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Management and Stakeholders
According to Williams, (2019), the managers should identify the exact gap that exists between their interests and those of the stakeholders like the community members, the suppliers, customers, and employees. By identifying the gaps, the managers can easily fill them and cultivate a good relationship with the stakeholders. Stakeholders have different levels of influence on the company. Mostly, organizations should consider the economic consequences of any action on the stakeholders. The mangers should find ways of personalizing communications with a given group of stakeholders. For instance, the company should communicate the prices, quality and availability of a product to the customers clearly, early enough and conveniently. 
The managers have a need of speaking to the expectations that the managers have for the institution or business. Freeman, (2020), argues that the major expectation of the stakeholders is to receive high returns from their investments in the organization. The employees as stakeholders hope for a safe environment to work from, interesting tasks, rewarding benefits and pays besides job security. Members of the community class of stakeholders always wish that the business maintains good environmental hygiene without degrading the quality of life and harming the physical environment. 
The managers have an obligation of understanding what the expectations of the stakeholders are and making ethical decisions on the which group of stakeholders they should put their focus on (Braun, 2019). The managers have to make this decision as they cannot manage to focus on all the stakeholders without conflicting their mission with that of the business. Stakeholder prioritization helps the managers to collect critical information about the claims of the shareholders. The managers need to identify all the members of the stakeholder group that have concerns besides looking for communication patterns. 

Establishing the needs of the company from the stakeholders is a major path that will lead the managers to successful accomplishment of their goals. Through the identification, the managers can easily know the relationship that exists between the business and the stake owners (Tashman & Raelin, (2013). The managers will know exactly which group of stakeholders to prioritize and which group can wait longer. Acknowledging the stakeholders ethically helps them engenders satisfaction among them. For an effective management of the expectations of the stakeholders, the managers should base their prioritizing decisions on accurate, non-flawed and complete information. When there is total trust between the managers and the stakeholders, the owners get motivated to increase their shares in the company hence the profits. 
A dollar in hand in the present time is by far much worthy than many promised dollars in the future. The statement is true because one can invest a dollar at hand to earn greater returns. Hampton, (2011) argues that if the returns are great, the investor can still invest the profits together with the principal dollar to earn greater profits that can easily surpass that promised dollar in the future. For example, one can take a dollar at hand in the present to invest in a business of producing milk. The investor can decide to buy a milk producing cow with the dollar and start supplying milk in the neighborhood. With time, the cow may produce a calf as a by-the-way profit. The farmer can easily grow his business with the single dollar from a single cow to a large herd of cattle. The returns are much greater than that dollar the person will receive in future. 
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