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Befare you read

Do you buy store brands (ones owned by the chain store seiling them)
when food shopping? Why? / Why not?

Reading

Read this article from the Financial Times and answer the questions,

114

Real chief says own brand is the way ahead

by Gerrit Wiesmann in Neuss, Germany

Jo#] Savcuse walks across the Real
hypermarket in northern Germany
in search of ‘those little biscuits’,
Moving from toys to the freezer
section, the 55-year-old, who runs
the country’s biggest food refailer,
finds what he is looking for in
aiste 45. ‘This is my favowrite
product,” Mr Saveuse says,
holding a packet of chocolate-
filled Mini Double DBiscuits.
‘Look, here’s a simple pictare of
the contents,” he says as his finger
moves acioss the packaging, ‘and
top leftis the “Real Quality” logo.”

Together with a handful of
rivals, the Frenchman is starting
a small revolution in Germany
by replacing its different in-house
brands with a single own brand
thatTinks the retailer with a product
range. The aim js to raise in-house
brand sales from 15 per cent up to
25 per cent of food sales in two to
three years’ time. Mr Saveuss says
that customers pet top quality for
at least 15 per cent [ess than they
wotlld pay for a name brand — and

Real gets a better profit margin.

Such logic has seen Real's
foreign rivats push true own-brand
lines for decades. Real reckons up
to 60 per cent of Tesco's UK sales
come from its three Tesco brands,
and Carrefour is aiming for a
30-per-cent quota, up from 25 per
cent now.

After working on the concept
for the last year, Real introduced
850 Real Quality items this
September — coincidental but
‘absolutely perfect timing’ for the
economic downturn that followed
the banking crisis, the Real head
says. Although Mr Saveuse says
that shopping habits at Real have
not yet been affected by economic
woes, he stresses that next year
could see shoppers buying more
own brands as they look for more
valne for money. *Crisis doesn’t
just bring disadvantages,” he says.

Given the power of own brands
in good times and bad, il is
surprising thai German refailers
only launched distinctive lines

o 2

last year. The cause les with
Germany’s powerful discounters.
Aldi and Lidl have in the past
generation helped corner 40 per
cent of the food refail market
— as against 6 per cent in the
UK — by selling little else than
# small range of own brands,
a move copied by Real, with, say,
its low-cost “Tip’ range,

‘But we're internationalising
now,' Mr Saveuse says. ‘In Poland
and Turkey, we'lte competing
against Carrefour and  Tesco,
in Russia and Romania sgainst
Carrefour — that has forced us
to focus on (rue own-brand as a
way of building our presence.
Strengthening the Real brand
is key to reviving the chain. A
format held back by discounters,
Mr Saveuse reckons the German
hypermarket has a future. He
should know. Until 2005, he
was  second-in-command  at
hypermarket pioneer Carrefous.
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T aal g e whole sificle o Fnd 6 BuarE jxff}" o7
ftlowing infovmation sbout Jadl Savense, In'your experience, are own brands less good than name
a) His nationality brands for these products?
b) His age & food
¢) Hisjob o cleaning products
d) The organisation that he worked far before ¢ over the counter medicines {e.g. aspirin)

2 What two phrases are used In paragraph 2 Jver to you 2 , _
for a brand owsied by the store selling it? Bo name brands have a future in the face of store

brands in your country? Whyt / \Why not?

3 Useinformation from the first three
paragraphs to complete the table. If the
nfermation is not given, write not given.

|22

s [
e Real | Tesco (W) | Cavrefour
i Percentage of

own-brand feod
preducts now

S © | Company'’s
&l ob}'eEtivg for
. ercentage of its
[ EWn-brarﬁ:l food
products In Its [
Eg | shops in 2-3 years
fram now
Typical price of a
@ store-brand product
as a percentage of
@ the price of a name
brand for the same
E% type of product
4 Raich the weords to malke expressions from
) paragraphs 4 and 5.
@ 1 banking a) downturn
= 2 economic b) habits
) 3 perfect ¢) timing
[1’@ %4 shopping d} discounters
5 econontle @) crisis
6 powerful ) woes

5 RMatch the expressions in Exercise 4 to their
meanings, :

) retall organisations that sell cheap products and
have a lot of influence on the market

ii) where, when, how, etc. people usually bay things

B iil} when financial institutions were in extreme
' iv) when the time (o do something is just right
q v} when sales, profits, ete. go down

vi} when the economy is in difficulties

i 6 Wy have own hrands tiot een as Imparfant
. in Genmany as elsevchere? (paragiaph 53
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Before you read
Are you toyal to particular brands? Or are brands not important ic you?

Reading

Read this article from the Financial Times and answer the guestions.

=

0

25

Chinese shoppers focus more on prices

by Patti Waldmeir in Shanghai

Chinese consumers are becoming
more price-conscious, less brand-
loyal and generally harder to
please, according 10 4 McKinsey
survey that suggests competitive
jressures are increasing in the
Chinese consamer goods market.
‘The report comes at a time when
many multinational companies
are counting on strong Chinese
domestic demand to make up
for global economic weakness.

Last month, rvetail sales in
China grew by 23 per cent year-
on-year, and consumer activity
remains ‘buoyant’, despite signs
of a slowdown in sales of some
items such as cars, says Jing
Ulrich of JP Morgan Securities.
But consamer-goods companies
will have to work harder to
satisfy ‘increasingly sophisticated’
Chinese consumers, the report
says. 'This is not an easy market,’
says Max Magni of McKinsey
in Shanghai, one of the authors.
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‘China is still a gold mine, but now
there are thousands and thousands
of miners that have discoverad #.’

The  conventional  wisdom
that Chinese consumers are
more brand-driven than shoppers
in more developed markets
remains true, ‘But the importance
of brands, and brand loyalty
specifically, is falling as the
choices facing CONSUMErs
multiply,’ the report said. Chinese
shoppers are makedly more
value conscious than last ycar,
and loyalty to particular brands
is declining: the proportion of
consumers who said they would
continue to buy their existing
food and beverage brand has
halved.

But the weakening of brand
loyalty could be good news for
foreign companies, the report
says, because shoppers are less
nationalistic in choosing a brand:
a semall majority of those surveyed
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showed no clear preference
for brand origin, And premium
brands could also benefit from a
willingness to pay more for high-
end products. Thie top 15 per cent
of consnmers will pay 60 per
cent more for high-end consumer
electronics and 360 per cent 1nore
for some personal care products.
If the trend continues, ‘it will
lead to the kind of polarised
consumption  patterns  familiar
in the West’, belween ‘no-fiilly’
goods and high-end products, the
report says. Companies should
compete al one or both ends of the
market but avoid being stuck in
the middle, it advises. Companies
needed to differentiate moie
between regions too, the report
says, noting that the traditional
marketing stratepy of classifying
consumners by the size of the city
they live in may no longer work.

© Pearson Education Lirited 2010 PHOTOCOPIABLE
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tead paregraphs 1and 2 ang dedde I ihese

statements are true or false.

a) Competition in the Chinese consumer-goods
marlket is weakening,

by Multinationals are relying on sales in China to
make up for lower sales elsewherp.

¢) Sales of consumer goods in China are increasing
for all types of product,

d) Max Magni compares China to a gold mine.

€} He says that sellers of consumer goods in China
witt find it easier o malke money in the future.

Find expressions from paragraphs 3 and 4
that mesn the follewing.

a) generally accepted ideas

b} influenced by brands

¢) when someorne buys the same brand each time
d) aware ofvalue for money - :
e} puiting one’s country first

f) the most expensive and prestigious

g) top-of-the-range

Complete the definitions of the enpressions
In itatics from paragraphs 4 and 5 by
choosing the correct alternative.

a} The origin {line 54} of a brand is ...
i} who buys it
ify where it comes from.
i} who sells it,
b} Anexample of consumer electronics (lines 59-60)
is ...
I TVsets,
i) furniture.
iii} household goods.
¢} Anexample of a personal care product (line 61)
5.
i} washing powder.
i) clothing.
i) cosmetics.
d} Ifasituationis polarised (line 63), it has ...
i) no extremes,
i) two extremes.
ifft three extremes.
&) No-fiills (line 65) products ...
i) have lols of special features.
li} are basicand cost less.
iii} cost more than other producls,
£) 1facompany is stuck in the middle (lines 69--70),
it ...
i} makes lots of money from the mid-market,
fi} can'tmove to more profitable areas.

i} doesn't serve any part of the market very well,

g) Ifa company differentiotes (line 71) between
different regions, it ...

i) treats them differently.

i) treats them the same.

il treats them indifferently,

TERT BARIC - LT

fiems a)-g) are shori suimmasies of e

paregrapls in the aiticle. Put the summarics

in the corvect arder,

a) High demand, but constgners more sophisticated
and competition very strong

) Trencs for the future in two areas

¢} Main findings of a McKinsey report on brand
loyalty in China

d) Brand loyalty fatling, but good outlook for
expensive brands

e} Brand loyalty falling and consumers more
price-conscious

Over Lo you 1

What are the current consumer trends in your country?
Are consumers becoming moie price-conscious, ot is
brand loyalty more important?

Over to you 2
Describe some of the regional differences in consumer
tastes and behaviour in your country.
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Before you read
Would you stay in a hotel made of modified shipping contalnars?
Why? [Why not?

Reading

Rread this article from the Financial Times and answer the questions.

2
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Hotel changes the landscape of building

by Robert Cookson

The biggest hotel (o be constructed
from shipping containers opens in
London this week. Travelodge, the
budget hotel chain, imported the
containers from China - complete
with batliwoomns, plastering and air
conditioning units — then stacked
them into a 300-roomn hotel near
Heatluow in just three weeks.
The steel modules are made
by Verbus Systems, a london-
based company that designs,
manufactures and supplies what #
calls a ‘Lego kit’ for developers.

‘Our proposition is absolutely
unique,” Paul Rolletl, director
of Verbus, says. Verbus supplies
oversized shipping containers
— as much as five metres wide —
that are strong enough to build
high-rise  buildings  anywhere
in the world. It has provided a
developer in Liverpool with two
modules that came fully finished,
with pillows on the beds,

For medium-sized hotels -
those with more than 200 rooms
and six storeys — Verbus claims
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its modules arc up to 20 per
cent cheaper and 30 per cemt
faster than traditional building
systems. ‘It cannol be beaten,’
says Mr Rollett. The Heathrow
Travelodge took 58 weeks from
slart to finish — 16 weeks faster
than a conventional build would
have been, During one cvening,
an entire foor of 60 rooms was
lifted inlo place in three howis,

Travelodge plans to expand
aggressively over the next decade
and expects to usc conlainers
in many of its larger hotels.
The containiers can be stacked 17
storeys high without the need
for additional support. They
can also be recycled. “We could
witboll this building, take it down,
refurbish the rooms and move it
to Sydney,” Mr Rollett says,

It remains Lo be seen whether
developers  will  break  with
convention and adopt  steel
modules over bricks, concicte
and timber en masse. But Mr
Roliett argues that containers are
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the most reliable option, as welt
as the cheapest, especially in
extreme environments.

He cites Canada, where
construction must be rapid
because of permafrosi; west
Afvica, ‘where you can’t build
timber-{rame hotels because the
termites eat them’; and the United
Arab Bmirales, where citics are
springing up in the desert.

The future imagined by Mr
Rollett, with buildings worldwide
made from identical metal blocks,
would require a profound shake-
up of the established order and,
in its most extreme form, would
cause nightmares for traditional
builders and archilects, But as
Mr Rollett says, industrialisation
is a powerful force. ‘If Henry
Ford in 1903 had started making
houses and not cars, the world
would be a completely different
place. T just can't understand
why buildings aren't made in
factories.’
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lmj Huﬂw z fest four pa
ntateh the figures to the things that ah:ﬂy
refer to.

13 a) the numberofrooms in a new
Travelodge near Heathrow

2 5 ) the number of weeks saved on huilding
the Heathrow Travelodge

4 Find e

TERT BANIK =+ UNIT2

hin 5 oand 6o

vhs

complete these statements.

a) Places where the climate is very hol or
cold have..........

b) ifyou start to doing something in a new way,
YOU.rirunnnss _

¢} IFpeople or organisations starl douing sormething
in large numbers, theydoit..........

d)
e)

The best way of daing somethingis..........
If houses or towns start 1o be built quickly

3 16 ¢ the number of storeys that can be built
without additional support using the
system

& 17 d) the width in metres of some shipping
containers

5 20 e} the percentage by which Verbus's

buildings can be Built faster than others

6 50 f} thenumberofweeks it took to stack
the containers to build the Heathrow
Travelodge

"7 60 g) thepercentage by which Verbus's

building system is cheaper than others

B 300 h) the number of rooms on one hotel floor
that was lifled into place in one evening

Find the answers to these guestions in

paragraphs 1 and 2.

a} Where are the containers made?

b} What do they come with?

€} Is there another supplier for this system?

d) Arethere limits as to where it can be used?

¢) Can they be delivered fully finished and
equipped?

Give the infinitive form of verbs in
paragraphs 4 and 5 that mean the followinig.

a} start using

b}
c)
d)
e)
f)
g

‘make bigger

take from one place to another

use agafn

improve something to its original state
pile one on another -

take apart

in a place where there were none before,
they.........there.

) fit's too early to say definitely if something will
happen, you can say..........

5 Find the answers fo these guestions in

paragraphs 6 and 7. Starf your answers

with Because .. '

a) ley must bmidng go up very qulckly in Canada?

b} Why are wood-frame buildings unsuitable for
Africa?

¢) Why is Verbus suitable for the United Arab
Emirates?

d) Why will it not.be easy to change traditional
bullding methods around the world?

e) Why is Paul Roliett optimistic about his vision of
for the future?

Over to you 1

‘If Henry Ford in 1903 had started making houses and
not cars, the world would he a completely different
place, | just can’t understand why buildings aren’t made
in factories,’ Do you agree? Why? / Why not?

Uver to you 2

'Go back to the answer you gave in Before you read on

page 118, Would it still be the same? Why? / Why not?

3
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Before you read
Do you consider the environmental effects of travel when planning:
a) business trips?

b) private trips and holidays?
Why? / Why not?

Reading

Read this article from the Financial Times and answer the questions,

20

)

Reluctant users slow to take up videoconferencing

by Danny Bradbury

The public relations executive
was enthusiastic on the phone.
The IT company he represented
had started installing green data
cenfres  and  enerpy-efficient
computers. Would 1 like to fly to
California to see for myself? That
would be a 2,500-mile round trip
from my home in midwestern
Canada. According to the online
calculator from Terapass, the
trip would release 1,132 pounds
(about 500 kilos) of CQ, into the
atmosphere, ‘If you’re really into
green technology, couldn't we
do a videoconference instead?’ |
asked. *Sure,’ said the PR petson.
‘We are totally into green issues.'

‘He promised (o arrange 1t Months

later, nothing had happened.

The high-tech industry s
quick to praise the benefits of
flexible communication, but
videoconferencing is one area
where things have [ailed (o live up

g
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to the hype. ‘Videoconferencing
has not significantly displaced
travel,’ says Frank Modruson, C10
for global technology consulting
firm Accenture. As the IT
sector continues to push its
green values, this mismatch
between rhetoric and reality is
becoming harder to ignore. So
why are relalively few people
using videoconferencing?

Andrew  Davis, managing
partner af online collaboration
maiket research firm Wainhouse,
says the technology is let down
by usability. For many people,
videoconferences are just 100
difficult 1o set up. This is why
Nortel is  cmphasising the
services side, “The bmrier isn't
the technology. It’s the services
around that technology,” says
Dean Fernandes, the company’s
General Manager of Nelwork
Services,

55
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Nortel is one of several
companies  getting into  a
relatively new segment of the
videoconferencing market called
telepresence, Specially equipped
rooms enable people o appear
as if they are sitting across the
table, with life-size video
representations of remote
colleagues in  high-definition
video. Customers pay o use
Noitel’s facilities, which can
also  handle video filming,
enabling the room to double as
a production facility for corporate
TV, for example. Nortel will also
handle post-production  tasks
such as editing. Accenture, on
the other hand, opted for the
capital investment route. Mr
Modruson said it is installing
telepresence  systems, crealing
rooms in Chicage and Frankfurt,
and hopes io roll out another
[1 cities i the next few months.

© Pearson Fducation Limiled 2010 PHOYOCOPIABLE
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G Wiateh the two paris of these expressions

1 Look through the whale erifole and inatch
the peaple to thelr johs. from paragraph 2.
i thewriter of a) Chief Informalian i comarate a) representations
the article Qfficer, Accenture ) o
2 the publicrelations b) apaitnerat 2 high-definition b) tasks
executive Wahhouse, a market 3 life-size video ¢) video
research firm 4 post-production d) Facility
3 Frank Modruson ¢) ajournalist interested in )
environmental issues 5 production e} colleagues
4 Andrew Davis d) someone representing 6 remote f) market
an {7 firm 7 videoconferencing g) TV
e Hie Fuo e aptr al Hha E el
2 g:;;ti:ﬁ:’ Sz&‘;’c}ftm‘mmi y of the first 5 Now match the expressions in Encerise 4
s o their negnings.
a} AniT company said it was developing , , .
enviranmentally friendly services. The writer ) people in your company who work in another
asked its public relations representatives to place
organise a videoconference in order to talk i electronic pictures of people that are as big asin
about Tts latest services, but nothing happened. real life
Perhaps this was because it was {oo complicated ' i) the things that have to be doné on a film before
fo arrange. it can be shown
b) Videoconferences are good in theory, but it's iv] the place where the things in iii, above, are
@ " hetter to trave! to see someone, even if the carried out
@ environmental cost is high, as nolthing can W) very high-guality electronic pictures
replace face-lo-face commuinication. vi) the organisations that might use this sort of oo
e 3 Look at the expressions in italic. True or false? system and sifmilar systems o
: P " e vii) television programmes made and shown within g
5 If... an organisation ;
a) something does not five up to the hype %g
2 {lines 25-26), reai‘lty is just as good as what Over to you 1 =
people say about it. e e . i
o . , . Would you like to tallcto a life-size videa representafion i
- h) something dfspiaces (hr_1e 27) something else, of a colleague sitting opposite you across the table
E:SJ they both exist together. instead of going to see them face to face?
= ¢} someone pushes (line 31) a particular idea, they Why? / Why not?
- encourage people to believe in it, use it, etc. :
- d} there is a mismatch between rhetoric and reality Over to you! 9
= (lines 32-33}, people don’t do what they say " ) . . ]
b they do. : - - Have you tried using a webhcam camera and microphone
on a PC to talk to friends or colleagues? |f so, describe
Bl €) you are let down by the usability {ines 40-41) the experience, If not, what do you think it would be
of something, you can rely on it, lite?

f) something is difficult to set up (ine 43), itis hard
to arrange.

g) you emphasise (line 44) something, you say that

g it is important.

> h) there is a barfier (line 45} to using something, it i5

easy to use.

[ER:




Before vou read

bo you find it easy to make changes i
a) your personal lifa?

b} your professional ife?

Give some examples,

Reading

Read this book review from the Fnancial Times and answer the questions,

Changeability

by Morgan Witzel

‘Change is  inevitable, said
British prime minister Benjamin
Disraeli in 1867, ‘In a progressive
country, change is constant.' In
s his new book, Michael Jarreti
puts it another way: ‘Change is
inevitable, like death and taxes.’
And, just as we fear death and
taxes, many of vs fear change,
w We hope that if we resist for
fong enough, the need for it
will go away and we can carry
on as before. Bul even when
companies accept the need for
15 change and sel gul to achieve it,
they often fail. Jamett, an expert
in orgamnisational behaviour al
L.ondon Business School, believes
that 70 per cent of all change-
0 management programmes fail,
Why?  Jaweit  argues  that

managers often mistake the nature
ofchange. They sceitas somethin g
logical that can be solved using
s slep-by-step  approaches, They
are wrong. ‘There is no simple
recipe for organisational change,’

he says. "There is no one single
way that will deliver change,' But
u there are some basic rinciples
that most managers can adopl.
First, they need to make certain
that the internal organisation is
in a position to make changes
s and that people support them
fully. Second, they need (o make
sure that they understand the
environment around them,
in other words, rather than
0 developing  change-management
stralegies, companies should first
find out whether they are capable
of change at all. Do their internal
systems and culture  support
45 change? I not, these too must
change. 'Readiness for change’
is far more important than actual
planning or implementation, 5&YS
Tarrett, To all the various words
so thal have already been coined
in order to describe this stale of
readiness, such as ‘flexibility’
and ‘adaptability’, Yarrett adds
anather: ‘changeability’. He de-

Why Some Companies are Ready for Change — and Others Aren’t
{by Michael Jarrett; published by Pearson Edueation)

55 fines this as ‘the sum of
leadership,  internal  routines
and  organisational capabiliticy

[
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thai make companies ready for
change’.

A few years ago, for instance,
McDonald’s  Burope  faced
declining  sales and  market
share. Denis Hennequin, the new
president, redesigned restaurants
to make them more appealing
und began sourcing food locally.
Marketshare and profits rose. Deli,
oo, aware that its competitors
were beginning to catch up with
its original low-price model,
embarked on a programumne of
market research. The information
it gathered was analysed with a
view 1o spolting cmerging and
future customer needs, The most
dangerous state for a business,
says Japell, is the steady state,
Compantes that resisL change — he
ciles the pharmaceutical industry
—run a grealer risk of Iailure.
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§, hool through the whele aridele snd aiswer

fhese guesiions.
a} Who is Michael Jarrett?
b) Whatis:

i) hissubject?

i) his speciality?

2 Leak at how the expressions in ialic are

wsed in the article. True ar false?

a) A progressive country (fines 3-4) |5 one where
people are willing to adapt and change.

b) IFsemething is constant (line 4), it happens only
sometimes.

¢) If something is inevitable (line 7), you can avoid it.

d) Ifyou resist (line 10) samething, you do it,

e) Ifyou carry on (lines 12-13) doing something,
you continue todo lt. ‘ _ _

F) Ifyou sef out (line 15) to do something, you finish
doing it.

g) Ifyou achieve (line 15) something, you reach a
particular objectlve.

h) ifyou fail (tine 16) to do something, you succeed.

3 Find expressions in paragraph 2 that mean

the following.

a) reasonable and sensible (t word)

b) an easy serfes of instructions, used for example in
cooking (2 words}

¢) ways of doing things one at a time (4 words)

d) aunique method (3 words)

e} the most important ideas, etc., aboui something
(2 words)

f) the structure of a company, department, etc.,
rather than the way it relates to the outside world

(2 words)
g) the outside warld (1 word)

4 Complete the table with words from paragrapli
3. (Complete the last line of the tahle with twe
words, both from the same part of the srifcle,
that are related In the same way.)

adjective Not
| adaptable | a
changeable | ... 2
flexible | 9
LA organisation
eady | 9 o
......... fn .....4.-."4)

TENE BANIC »= URIT S

5 Which of the words shave has Michaet jarrelt
ndded to discussion about change? What
meaiing daes he give itY

6 Complete the table with information rom
paragraph 4. If thereis no nformation fer a
particular point, wiite naf giveit.

company | president prob[eavns‘?change results

7 Vhich industry is Michael Jaivett pessiinistic
about in relation fo fis attitude to change?

& Items a)-d) are short summaries of the
paragraphs in the aiticle. Put the sunimaries
i the cotrect ordey.
a) Examples and counter-examples
b}y Mistaken ideas about change
¢) Readiness for change
d) The inevitability of the need for change

Qvertoyou 1

How do you rate your own organisation (school or
company) on its changeability on a scaleof1to 10in
relation to other simitar organisations?

Over to you 2

Describe some actual examples of change (or resistance
to itf) in your organisation, how they were put into
action, and what thelr results were.
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Before you read

TChange

What is the reputation of the legal profession in your country in terms

of its attitude to change?

Reading

This article from the Financial Times is about a eompetition to find
the best ways of introducing change in the management of law firms,

Read the article and answer the guestions,

Law firms get into shape

by Laura Empson

Until quite recently, even the
largest UK -based law firms were
fairly loose orgamisations where
partners had considerable personal
s autonomy. When  important
management decisions necded
to be made, the pariners could
rely on their shared educational
and social backgrounds and their
w long years of working iogether
to help them ieach a common
understanding of what needed
to be done. This represented the
‘glue’ that held the firms together.
s This glue does not work
propecly any more, In the past
10 years, the leading law firms
have expanded rapidly and have
grown o accommedate different
w kinds of lawyers, doing different
kinds of work in different ways,
with different expectations of
their careers and their firms.
Law firms have responded
s o the challenge by developing
and implementing more explicit
methots of management that can
accomnodate  this  new-found

o
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complexity. Senior manageis
have iatroduced a range of
new management systems and
structures and have expanded the
teams of business services staff to
support these initiatives,

All of these schemes, while
necessary steps on the road
to professionalised management,
have challenged the traditional
bonds that have held these
partnerships together. Five fo
i0 years ago, even the largest
law firms were 1o more
than  adolescents in  the
area of management, with
ambitious  ideas about their
futures and vast amounis of
energy but very limited expertise
in developing and execoting
systematic, long-tern strategios,

In spite of (or perhaps
because of) this, the leading
law firms bave been extremely
successful, They have made
plenty of mistakes, buf have
expanded at a phenomenal pace
while maintaining profitability.
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These firms have pot simply
grown — they have grown up,

The successful entries in the
competition this year represent a
widevariety of initiatives,showing
increasing sophistication. Some
entrijes relate to  current hot
topics int law-firm management.
For example: market catty
steategy  in China (Lovells);
retaining and promoting
women lawyers (Latham &
Watkins); and new models of
service delivery (iLaw).

And lastly, spare a thought
for the partners of Baker &
McKenzie on their ‘Fit for
Life’ programme, The firm has
introduced a scheme to help its
lawyers perform at their hest,
including a complete review of
their well-being - emotionally,
physically and mentally. While
all law firms must be aware of
the need (0 get into shape
to survive the tough times ahead,
Baker & McKenzie seem (0
have taken the advice Literally.

D) Paarcnn FAanratinn tHimited 2N10 punynenolaRiF




i Head pavagraphs 1 andg 2 and decide if iliese
strbemients are true or false.

a) Until recently, UIK law firms were highly
structured,

b) Each partner had a lot of independence.

¢} Partners made management decisions by
bringing in outside consultants.

d) Partners found it difficult to take decisions
because they came from different backgrounds
and did nof understand each other.

&) The ‘glue’ that hetd firms together refers to the
shared valves of the people working there,

fy Law firras have grown quite slowly in the last
decade.

g) People working for law firms are now looking for
different things in their careers.

2 Match the verbs with the neuns that they go
with in paragraphi 3,

1 respond to a) complexity

2 implement b) new management systems

3 accommodate ¢} achallenge

4 introduce d) inftiatives

5 expand e} methads of management

6 support f} teams of business services

staff
3 Now use the verhs 1-6 from Exercise 2 to

complete these definitfons.,

Ifyou ...

B) s something, you bring it into
se for the first time,

B) something difficult, you are
able to deal with it ’ i '

O e saomething, you make it bigger.

d) something, you help it.

€) e something, you do something
as aieaction to it,

f} vecererieeeeeeinn something, you put it into
action,

4 Find adjectives in paragraphs 4 and 5 that
mean the fellowing.
a) done in a proper, serious way (16 letters)
b) done in & structured way (10 lefters)
¢} done in the old way (11 letters)
d) determined to be successful (9 letiers)
e} very big (4 lettors)
f) designed to last well into the Tuture (4 letters,
4 lelters)
g) extremely fast (10 jetters)
h) the biggest and maost successful (7 lelters)

TEXT BARK v+ UNIT 2
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6 Which of these examples of change

managenent are nof mentiened ameng the

competition eitries? A

a) premoling people from ethnic minorities

b) promoling women

¢} introducing flexible ways of working

d) offering years off for study and personal
development

e) finding ways of getting into new markets

f) finding new ways of providing services

7 Baler & fcllenzie seem to figve talen the
advice {on complete emotional, physical and
meintal well-heing) literally (lines 83-84).
Which of these alternatives is the most .
probable explanation for the auther writing
this? She’s suggesting that the firm ..

a) does not really believe in its initiative, even il it
pretends to and carrles out a fot of activitles that
are not really useful.

b} is doing something (perhaps something not
mentioned here) that shows they are {aking ideas
on change management too far,

¢} has not taken ideas on change management far
enough, despite putting a number of measures
into action,

{ver fo you 1

Imagine a competition in your company or industty, or
ane you would like to work for, to find the hest initiative
in change management, Who would win, and what
would these initiatives be?

Over fo you 2

Is it the Job of erganisatlons to take care of their
smployees’ complete emational, physical and mental
well-being? Why? / Why not?
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Before you read
Wil targe companies still exist 100 years from now? Why? / Why not?

Reading

Read this articte from the Financial Times and answer the questions.
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Looking to Wikipedia for answers

by Thomas Malone

To understand how large-geale
work was organised during the
past 100 yeass, the best models
were  traditional  hierarchical
organisations such as General
Motors, IBM and Wal-Marl.
But to understand how large-
scale work will be organised
in the fuluze, we need to Jook
al pewer examples such as
Wikipedia, eBay and Google.

In Wikipedia, for instance,
thousands of people from across
the globe have collectively
created a large and surprisingly
high-quality inleltectual product —
the world’s largest encyclopaedia
— and have done so with almost
no ceniralised control. Anyone
who wanis to can change
almost anything, and decisions
about what changes are kept
arc made by a loose consensus
of those who care. Wikipedia
is a remarkable organisational
invention that illustrates how
new forms of communication,
such as the Intemet, are making
it possible to organise work
in new and innovative ways.
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Of course, new ways of
organising work are not desirable
everywhere, In  many cases,
iraditional hierarchies are still
needed lo caplure econosmies of
scale or to control risks. But in an
increasing number of cases, we
can have the economic benefits
of large organisations without
giving up the human benefits of
small ones - freedom, flexibility,
motivation and creativity,

These human benefits can
provide decisive  competilive
advantages in knowledge-based
and innovation-driven  work,
During the coming decades,
we can expect o see such ideas
in operation in more and more
paris of the economy, These new
practices have varions names, but
the phrase 1 find most useful is
‘vollective intelligence’,

What if we could have any
number of people and compnters
comnected to, for instance, care
for patients in a hospital? Or
designing cars. Or selling retail
products. We might find that the
best way to do & task that
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today is done by five full-
time  people  would  be
to use one part-lime employee
and a host of [Treclance
contractors each working for a
few minutes a day.

One  importand  type  of
collective intefligence is ‘crowd
intelligence’, where  anyone
who wants fo can contribute.
Sometimes, as in the case of
Wikipedia or  video-sharing
website YouTube, people
confribute  their  work  for
free because they get other
benefils such as  enjoyment,
recognition or opportunities o
socialise with others. In other
cases, such as online retailer
eBay, people get paid fo do so.

These changes will  not
happen overnight, but the rate
of ehange is accelerating, and
businesspeople a hundred years
from now may find the
pervasive corporate hierarchies
of today as quaint as wc find

the feudal farrning system of

an earlier exa.

© Pearson Education Limiled 2010 PHOTOCOPIABLE
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i Looliliough the whele arficls and fnd: S What Uives benelits do people got fvam
contyiluting to crowd intelligence welsites,
apart from monay? (paragraph 6)

a) three traditional cempanies.
h) four Internet companies.

9 Use corvect farms of expresslons frem

% Read paragraph 2 and decide if these _
I . o o i P pnie
statemenits are frue of false. paragraph 7 to canplete these stafements.
[ Wikipedia ... a) -Itf._something exists [na lot of different places,
s,
= a) entries can only be changed by the person who ) e -
£l wrote them. ) Asocial system wzlh aristocrats and almost
powerless farmersis..........
Fi ) has no central contiol at all, ) . .
£ is the larecst encyelopaedia in i d ¢) If something doesn’t happen immediately,
c) ‘s the la|ges E‘I”ILVL opaedia in the world. it doesn’t happen..........
) Is of high quality. d) Something that is strange and old-fashioned
g e) coples existing ways of working. 5.
= . @) Ifa process speeds up, it......on
3 Loolcat paragraph 3 and find:
a) Iwo benefits of large organisations, Over to you il
d . b) fourbenefits of small ones. S .. Do.you share the writer’s optimism about the potential .
s of collective inteltigence? Why? / Why not?
& 4 Now match the expressions in Exercise 3 (o
- their definitions. Over to you 2
. o ?
a) when penple have new ideas Cauld collective intetligence be used in your own
A b) the ability to work ‘as your own boss’ industry, or one that you would like te work in?
¢} tolimit the effect of unexpected events
L d) when people work with eathusiasm and a sense
n of purpose
- ) the ability to work when and where you want to
f) when high levels of production result in tower
costs per unit produced
|
5 fRead paragraph 4. In which areas will the

benefits of small erganisations be mast
useful?

6 Find the name the writer prefers for this new
way of weorking in paragraph 4.

iz =5

7 Which of these areas is rrof mentioned in
paragraph § in relation to the potential
application of collective inteltigence?

a) healthcare  b) whelesale  c}retail  d) design
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Before you read

Some organisations recruit graduates and prepare them over time far
senior positions, rather than recruiting senioy managers directly from
outside. What are the benefits and disadvantages for organisations of
this approach?

Reading

Read this atticle from the Financiol Times and answer the questions,
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Graduate recruitment

by Stephen Overcll

It is part of the mythology of
the modern world of work (hat
the days when H was possible to
enter a big company as a graduate
fresh from college and stay there
for 20 years, provided one was
not incompetent, are Jong goie
and will never return. Today,
the world changes too fasl, it is
sometimes alleped. People are
more likely to hop between jobs,
How reassuring, then, lo learn
that many big companies are still
keen to catch praduates young,
shape them over a long period and
turn them into executives.

At AstraZeneca, the
pharmaceuticals company,
pradvates can choose between
several  different  specialist
schemes, such as in engineering,
finance and producl shategy.
At any one time, 15 people are
on a three-year course working
towards qualifications as chariered
managemen!  accountants, The
explicit intention, says David
Powell, Audit Director for Global
Operations who  manages  the
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scheme within the company, is
to ‘bring people on to be {uture
finance directors and finance
vice-presidents’.

Could the company not
recruit  qualified  management
accountants on the open rnaiket?
Mr Powell says i could and
sometimes does. But he sdrpues
that the virtue of a formal
graduate scheme is that trainees
experience  life in  different
business units during the training
and acquire contacts which serve
thent well in the future.

Paul Farer, Chief Executive
of the Graduate Recroitment
Company, a division of
recruitment company PFI, notes

that gradnale management
rainec-schemes  are  heavily
over-subscribed by  applicants
hecause  they understand the

nature of the future marked out for
them if they are suceessful; every
position has about 30 applicants,
Buring theirtime on amanagement
scheme, graduates will be rotated
through various business units, get
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access to high-profile people in
the organisation, gain broad skills
and be handed opportunities to
waork their way ujp. ‘Organisations
are  hoping to get their
CEQs of the fulure [rom these
schemes,’ he says. That is not
to say they don’t also recruit
outside them, but, for people
who come in from outside, there
is less certaimty, less of a definite
fulnre within the company.

With praduate trainees,
the aim is to turn them into
business unit managers in seven
or eight years. Organisations
differ widely in how successful
they are in this aim.,

At the top of the retention
league are employers in the
public  sector,  information
technolopy and oil. At the bol{om
are  construction  and  refail
companies. Some  employers
manage to lose half their graduate
intake in the first year,

) Pearcnn Frlneatinn Limnited 2010 sunvacnblarIF
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T Laol ithrough the whole srticle to find the

names of the fallowing.

a)
)
)
d)

e)

an employer of graduates

someone who works there, and their job

a recruitment arganisation

the group of which that recruitment organisation
is a part )

its Chief Fxecutive

Choose the alternative with the closest meaning
te the expression In italie,

a)

b)

c)

d)

e)

g

itis part of the mythology of the modern world of
work ... (lines 1-2}

i} ideas aboutancient Greece and Rome

i) ideas that may or may noi be true

i} ideas that are interesting

... that the days when it was possible to enter a
big company as a graduate fresh from college and

_ stay there for 20 years, ... {lines 2-6)

) secondary school

ji} postgraduate institution

i} university or equivalent

... provided one was not incompetent, are long
gone and will never return, (ines 6-8)

i} unabhie to doone’sjob

if) skilled at doing one's job

i} overaualified for one's job

Today, the world changes too fast, it is sometimes
alleged. {lines 8-10)

) accused 1) claimed iif) denied
People are more likely to hop befween jobs.
{lines 10~11)

) change jobs frequently

i} change jobs infrequently

i) never change johs

How reassuring, then, to tearn that many big
companies ... (lines 1213}

i} sadtoknow i) goodtoknow

ii) uninteresting to know

... are still keen to catch graduates young, shape
them over a long period, and turn them info
executives, (lines 13-16)

D -are stilt unwilling to

i are still undecided about i) still want to

Read paragraphs 2 and 3 and decide if these
statentents are frue or False.
The three year caurse ...

a)

b}
t)

d)
€)

)
g)

)]

tales place I a company that produces drugs
and medicines.

is part of the spedalist scheme in engineering.
leads to a professional qualification that is
recognised outside the company.

is managed by someane who anly deals with the LK,

is designed to produce senior managers in the
future, but this is not stated anywhete,
produres.all the senior managers that the
company needs.

gives frainees cxperience inworking in different
parls ofthe compaiy.

allows trainees to meet people whom it will be
useful for them to know later,

TEXT BARIL »v URHT 4

a Complete these statements with expressions
fram paragraphs 4 lo 6,
a) In-company programmes for graduate
development are referred to here as graduate

management traimee ..o {1 word)

b) iftoo many people apply to be on & programme
like this, fE15... . T UTTEUPPRTUI
(1 word)

¢} The people who want fo participate in these
programmes are referred (0 a8s...oo v
{1 word)

d} 1f what you gre expecied to do is planned
beforehand, itis...ccceeive i,

e} [fyouare given different jobs to do, youare
them. (2 words)

f) 1fyou get general abilities, usefulin different
parts of the organisatlon, you........cocoevennns,
............................ e s (3 words)

g) )fsomeone, thanks to their own efforls, is
promoted to increasingly seniorjobs in an

organfsation, they ..o, their way
......................... (2 words)

) Peopte notrecruited for & job from within an
OTEANISALION 1o\ vvsvreecriscen s acincr i e,
................................................ . (4 words)

i) A listof companies and how good they are at
keeping graduate recruits is referred to as the
(2 words)

it People working for the state are in the
TP UU PPN . {2 words)

[} The number of people who join a company

straight from college in a particular year is its
: (2 words)

5 \Which statement best summarizes the
article? Choose the comect atternative.

a} Companies’ graduate schemes for recruiting
people who will become senior manageys are
becoming rarer and will eventually disappear.

b) Organisations often combine graduate schemes
with recruitment from outside, and the outside
recruits feel just as certain of their place there,

c) Despite what many peaple think, soine
arganisations still have graduafe schemes for
recruiting people who will become senior managers.

Over ta you 1
How good s your arganisation, or one you would tike to
wotk for, at keeping its graduate recruits?

Over fo you 2

... for people whe coiiie # from outside, theie 15 fass
certainiy, {ess of a defisite future within the company.’
ts this frue of your organdsation, ar one you would like
ko work for?
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| Advertisir

Before you read
Do you fook at advertising on the Internet or do you ignore it? Wiy?

Reading

Read this article from the Financlal Times and answer the questions,

20

25

Advertisers try the soft sell as TV drifts online

by Joshua Chaffin

Visitors to Hulu, the online
video site jointly owned by NBC
Universal and News Corp, can do
something that lelevision viewers
would never have imagined just a

few years ago: choose their own’

advertising. When, for example,
an advertisement sponsored by a
carmaker pops up, viewers might
be agked to click on a spoits car,
a pick-up truck or a family sedan,
depending on their preference, and
watch a corresponding message.
(Skipping past, unfortunately, is
not an option.) ‘It's choose-your-
own-advenlure advertising,’ says
Jean-Paul Colaco, Hulu's Senior
Vice-Presidend  of  Adverlising,
who is hoping to reduce the
friction between audiences and
marketers by making adverlise-
ments less intrugive for the former
and more cfficient for the latter.
TFhe Ad Seleclor, as Hulu calls
it, is just one example of a burst of
innovation in online adverlising.
As audiences increasingly move
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to the web o consume video — be
it full-length television cpisodes
or short clips — media companies
and advertising agencies are
rushing to develop new and
more  effective  advertising
siratepies in the hope of
creating a profitable business.
They are eager to harness
the interactive possibilities that
differentiate the Internet from
the mare passive experience
of traditionat television., In a
markeles’s  dreamn  scenario,
consumers who see a message
for a product that interests
them might pause a video, click
through to a website and even
make a purchasc. But that same
interactive power can also be
a curse for marketers because
it makes it easy for viewers (o
jump to other wehsites if they
{ec] bombarded by irritating and
irrelevant advertisements.

‘Infernet  video is a lean-

forward experience. The audience

35

65
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is watching with their hand on
the mouse, ready to click away
as soon as they lose interest,
says Matt Cutler, Vice-President
of Visible Measures, a company
tha! racks online behaviout. He
estimales that more than 30 per
cent of consumers abandon an
online video within the first 10
per cent of jts stream.

Solving those pmhlcm&. is vital
for media companies. While
they were once content merely
o collect clicks on their web
pages, they are now desperate
{o retain viewers for longer
periods. ‘Advertisers are less
interested in general 1mpje%51ons
They want engagement,’ explains
Patrick Keane, Chief Marketing
Officer al CBS Interactive,
promising more  innovative
advertising formats in the future.
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ihse the correct form of varbs from paragraphs

1to 3 ta complete these statements,

If..

a) anadvertisement appears suddenly on your
BTN, TE . .

) vou 'jump’ past an advestisement without
watching it, vou ..o it

¢} an adverliser pays for an advertisement on a
website, on TV, etc, they ., it.

d) someone makes conflict, disagreement, etc. less
strong, they...oooooiiiiinn it,

e} you watch video, YOU o eeeriviieeeenens e it.

) you start something from nothing, you

g} you exploit the power of something, you

) make something different from something else,
YOU covieeiineirii the two things.

i) you feel that you're watching too many
advertisements, you feel .................... by
them.

Look at pavagraphs 1 to 3 and find:

a} anoun that describes the relationship between
ddvertisers and Internet users.

b) two adjectives that describe advertisements from
the point of view of many users,

¢) one adjective that describes how users relate to
advertisements in a way that can be good or bad
{or advertisers,

d} anoun that relates to the bad effect of the
adjective in ¢ above.

How is the Internet experience described in
relation to fraditional television?

Hew quickiy do nearly a third of users stop
watching an [nternet videa on average?
What de they do when this happens?

What, i3 & word, do aavertisers want from
users that they didn’t have before?
Howe will £his be achicved?

Which of these stutements sums up the

grifcle hest?

Internet advertisers .,

a} are only interested in the number of people who
click on advertisements,

b} don't know how to avaid users ‘clicking away’
from advertisements,

¢} are looking at ways of engaging users so that
they do noi click away from advertisements,

TEXT BARIC »+ UNITS
tver to you i
Will Internet advertisers ever find a way of retaining the
aitention of usess? Why? / Why not?

Over to you 2

Cati yau fmagine clicking on an advériisement and
making a purchase in one process? If so, what product
or service might you buy in this way?
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Before you read

Where are pharmaceuticals (medicines) sold in your country, apart
{rom in pharmacies or chemists? Is their sale strictly controlled?

Reading

Read this article from the Financial Times and answer the questions,

20
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Pfizer uses big screen to fight counterfeit drugs

by Andrew Jack
Pfizer, the world’s largest
pharmaceuticals company, has

launched a hard-hitting cinema
advertising campaign to wam
consumers of the medical dangers
of counterfeits when illegally
purchasing prescription medicines
on the Internet. The advert, to be
shown in 600 cinemas around
the UIC, is best seen before
filtmgoers dig into their popcorn.
It shows a middle-aged man
spilting up 2 rat after swallowing
a tablet delivered by post.

The campaign reflects growing

safety concerns — and commercial
losses for the drug industry -
caused by a rise in unregulated
Internet sales of medicines,
1 also marks an exfension of
advertising by drug companies
to raise their public profile, in
spile of tight restrictions on
the marketing of prescription
medicines (o consumers,
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The film contains no reference
lo Pfizer’s medicines, but shows
the corporate logo alongside
that of the Medicines and
Healthcare Products Regulatory
Agency, the UK organisation
that co-ordinates an increasing
number of investigations of
counterfeiters, It agreed to a
ploneering partnership with the
conpany.

Pfizer has raised its public
image in is fight against
counterfeits, warning of
health risks and calling for
action against paratlel (raders.

These are the infermediaries
that buy medicines abroad for
resale at higher prices in the
UK. Phzer argues thal parallel
wading risks allowing fakes imto
pharmacies.

But the overall level of
counderfeit medicines in the
developed world is estimaled at

83
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only about 1 per cent, with most
sold via the Internet rather than
through normmal supply chains,
A tecent Pfizer poll suggested
{0 per cent of men purchased
prescription-only medicines via
unregulated sources, including
the Internet. Pfizer is one of
the hardest hit by Internct sales
of medicines, since it produces
a fifth of the top-selling
prescription  medicines in  the
UK by sales. The campaign,
which includes a website, cost
nearly £300,000 ($731,000).

The cinematic rat was inspired
by the discovery of rat poison
in a counterfeit version of a
Plizer blood pressure  drug,
Phizer said the rats it used in the
advert wore supplied by trained
specialists and not killed during
filming.

© Pearson Felucation limited 2010 PHOTOCOPIABLE
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Loak st tlie hesdline Wwhich of these words
mieans the same as counterfeit?
a) authentic b} fake ¢) substitute d} shinilar

Read paragraph 1. What is the purpose ef

Phizer’s campaign? .

a} To promote its products

I3} To advertise popcorn

¢} To dissuade people from buying drugs thal may
harm them

Fhe advert .. Is best sean before filmgosis
dig into their popcori, {lines 8-11) Why?

Nigich the (wo parts to nale expressions
from paragraphs 2 to 4.

1 safety a) sales

2 commercial  bB) restrictions

3 unregulated o) profile

4 public d) partnership

5 tight e) losses

6 corporate f} concerns

7 pioneering g traders

8 parallel h} logo

Now matech the expressions in Exercise 4
o their meanings,
)  when unauthorised products are sold

H}  when two organisations do something for
the first time

i) worries about the dangers of something

iv) asymbolused by a company

v} when no profit is made in selling something
vi)  strict rules

vii) unauthorised sellers

vitl) the ideas that people have about an
organisation

Vithy dees Plizer object to unauthorised
distributars selling its products in the UK?
a) lost profit  b) safety ) other reasons

Wit do these figures refer ta?
a} 1 percent (line 5%)

b) 10 per cent {line 55)

¢} afifth fline 61)

d) 500,000 (line 65)

&} 731,000 (line 65)

Why wWoers rats used tnsasldag the
advariisenent?

TERT BARK v URITS

fvel to vou
Do you think that shock advertisements such as this
work? Give your reasons.

Over te you 2

Think of other examples of parallel trading. What steps,
if any, do manufacturers and retailers take to prevent
them?




Before you read

Which is the biggest retailer in your country?

Reading

Read this article from the Finaneial Times and answer the guestions,

e
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Wal-M

by Jonathan Birchall

Wal-Mart, the world’s largest

retailer, beat expectations after.

its US discount stores accounted
for about 50 per cent of all US
retai] prowth Iast year — while
its full-year global sales passed
$400bn (€318bn) for the first
time and profits hit $13.4bn,
Mike Duke, Chief Executive,
said the fourth quarter and full-
year results showed that Wal-Mart
bad gained ‘momentum’ during
the year in all of its markets,
in spite of the tough economic
environmenl. ‘“We are doing all
the right things to continue our
momentum and to widen the pap
between the competition and us.
We finished January strong, and
February is off (o a good start.”
The results again underlined
the yetailer’s ability to generate
cash in a recession and to use the
money to ivest in its business
at a time when most of jts rivals
are cutting back. Wal-Mart has
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been able to make acquisitions,
concluding a $2.6bn deal in
January for a controlling share
of D&S, the largest retailer in
Chile,

It is continuing lo invest in
its stores with a big remodelling
programme,  caflled  Project
Impact, now underway in the
US. With this programme, Wal-
Marl expects [o significantly
boost the sales per square
foot of its more than 3000
supercentres and discount stores.

Total net sales at Wal-Marl USA
rose 6 per cent on the last quarter
to $71.5bn, although higher than
expected  expenses, including
kealthcare costs, led 1o its
operating income growing more
slowly than sales, up 2.2 per cent
to $5 4bn.

Internationally, the strong dollar
weighed on earnings, with the
value of sales down 8.4 per cent
from the last guarler o $24.7bn
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lart profits reach $13bn

and operating income down
143 per cent at $1.5bn, At
constant currencies, international
operating income would have
been up 3.1 per cent and net
sales up 9 per cent.

The retailer highlighted the
performance of its Asda stores
in the UK, which gained market
share with increased customer
traffic and average purchases
made.

In Japan, Wal-Mar reported
that comparable sales at its Seiyu
stores fell 0.5 per cent from the
last quarter, but were posilive in
November and December,
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s witht the neuns to make Uverto vau 4

» 4 fiateh the vey
i expressions fram paragiaphs 1 te 3. Look-at Exercise 4. Find similar information for a
1 beat a) the gap ceimpany yau are interested i, perhaps by loaking at its
2 gain b} momentum website,
3 widen <} momentum
4 generate d) expectations Over to you y)
5 malke e) cash ' o . __ -
4 continue R acquisitions Which is the biggest a'etaller’m you_i'cmmtry?'Hew|s it
currently performing in relation to its contpetitors?

Now mateh the expressions fram Exercise 1
to thelr meanings as they are used in the
article,

) become more susccessful

=]

i) continte sticcess

iil) male money

5 iv) increase a difference In performance
v) huy other companies

vi} exceed forecasts

i

Laol st paragraphs 1 to 4 and decide if these

statements ave true or false.

In its fatest financial year, Wal-Mart ...

a) performed worse than had been expected. i

b) -was respansible for kalf the growth of all US
retailers.

¢} had sales of more than $400 billion for the Frst
time,

d) had profits of less than $10 billion.

¢} had a better financial perfarmance, even though

[;%i the seneral economic conditions were not good,
] f} performed better than its competitors hy the

L%] same amaunt as before,

@ g} had good sales in fanuary, but less good in

& February.

h) was able to buy a company in Chile anly by.
increasing its borrowing,

I@ i} is putting more money into its US stores,

4 Complete the information abaut the last
three manths of Wal-Mart’s financial year
using information from parapraphs 5 and 6.

H a) Infernationat sales: $.........

b) Operating income from international
operations: $.........

¢} Increase (+}/decline () in international sales in

dollar termis; ......... %
d} USsalesaftercosts: $.........
” &) Increase (#)/decline () in US operating income
g after costs: ..., %o
" f) US operating income: $.........
i

5 Which stare chging dacs Wal-Mart ows inthe

i U and Japan? How did they perform?
i




Before you read
is it acceptable to he able to selt samething that you do nof own?

Reading
Read this articte from the Financial Times and answer the questions,
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Are short sellers necessary?

by William Leith

Short selling is not like making
a normal investment., When you
make a normal investment, you
buy something, hoping it will be
nore desirable in the future. This
type of investment ~ ‘going fong’
— seems to be aboul oplimism
and hope., With short selling,
you look for something that you
think is going to decline in value.
Then you borrow some shares in
that thing. Next, you seli those
shares to someone who is more
optinustic, or less discerning,
than you. If you're right, and
the shares plummet, you can
buy them back for less than you
sold them., If you're wrong,
and they treble in value, you're
bust, because you still owe (he
shares to their oripinal owner,
Imagipe if T go to a shop and
see a big shelf of expensive
handbags. Let's say 1 look al
these handbags for a while and
come 1o believe they’re nol
worth anything like the price on
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the label, To me, they look like
rubbish handbags. So I go to
the owner of the store and ask
him, for a small fee, to borrow
these handbags for a weck.
Then I iake the bags out of the
store and sell them to a trader
for a fraction less than the price on
the label. He's happy — he thinks
he can make a profit, '

Six days later 1 go to see him.
1 was right — the handbags were
rubbish. He hasn't sold a single
one. So 1 make a deal — I'll buy
them back for half of what 1
sold them for. Now he’s happy
to gel rid of them, The next
day, I go back to the store and
return the hags to the owner
He's happy, bul maybe a little
suspicious. That's short selling.

So what's actually happened?
I, the short seller, have spotted
that somebody is chaging a
lot of money for handbags that
arc rubbish. Nexi, P've found
somebady who is prepared to
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el emtiome LT

sell any okd rubbish as long as
he thinks there’s something in it
for him.

Now, who are these short
sellers? What sorl of people
aré they likely to be? Well, they
are people who see things that
look good on the surface bul
are actoally rubbish. They are
peaple, in other words, who see
the difference  between  the
appearance and [(he reality.
They are the first lo nolice when
something is a con. Short sellers,
in fact, reveal the problem. It
was short sellers, apparently,
who made people realise that
Fnron was a rubbish product.
No, the problem is not the short
sellers, It's the world of empty
promises and false values that
enables them to thrive. To ban
them is to shoot the messenger.
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