, we are
offered no evidence of the many people who are happy to work for a benign autocrat.



Moreover the case studies that McCallion depicts are, he tells us, not seen to be
prescriptive. In fact, in most of the case studies, ‘there is no immediate solution as such,
and analysis given, therefore, seeks to highlight the issues’ (p. 129). Hargreaves and
Hopkins (1994)2 echo the view of other overt apologists and government documentation
that SDPing ‘properly managed’, will result in higher standards: There is no magic formula
for bringing about school improvement; nor is it easily achieved, particularly by schools in
socially deprived areas. Nevertheless . . . even schools suffering from high levels of
deprivation can achieve genuine improvements through careful rational planning and the
commitment of teachers, heads, pupils and governors. That development planning can be
effective is thus no questioning

19. Quasi-marketization of education necessarily results in greater uncertainty for schools
in terms of survival. Immediately, we can query the educational utility of planning: why
bother if schools cannot predict pupil numbers, examination success and the non-flight of
staff? Again, the problem is not that planning per se is anti- or non-educational; rather, it is
the disregard for the wider (externally accountable) context that makes much of the
literature a frustrating, and often contradictory, read. For example, Skelton et al. (1991)
rightly note at the outset of Development Planning for Primary Schools that the creation of
a plan does not guarantee success. But, in the next breath, we are told that ‘in a time of
increasing complexity, the usefulness of development plans in helping schools define a
workable, reasonable and practical plan of action seems to us beyond doubt’ (1991: 5). So,
while a plan is useful, it may not issue in success: the logic is far from impeccable here. In
order to be useful, some modicum of success is surely needed. We are also told about
increased accountability, which is uncritically accepted as given by Skelton and
colleagues. Contradictorily, however, the authors maintain that ‘we have to find ways of
restoring the relatively low morale among many of our colleagues’ (1991: 9). Moreover,
they write that SDPing is ‘as much about saying ‘“No” as well as “Yes” — “No” for
professional reasons’ (1991: 10). This suggests movement to critique of the reforms, where
professionalism dictates that certain (managerialist) aspects of the (imposed) planning
process be rejected. It is a pity that the authors do not delve further, providing concrete
examples of resistance and the limits of this. As well as arguing that school development
planning and Ofsted inspections work as sophisticated ‘disciplinary technologies’, Ball
(1997c) adds that procedures and techniques that are intended to make schools more
visible and accountable paradoxically encourage opacity and the manipulation of
representations (see also Chapter 5). Skelton and colleagues argue that while target-setting
Is a planning mechanism with a number of benefits, we must avoid the temptation — and
the pressure — to adopt success criteria or performance indicators, that is instructional
targets, for everything. As they argue, the danger is of attempting to measure the
immeasurable. To them, SDPing ‘isn’t an answer to all of the difficulties of a school. What
it does is to establish, through appropriate and co-operative involvement, a series of
targets, action steps and review procedures . . . Within the process things will still go
wrong.



20. MacGilchrist et al. (2005) have also written about SDPing. They recognize that at its
worst, development planning may distract heads and teachers from other tasks and, ‘if
there is no pay off in terms of increased learning 127 opportunities, it [planning] dissipates
their time and energy’ (1995: xii). They also underscore the fact that schools are being
made more accountable and discuss the way that school effectiveness does not address
adequately the issue of causality. However, we are not proffered alternatives. There is
mention of the fact that targets should be expressive (as opposed to instrumental) but,
again, only a superficial gloss is provided. Equally, the authors are critical of narrow
management paradigms and the imposition or recommendation of unrealistic targets. In
contrast, we have looked more closely at the nature of targets (above) and the need to
contextualize them: while MacGilchrist et al. are right to highlight their concerns, they do
not go far enough in scrutinizing the ‘whole picture’. Indeed, while we have noted their
concerns about school effectiveness, later they write that SDPing is the means by which
school effectiveness criteria can be integrated with school improvement strategies. As we
have argued, school effectiveness criteria include a (shifting) number of ‘factors’ that are
deemed, in positivist fashion, to constitute an ‘effective school’. One of the socalled
effectiveness correlates includes ethos or culture. MacGilchrist et al. maintain the
importance of the latter, stating that development planning transforms the culture of the
school by, among other things, ‘creating management arrangements that empower’ (p. 42).
For us, along with other critical commentators, bringing the ‘whole picture’ back in
necessarily means querying the notion of empowerment precisely because of the
managerialist accountability measures in place. Interestingly, none of the headteachers in
their research identified improving the pupils’ achievement and the quality of their learning
as the central purpose of development planning (p. 79). While we could speculate on why
this should be, what we want to emphasize is the inherently contradictory nature of
SDPing, which derives from its managerialist usurpation. In other words, it is not being
suggested that SDPing on its own is contradictory; rather, it is the managerialist purposes
to which it is being put. Of course, teachers and heads should plan, but planning in a
context of unremitting pressures (specifically competition and target-setting) means that
real learning needs will be eclipsed, the extent of which will depend on the school mix
(intake) and extent of collegiality and positive educational leadership. Indeed, the oft-noted
reality of teaching to the test is part of a deliberative planning process. In fact,
MacGilchrist et al. move away from their implicit critigue and ultimately tread the
managerialist path by emphasizing (a) measurable outcomes; (b) the need for a ‘corporate
plan’, linked to resources; (c) the need for a clear ‘mission’; (d) a focus on data collection.
The business connotations are palpable here. The authors need to consider the
contradictory manner in which they mix the need for both educational and accountability
practices linked to planning. Such contradictory mixing is a recipe for disaster if education
IS the genuine priority.

21. One of the most informative books on HRM in schools is Seifert’s (1996) book Human
Resource Management in Schools. His text is the exception that proves the rule, namely
that textual apologism and outright championing of managerialist HRM reigns supreme in



the education management literature. As the back cover blurb explains, Seifert provides a
practical guide to the main issues of HRM facing school managers ‘at a time when recent
educational reforms have given rise to many problems in this area’. The book deals with a
whole range of HRM topics including: the role of employers and managers; recruitment
and selection; trade unions; performance, training and pay; conditions of service; employee
relations and disputes; redundancy. Seifert emphazises the downward pressure on unit
labour costs as a direct result of Local Management of Schools (LMS) and the ‘serious
problems and opportunities’ that derive from the latter. Seifert, in his preface, does not
‘shy away’ from the ‘bad news and difficult options’. Indeed, in chapter 1 he writes that
‘not everyone will like this’. For us, this evinces a sense of guilt and frustration at the
education reforms. He writes of the ugliness of such notions as productivity3 and is critical
of the drive towards developing ‘mission statements’ for all and so-called excellence:
‘Excellence may become a burden if achieved, but too often it is a chimera which enchants
school managers away from the realistic purposes of school life’ (Seifert 1996: 19). He
also writes that the top-down nature of the reforms causes immense difficulties; children
may be neglected; work intensifies — particularly the intensive use of expensive staff.
Indeed, Seifert rejects the managerialist co-option of the appraisal mechanism and alleged
educational effectiveness of performance-related pay. He notes that once any school has
acquired new staff, the performance of those individuals becomes increasingly important to
their employer. The main mechanism used, at present, to determine the job activities of
teachers is appraisal. Seifert cites Fletcher (1993), who writes that ‘appraisal does harm
because managers cannot effectively differentiate between individual staff and
organisational systems as the cause in performance variation and that the latter rather than
the former are the major factor’ (Seifert 1996: 98). Moreover, Seifert argues that what
started out as a mechanism designed to improve professional development has been turned
into a political weapon to control school staff and to satisfy political considerations of
dismissing poor performers within schools. Again, we are not opposed to appraisal per se.
The point is that it needs to be part of a wider scheme of professional development. It is
worth quoting Seifert at length here: The pressures on managers, however, to lower unit
labour costs have meant a shift in the use made of appraisal. It can now be used as a tool of
control in which poor-performing teachers are blamed for the school’s failures, and in
which the outcome of the appraisal interview determines both pay and job security. This
process of hijacking appraisal is part of the wider debate on control over definitions of
what constitutes professional attitudes and behaviour among teachers . . . The Education
(School Teacher Appraisal) Regulations 1991 came into effect in 1991 . . . [The] purposes
are entirely managerial, having no explicit reference to education other than being directed
towards the appraisal of school teachers. (Seifert 1996: 101, our emphasis) Given the
competitive underpinning of education reforms, it is hardly surprising that government
officials and education academics concur with some HRM specialists who argue that
payment systems must be competitive and linked explicitly to contribution and
performance. However, in the many detailed case studies of extant schemes, a strong
pattern of discontent and failure emerges. For example, Seifert refers to the study of



performance-related pay in the Inland Revenue, where the motivational effects have been
very modest. Consequently, Seifert finds it difficult to square the research evidence with
the claims of educational writers such as Tomlinson, who writes that ‘performance-related
pay is part of a necessary change to school and college culture, if standards are to be raised
significantly without a massive and possibly wasteful input of new resources’

22. HRM’s overt apologists However, the dangers highlighted by Seifert (1996) have —
and continue to be — dismissed out of hand by the rest of the education management
literature on HRM, as we will see. Caldwell and Spinks, whose work was discussed in
Chapter 3, have recently completed their trilogy, about which they write: The local
management of schools was one of the four major initiatives of the Conservative
Government that drew fierce criticism from across the political and academic spectrum,
invariably labelled by its critics as a market-oriented, ideologically driven thrust of the
New Right. Our third book Beyond the Self-Managing School is published in 1998,
coinciding with a range of initiatives of the Labour Government, one of which is the
extension of local management, known as devolved funding, that significantly increases
the level of financial delegation. Such was the acceptance of local management that each of
the major political parties in Britain vowed to retain it in the campaign lead-up to the 1997
election. (Caldwell and Spinks 1998: vii) Already we would want to query the implicit non
sequitur, namely that because each of the main political parties accepted devolved funding
that it is the right policy initiative. It would be useful to dissect their response to critics and
address the contradictions, but this would detract from our generic theme. In fact, as we
shall see in our discussion of strategy, parts of their book are, frankly, hilarious. However,
notwithstanding the lip service paid to critics, Caldwell and Spinks, in their attempt to
exonerate themselves, write that Events have subsequently demonstrated that, while some
elements of a market orientation unrelated to our work have their pitfalls, the broad
features of the 1988 Education Reform Act, especially local management of schools, are
eminently sensible and have drawn wide support. (Caldwell and Spinks 1998: 25) They go
on to write that: ‘We demonstrated how concepts that appeared initially foreign to those in
school education, such as marketing, can be adapted’ (Caldwell and Spinks 1998: 28). We
have already argued for the inappropriateness of marketing. Essentially, as far as the
authors are concerned, ‘we were not writing a book about education policy in Britain’
(Caldwell and Spinks 1998: 31). Yet they were actively creating and buttressing the neo-
liberal project that was — and remains — about the imposition of a market orientation. Given
such denial we fear that it would be pointless here to recapitulate our argument for the
transcendental need to avoid a market orientation and to reiterate the need for Caldwell and
Spinks to pay sufficient attention to the research findings that document the deleterious,
anti-educational impact of the reforms. Yet, for Colin Riches, ‘If schools or colleges do not
perform in the sense of achieving results which satisfy their customers they eventually
close like bankrupt businesses!” (Riches 1997: 15). Again, the case against the conflation
of business values and educational values has already been made. Contrary to both
Caldwell and Spinks and Riches, we are not against devolution as long as there are
sufficient financial resources at the outset. But the reality of competition and the threat of



‘bankruptcy’ palpably undermine this. Valerie Hall has also actively championed the use
of (strategic) HRM. For her, The shift towards school-based management has been
accompanied by a shift in the language used, both inside and outside education, to describe
the processes involved. The term . . . HRM has been accepted more readily in non-
educational settings but is daily gaining currency in education.

23. As we mentioned earlier, SDPing has been eclipsed by the exhortation that school
managers now adopt a strategic approach to HRM in order to maintain, or to achieve,
competitive advantage in the educational marketplace. In fact, as Legge (1989, 1995)
points out, the battery of techniques employed by HR specialists is, in principle, yoked to
the strategic objectives of the organization. For David Middlewood (1998: 5), developing
strategic thinking is ‘of critical importance’. Instead of the school development plan, we
are now enjoined to develop the strategic school plan. Indeed, for Davies and Ellison,
development planning was misnamed: instead, it should be renamed operational target
setting: ‘schools need to build “operational targets”, especially as a result of government
pressure and legislation’ (Davies and Ellison 1999: 3). Davies and Ellison go on to
consider ‘in depth the limits of strategic planning for anything other than the most
predictable activities and develop a concept called strategic intent’ (Davies and Ellison
1999: 3). Humbly, they recognize the limitations of their previous approaches to planning,
at the same time refusing to engage with concurrent criticisms. The specifics of their
response need not detain us. For Davies and Ellison: These five Ps [Mintzberg’s 5 Ps for
strategy] can be seen to be coming from a competitive environment, drawn from both the
military and business roots of strategy . . . Some of these concepts are more directly
transferable to an educational setting than others. The problem in education is that there is
a feeling of being unable to control what is happening because of externally imposed
changes but this is, perhaps, an over-used excuse for not developing appropriate strategies
for the circumstances. (Davies and Ellison 1999: 47, our emphasis) So, no excuses! Some
of the debate centres on whether schools should be planning strategically for the short or
long term. For example, a longer-term approach is advocated by Knight (1997). He adopts
the language of strategy and the customer, uses business examples, yet argues that the
customer should not be interpreted literally, again despite talk of ‘collapse of customer
confidence’. Finally, his book ends with the idealist fallacy (or fantasy?) that the ‘sky is the
limit’ (Knight 1997: 119). We find such idealism particularly unhelpful given that any
competitive system enjoins that there will be winners and losers. Furthermore, again in
idealist fashion (like Valerie Hall), he wishes away the material constraints on real
learning: | do not believe that it is in any way satisfactory, in educational organisations,
simply to reiterate platitudes such as ‘we live in a competitive world’ or ‘education has to
exist in a free market’. Such assertions in themselves deny much of the value-driven basis
of education which is essential for the delivery of effective learning opportunities to young
people.) Simply avoiding the reiteration of such ‘platitudes’ does not alter the fact that
education policy is underpinned by them. In contrast, Davies and Ellison (1999: 144)
candidly admit that ‘there are no easy, ready-made panaceas which can be transposed onto
a school to provide instant and outstanding success in every area’. 5 However, while it is



difficult to plan in the long term precisely because schools operate in a now-volatile open
system, the crucial point is that schools should not be thinking, worrying, fretting or
stressing ‘strategically’ since this, quite simply, threatens to undermine their competitive
position in the global marketplace. Ultimately, the issue of whether strategic planning can
ever be rational or short term is not the point: schools should get on with educating instead
of scrambling for woefully inadequate slices of the funding cake.

24. Despite talk of strategy’s elusive nature (Knight 1997) and the apparent need for
strategy to prefix decision-making, planning and thinking, Caldwell and Spinks (1998)
offer no less than 100 ‘strategic intentions for schools’. We have many concerns about the
list, especially the time it would involve, although particularly instructive is strategic
intention number 10: ‘Without sacrificing any source, schools will seek to reduce their
dependence on funding from the public purse by seeking other substantial support,
avoiding approaches that yield minimal resources from effort that diverts time and energy
from the support of learning’. This smacks of support for the neo-liberal project — but of
course, Caldwell and Spinks are not writing about education policy. Why should state
schools wish to reduce their dependence on state funding? If anything, research shows
incontrovertibly that LMS creates stress, work intensification and a narrowing of the
curriculum for schools whose numbers decrease yet whose ‘management’ is found to be
sound (see, for example, Willmott 2002a). For instance, as a school governor of an infants’
school, Willmott is helping a head to find ways of maintaining educational excellence in
the face of a decrease in pupil numbers and hence money. The head is in the process of
having to make redundant one of her staff and combining two infant classes. Who will help
her financially? Equally, how can time and energy not be diverted in the search for extra
money and ways of saving money? For Davies and Ellison (1999: 15-16): Strategic intent
Is an approach which seems to have a lot to offer to those in schools, as an alternative to
strategic planning . . . With strategic intent the school needs to establish a process of
coping with and using the rapid change and turbulence. It does this not by detailed
planning but by ‘binding’ the staff together in the furtherance of key priorities. We are not
told exactly how to put the flesh on the strategic intent bones nor are we told quite how to
bind staff apart from the need to create the ‘right’ culture. However, the real import of
Davies and Ellison’s book is the acceptability of schools behaving like flexible firms,
hiring and firing when necessary.6 Indeed, Davies and Ellison (1999: 11) are content to
stress that there ‘will be changes in staffing patterns and arrangements, more para-
professionals, core and periphery staff, fixed-term performance-led contract’. Such hard
HRM discourse, however, is couched in the language of imagination and invention (Davies
and Ellison 1999: 54). As Davies and Ellison (1999: 57) encapsulate: ‘Achieving a specific
strategic intent involves significant creativity with respect to means’ and the ‘leveraging of
resources to reach seemingly unattainable goals’. Instructively, following Boisot (1995),
they argue that any organization operating in a regime of strategic intent can use a common
vision to keep the behaviour of its employees aligned: back to the good old battery of
HRM techniques to be deployed in typical manipulative fashion. As they put it: If we have
flexible budgets that adjust with the number of pupils, then staffing flexibility on the



supply side is an organisational necessity. The challenge is to find ways to empower
teachers to be responsible for their career and salary management.

25. In this section, five key research dimensions of effective procurement are identified.
Firms emphasise both efficiency (i.e., productivity) and effectiveness (i.e., strategic goal
congruence) of procurement. The focus of procurement efficiency is about cost
management of procurement. On the other hand, effectiveness of procurement is about
delivering the right types of procurement requirements at the right time (i.e., quality,
delivery, innovativeness, and social values). Integration of efficiency and effectiveness
requires firms to consider purpose, scope, professional development, technologies and
performance measures of procurement. Table 2 summarises these key dimensions. 4.1
Purpose of procurement for sustainable competitive advantage Purpose of procurement is
aimed at seeking both short term goals of an organisation and long term competitive
advantage. In this sense, procurement is both tactical for satisfying current portfolio
requirements and strategic for future value creation. In this dynamic market environment,
firm’s sustainable competitive advantage requires internal business processes and external
supply network capabilities. Future research may keep focusing on the purpose of
procurement in terms of organisational competitiveness and long term survival. Thus, such
purpose-driven research should further identify, understand, and assess changing
procurement practices to implement a new model for sustainable competitive advantage
(Baier et al., 2008; Niezen and Weller, 2006; Ogden, 2005; Parker et al., 2008; Sanderson
and Cox, 2008) 4.2 Scope of procurement: value creation and delivery The scope of
procurement is beyond traditional make or buy decision. It includes strategy, process,
product, and services both in public and private settings. In addition to these categories,
geographic location can be another important factor in determining the scope of
procurement. Global, national, and regional factors need to be analysed by taking
transaction cost into consideration (Brege et al., 2010; Ellram et al., 2004). Beyond
economics, cultural, social and political factors play an important role especially in global
procurement practices (Graham and Hardaker, 1998; Parry et al., 2006; Li and Barnes,
2009; Li and Choi, 2009; Ogden, 2005; Walker and Brammer, 2009). 4.3 Professional
development of procurement As the scope of procurement is enlarged, roles of
procurement professionals also change. Individuals in a purchasing organisation face
demanding role in today’s procurement practices. Procurement is more than technical
function but strategic and organisational processes (Andersen and Rask, 2003; Baier et al.,
2008; Bartezzaghi and Ronchi, 2004; Burki and Buvik, 2010). Procurement professionals
are agents of promoting internal coordination. They are also diplomats who establish trust-
based relationship with external partners (Huang et al., 2008). Therefore, professional
development of individuals is important as the organisational development for efficient and
effective procurement outcomes. Future research is to pay attention to how organisations
recruit, train and develop procurement professionals to assume technical, tactical and
strategic responsibilities (Schoenherr, 2008; Swafford et al., 2006). Procurement
professionals 462 P. Hong and H-B. Kwon desire to achieve their personal advancement
goals and specific functionally oriented responsibilities in terms of socio-technical task



requirements, human resource qualifications, and technological aptitudes (Emiliani, 2000;
Gattiker et al., 2007; Huang et al., 2008; Lian and Laing, 2004). However, the real goals of
procurement professionals are to enhance knowledge flow and process improvement
among members in various settings including team, organisation, and network and thus
consistently improve organisational processes and performance outcomes (Nollet and
Beaulieu, 2003; Pagell et al., 2010; Tassabehji, 2010; Tassabehji and Moorhouse, 2008;
Tazelaar and Snijders, 2004).

OO0pa3sen coo0eHUs1 0 HAYYHOI padoTe.
Sample of introductory speech

TITLE OF THE THESIS
1) Present the idea of the research. It is acknowledged that .... Following this, ... .

In particular, the attention should be drawn to.... However,.... Therefore, it is worth
analyzing the context in which... .

2) Aim and objectives

The main objective of this thesis is to provide .... The possibility to approach this topic by
means of regulatory theories, in particular by self-regulatory modes, is to a large extent
ignored, ... . Thus, this thesis goes one step further ....

Following the main aim of the research we plan to deal with several objectives:
- to analyze theoretical literature
- to compare foreign and domestic experience ....

- to formulate the basic principles...

3) Methods

This thesis presents a qualitative research, which to a large extent is based on the
technique of desk research which results in a systematic literature review.

The significance of the thesis lays in the application of a good regulation test, which
conceptualizes a theoretical framework .... Based on the application of different methods
and topics covered, the thesis is divided into three chapters, which eventually answer the
central thesis question:.... ?



4) Description of each chapter

The first chapter introduces.... . The chapter briefly introduces recent empirical data ....
Although the chapter primarily focuses on ... .

The second chapter provides insights to the ongoing debate on.... The chapter is organized
in the following structure. This chapter is unique because of the methodology applied; it is
based on the empirical experience gathered by participating in.... The firsthand experience
provides the thesis with insights

The third chapter is of a decisive importance as it presents the core problems.... In
particular, the chapter provides a ....

3auer 1 cemectp:
3aver mo mucumiuiiHe «HOCTpaHHBIN S3bIK B MpO(EecCUOHATBLHOM KOMMYHUKAIIMU
(aHTTTUHCKUI SI3BIK)» COCTOUT U3 YaCTEH:
1) uyTeHwue, mepeBo U peepupoBaHUe TEKCTA MPOHECCHOHAIBHOM TEMATHUKH.
2) cooOrieHue (Te3UChl) HAYIHOM KOH(PEPEHITUH.
JK3aMeH 2 ceMecTp:
DK3aMeH Mo AUCIHUIUTMHE «VHOCTpaHHBINA S3BIK B MPO(ECCHOHATHLHOWM KOMMYHHMKAITAN
(aHTJIMICKUM SI3BIK)» COCTOUT U3 JIBYX YacTeH:
1) cooOmenue o HaygHOU padoTe (COrIacHO TEME TUCCEPTAIMOHHOTO MCCIICAOBAHNS);
2) pedeprpoBaHHe HAYYHOM CTATHH MO CICIIHATBLHOCTH.

4. Meroanueckue MaTepHajbl, OIpele/siiole Npoueaypbl OLECHHUBAHUSA
3HAHMi, YMeHMi, HABBIKOB U (MJIM) ONBITA AESITEIbHOCTH, XaPAKTEPU3YIOLIUX ITANbI
¢hopmMupoBaHus KOMIIETEHIUI.

B Xone ocBoeHUS MUCHHILIMHBI MPETYCMOTPEHBI CIICAYIOIIHE (DOPMBI OTUYETHOCTH:
COOOIICHHUS W TPAKTHYCCKHE 3aaHus. B paMkax OCBOCHHMS AUCIUIUIMHBI MPETyCMOTPEH
TEKYIIUH KOHTPOJIb U IPOMEKYTOUHAST aTTECTaITH.

Texymuii KOHTPOJIb CTUMYJIHPYET CTYJAEHTOB K HEMPEPHIBHOMY OBJIAJICHUIO
y4eOHBIM MaTepHaJioM, CHUCTEMAaTHYECKON padoTe B TEUYCHHE BCETO CeMecTpa W
OCYIIECTBIISICTCS TIO TeMaM MPAKTHYECKUX 3aHSATHH.

MakcumanbHOE KOJIHYECTBO OallJIOB, KOTOPOE MAarvMCTPAaHT MOXKET TOJYYHUTh 3a
OCBOCHHE MUCIUIUIMHBI B KaxaoMm cemectpe 100 OammoB. 3a TeKymuil KOHTPOJIb
MaKCUMaJIbHOE KOJIM4YecTBO 0ayuioB 70, 3a MPOMEKYTOUHYIO aTTecTanuio: 3ader — a0 20
O0ayu1oB, DK3aMmeH — 10 30 0amos.



B xonme ocBoeHUS MUCHUIUIMHBI, 3a TEKYMIUA KOHTPOJIb, MAaruCTPaHTy HYKHO
HaOpaTh He MeHee S0 6aioB.

B KOHIlE KaXAOro ceMecTpa MO IUCIUIUIMHE MPEeIyCMOTPEHa IMPOMEXYTOUHAS
aTTeCTalus:
— 3a4erT B | ceMecTpe MpOBOAMTCS YCTHO M COCTOUT U3 ABYX YacTei:

- YTeHHE, IEPEBO U pedepupoBaHme TeKCTa MPO(HECCHOHATFHON TEMATHKHU.
- cooO1eHune (Te3nchl) HAYYHOU KOH(EPEHILINH.

Ilxana oyenusanus 3auema

Kpurepuii oueHuBanust banawbl

CryneHT 4€TKO U31araet npeayioKeHHBIM TEKCT U IEMOHCTPUPYET €0
coJiepKaHusl, YMUTAeT Oero, 6e3 omuodoK, IEPEBOJIUT OTPHIBOK HA
PYCCKHUH A3BIK aJICKBATHO COJIEPKAHUIO OPUTHUHAJIA, TPAMOTHO COCTaBUII
JIAAJIOT 1O MPOMICHHOW TeMaTUKe

11-20

CryneHT 4€TKO M3Jaraet npeyloKEHHbINH TEKCT U JEMOHCTPUPYET €ro
COJIep KaHus, YUTAET OEerIo, ¢ IOMyIeHUeM He3HAUUTENIbHBIX OIIMOOK,
IIEPEBOAUT OTPBIBOK HA PYCCKUM A3BIK aJ€KBATHO COACPKAHUIO 1-10
OpUTMHaJIa C HE3HAYUTEIbHBIMU OLIMOKAaMU, THAJIOT TI0 PO ICHHOMN
TEMaTUKE COCTABJIEH C HE3HAUNTEIbHBIMU OLIMOKaMH

CTyneHT AEMOHCTPUPYET HENOHUMAaHUS TPOYUTAHHOTO TEKCTA, YUTAET C
JIOTYILIEHHEM MHOKECTBA OLIMOOK, IEPEBOAUT OTPHIBOK HAa PYCCKHM
SA3bIK HEAaJEKBATHO COACPKAHUIO OPUTHHAJIA, COCTABUII JUAJIOT 10 0
MPOHJICHHON TEMaTHKE C JOMYIEHUEM OO0JIbIIOT0 YHCa JIEKCUYECKUX U
rpaMMaTHYEeCKUX OUIMOOK

Utorosasa wKana no gucuunamHe

HroroBas omeHka IO AUCIUIUIMHE BBICTABJISIETCS IO HpHBeﬂeHHOﬁ HWXKC IIIKaJIC. HpI/I BBICTAaBJICHUHU
HUTOTOBOM OIIEHKHU npenoaaBaTeyiceM YUYHUTBIBACTCA pa60Ta MarucCTpanTa B TCUCHUC BCCTO CPOKAa OCBOCHUS
JUCHHUIIIIMHBI, a TAKXKC OLICHKA I10 HpOMC)KYTOQHOI\/'I aTTeCTaluu.

basel, moy4eHHbIE MATUCTPAHTOM I10 TEKYILEMY OreHka B TPaUIIMOHHON cUCcTEME
KOHTPOJIFO ¥ POMEKYTOYHOH aTTeCTaIluu
81-100 3aureHo
61-80 3auTeHo
41 - 60 3aureHo
0-40 He 3aureno

- DK3aMeH BO 2 CEMECTPE MPOBOJUTCS YCTHO M COCTOUT M3 JIBYX YaCTEH:



1) cooOuieHne 0 Hay4HOI padoTe;
2) pedepupoBaHKe HAYYHOU CTATHH IO CIICIHAILHOCTH.

IlIkana ouenueanus IK3amena

Kpurepuii oueHuBanus Bbanabl

CTyzneHT MOET IpaMOTHO, YBEPEHHO OTBETUTH Ha MPEAJI0KEHHBIN

20-30
BOIPOC (BOIPOCHI), IPEJOCTABUII TOJTOTOBIEHHOE COOOIIEHKE

CTyaeHT TpaMOTHO, YBEPEHHO OTBEUYAST Ha MPEIJIOKEHHBIA BOIIPOC
(BOMPOCHKI) ¢ HE3HAUYUTEIBHBIMU OIIMOKaMU, IIPEIOCTaBUIT 1-19
MOATOTOBJICHHOE COOOIIEHNE C HE3HAYNTEIILHBIMH OITUOKAMHU

CTyaeHT HEe MOKET OTBETUTh HU Ha OJIUH U3 MPEJJIOKEHHBIX BOIIPOCOB,
HE TIPeI0CTaBIII (MIIH MPEOCTABUIT BHITOTHEHHOE YaCTUIHO, UJTU C 0
OOJIBIITMM KOJIMYECTBOM OIMOOK) OATOTOBIEHHOE COOOIICHNE

HTorosas mkaja mo JUCHHUILINHE

Hrorosas OLICHKA IO AUCHUIITMHE BBICTABJIACTCA I10 HpHBGI[GHHOﬁ HWXKE IIKAJIC. HpI/I BBICTaBJICHUH
HUTOTOBOI OLICHKHU IMPEIOAaBaTCJIEM YUYUTHIBACTCS pa60Ta MaruCTpanTa B TCUCHUC BCCTO CPOKa OCBOCHUSA
JUCHHUIIIIMHBI, a TAKXKC OLICHKA 110 HpOMe)KYTO‘{HOI;'I arTecraluu.

Onenka o 100-6ayutbHOM cucTeMe OneHka 1o TpaJuIMOHHON cHUCTEME
81100 OTIIUYHO
61 - 80 XOpOIIO
41 -60 YIOBJIETBOPUTEIHHO
0-40 HEYJIOBJICTBOPUTEIHHO




