
Module 1 - The Changing Role of Business 
 
Key Terms 
 
Business - the collection of private, commercially orientated organizations 
 
Society - a broad group of people and other organizations, interest groups, a community, a 
nation 
 
Market morality - self-interest, rather than mutual interest 
 
Private business sector - characterized by production of commodities for sale, with the 
prime objective of making a profit 
 
Profit motive - businesses produce only goods and services that consumers are willing to 
pay for at prices that yield a profit 
 
Learning Outcomes 
 
Evaluate how business communicates in a culturally diverse environment 
 

• Two key drivers of business behavior are competition and profit motive.  
• Businesses also have a responsibility to people and societies, stewardship of scarce 

resources, legitimate aspect of business, and not in conflict with growth and 
profitability. 

 
• Business has undergone about 200 years of incremental change.  
• Society has moved from traditional sources of morality to become dominated by a 

market morality, meaning people make decisions based on self-interest, rather than 
mutual interest.  

• Businesses are an integral part of a social system in a market economy.  
• The changing nature of business shapes how we communicate. 

 
• In the 1940s, corporations had economic dominance because at the time there were 

not a lot of regulators for businesses.  
• Top management had total autonomy.  
• The purpose of business was to provide goods at the lowest possible price to society, 

as during this time the economy was trying to recover from the Great Depression and 
WWII.  

• During the war, people did not pay much attention to business because they were 
focused on war; men were on the battlefield and women worked (e.g. made food, 
clothes, bombs, guns).  

• People had a very patriotic approach to business because globalize business was 
not the norm.  



Module 2 - Stakeholders, Special Interest Groups, and the Criticism 

of Business 
 

Key Terms 
 
Stakeholders - individuals and groups who affect or are affected by an 
organization’s actions 

● Government: local, state, federal 
● Employees: unions, older employees, women, minorities, civil liberties 

activists 
● Community: environmental groups, general public 
● Consumers: consumer activists, product liability threats 
● Owners: corporate raiders, private citizens, institutional investors 

 
Stakeholder relations - communications between organization officials and those 
who affect or are affected by the organization’s actions 
 
Stakeholder theory - focuses on the relationship between a business and the 
groups and individuals who can affect or are affected by it 
 
Classification of stakeholders 1: 

● Internal stakeholders 

● External stakeholders 

 

Classification of stakeholders 2: 

● Primary stakeholders - vital to the company 

● Secondary stakeholders - not very vital 
 

Classification of stakeholders 3: 

● Core stakeholders - vital; need to survive 

● Strategic stakeholders - vital but only at a given point in time 

● Environmental stakeholders - not vital 
 
Typology of stakeholder attributes: 

● Power - symbolic, utilitarian (can boycott), coercive 

● Legitimacy - real, perceived validity 

● Urgency  

 



Module 3 - Corporate Public Policy 
 

Key Terms 
 
Strategic management - consists of the analysis, decisions, and actions an 
organization undertakes in order to create and sustain competitive advantages 
 
Four key strategy levels: 

● Enterprise-Level Strategy - “What is the role of the organization in society?”; 
can be found in codes of ethics, codes of conduct, mission statements, values 
statements, corporate creeds, vision statements, policy-oriented codes and 
statements 

● Corporate-Level Strategy - “What business(es) are we in or should be in?” 
● Business-Level Strategy - “How should we compete in a given business or 

industry?” 
● Functional-Level Strategy - ‘how should a firm integrate sub-functional 

activities and relate them to its functional areas?” 
 
Corporate public policy - a firm’s posture, stance, strategy or position regarding the 
public, social, global, and ethical aspects of stakeholders and corporate functioning 
(e.g. Affirmative Action, Environmental Sustainability, AIDS in Workplace, Sexual 
harassment, Employee privacy, Product safety) 
 
Public affairs - the management processes that focus on the formalization and 
institutionalization of corporate public policy 
 
Spin - presentation of one side of the situation  

● Mars Bar - became smaller because company cares about health 
 
Astroturfing - the act of creating a small organization and making it appear to 
represent something popular for the purpose of promoting a particular entity, cause, 
etc. (e.g. pay employees to do charity work) 
 
Learning Outcomes 
 

● Evaluate how business communicates in a culturally diverse environment 
 
Strategic management provides overall organization governance and management. 
It strives to identify corporate purpose. It positions the organization relative to the 
market. It extends beyond just company products and services (i.e. Corporate Public 
Policy). 
 



Public affairs is key in corporate strategy and planning, and engagement by top 
management is key. Today, corporate public affairs function today to engage with 
the growing magnitude and impact of government and changing social expectations; 
and actively be involved in politics and increased criticism. 
 
The tools and techniques for corporate public affairs: 

● Environmental monitoring/scanning 
● Working with grassroots (astroturfing) 
● Issue advertising (e.g. trading hours) 
● Lobbying and political action committees (car industry, USA) 
● Web activism 
● Coalitions and alliances (mining tax) 
● Community investment 
● Stakeholder management/engagement 

 
Technology has revolutionized corporate communication and public relations. 
Companies cannot control messages, gossip, and false information. Social 
networking is two-way, dialogical, and communities are engaged (e.g. Facebook). 
 
Astroturfing is seen by some companies and governments as a technique to 
generate popular support. It can be used by companies against competitors.  
 
In conclusion, public affairs is growing due to change in social contract and pressure 
from society/interest groups. 
 
Pre-reading: Corporations Need a Better Approach to Public Policy 
 

● Strategic, forward-looking, and balanced approach to government and public 
affairs 

● The right approach for global companies needs to start with the CEO’s explicit 
commitment to strategic and operational processes that include an important 
public policy dimension 

● CEO should require business leaders and senior staff to integrate three 
dimensions of global public policy issues into their annual plans: 

○ What is the desirable public policy which the corporation should 
formulate at HQ? 

○ What is the feasible policy which the corporation can get enacted in the 
political capitals? 

○ How can the corporation ensure that, once enacted, public policy is 
faithfully implemented? 

● Education and training  



● Good public policy → promoting corporate interests in a ways that also 
advances the public interests (e.g. to create public goods, balance public 
regulation and private governance, eliminate free-riders) 

● Policies are broad but typically include national defense, demotic security, 
sound fiscal policy, social safety net, consumer protections, and rules to 
promote fair competition  


