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Questions 1-7

Look at the statements below and the article about the development of future business leaders on the
opposite page.

Which section of the article (A, B, C or D) does each statement (1-7) refer to?

For each statement (1-7), mark one letter (A, B, C or D) on your Answer Sheet.

You will need to use some of these letters more than once.

1 Managers need to take action to convince high-flyers of their value to the firm.

2 Organisations need to look beyond the high-flyers they are currently developing.

3 There is a concern that firms investing in training for high-flyers may not gain the benefits themselves.

4 Managers need expert assistance from within their own firms in developing high-flyers.

5 Firms currently identify high-flyers without the support of a guidance strategy.

6 Managers are frequently too busy to deal with the development of high-flyers.

7 Firms who work hard on their reputation as an employer willinterest high-flyers.

The Stars of the Future

A Existing management research does not tell us much about how to find and develop high-flyers, those
people who have the potential to reach the top of an organisation. As a result, organisations are left to formulate
their own systems. A more effective overall policy for developing future leaders is needed, which is why the
London Business School has launched the Tomorrow's Leaders Research Group (TLRG). The group contains
representatives from 20 firms, and meets regularly to discuss the leadership development of the organisations'
high-flyers.

B TLRG recognises just how significant line managers are in the process of leadership development.
Unfortunately, with today's flat organisations, where managers have functional as well as managerial
responsibilities, people development all too often falls victim to heavy workloads. One manager in the research
group was unconvinced by the logic of sending his best people away on development courses, 'only to see them
poached by another department or, worse still, another firm'. This fear of losing high-flyers runs deep in the
organisations that make up the research group.

C TLRG argues that the task of management is not necessarily about employee retention, but about creating
'attraction centres'. 'We must help line managers to realise that if their companies are known as ones that develop
their people, they will have a greater appeal to high-flyers,’ said one advisor. Furthermore, selecting people for,
say, a leadership development programme is a sign of commitment from management to an individual. Loyalty
can then be more easily demanded in return.

D TLRG has concluded that a company's HR specialists need to take action and engage with line managers
individually about their role in the development of high-flyers. Indeed, in order to benefit fully from training
high-flyers as the senior managers of the future, firms must actually address the development of all managers
who will be supporting the high-flyers. Without this, managers will not be in a position to give appropriate advice.
And when eventually the high-flyers do move on, new ones will be needed to replace them. The next challenge
will be to find a new generation of high-flyers.
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The secret of success in electronic commerce lies in placing a new emphasis on a well-established area.
That area is customer service, which is now the only point of (19) between a business and the buying public.

There are a number of factors in a real-world shop that (20) people's perceptions of a business: these (21)the
location and the appearance of the premises, the quality and the pricing of the merchandise or services’and the
behaviour of the staff.

However, if a company is trying to make a good impression with online customers, most of these factors do
not (22) a part. In the (23) of these factors, the way customers are (24) when they have a reason to call has a
fundamental effect on a company's ability to retain them as customers. Even more than regular telephone or
in-person customers, web customers are impatient, easily frustrated and always conscious that they have other
places where they can (25) their business.Preventing them from doing that means meeting them on their
own(26)and providing them with what they want.



This necessity, in(27), means that companies that sell over the net must get back-end functions right.
Imposing(28) requirements on customers will not work; a business that (29) on customers emailing for assistance
instead of using the phone, for example, will lose repeat custom.

If the phone is used, it must be answered (30), and the staff should look for ways of helping even the most
awkward customers(31), as is more usual,trying to find some(32) to blame the customer for any problem.

An important, final point is that it is vital that all addresses, web links and phone numbers work properly and
efficiently. This ought to (33) without saying.Experience, however, shows that it does not.

19. Arelationship B association C. meeting D contact

20. Aforce B determine C decide D fix

21. Aenclose B consist C include D contain

22. Aget B run C play D have

23. Aabsence B lack C need D scarcity

24, Acared B treated C dealt D considered

25. Adeliver B bring C move D take

26. A policies B standards C terms D conditions

27. Aturn B sequence C line D order

28. Adense B rigid C deep D solid

29. Ademands B insists C expects D instructs

30. A punctually B precisely C promptly D presently

31. Aapart from B other than C except for D rather than

32. Acase B excuse C fault D purpose

33. Ado B make C go D come

FANINTy, FTEIRHS X MRS T BEC [ 3 AN AR S 1CHRMN . HAb LN 2 SISO BE 25 %,
11 e IR I S8 I R SE e A2 19 AN HE S5 R, BRI 228 31— B I, i HL 7 55 908 B [ 8 i
ERNE—I o R R . BT BEC BRI, —REERE —EMMEETT CHLinfBRiEmE =D,
TRBEEFERE SRR . O R A A RS, — R BEE R E R, S — R4 BEC
TR L e M 7 S S b s R ) L] e S B

KR4 (TR ST SR T NF T 55 055 FE 1 ) LA factor. 55 k575 R A 2 ] ik
P, ARAELL), &R,

19 FB 56 2% 1 Bk A — A [ 58 17 45 9515 3. Point of contact, 42 fil £ . 7 Mk id] 84 ) i F% . Person or a
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0 Regular meetings with clients are important to a healthy collaboration. They

00 may be set up by the client, for example to review with the progress of current
34 projects, to give new instructions that may have lead to a contract variation

35 or to discuss any concerns. The client meeting which can also be arranged

36 by you or another member of your company to attract from new business, to

37 address a problem unless that needs to be solved or to give an update or status




38 report on current business ventures. Your part is in these meetings will dictate
39 the kind of information you need and how you should prepare for them. If you
40 will be responding to questions put by your client, the material you present
41 should deal in specifically with the request that was made. The meeting should not
42 only move off the agenda without the permission of the person you are meeting.
43 If you have prepared properly, you should be able to anticipate both questions and
44 to respond properly. If you are put on the spot and asked for details you do not
45 have, respond honestly - do not speak about matters as you are not familiar with.
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Look at the statements below and the advice to businesses on the opposite page about using other companies tq
run their IT services.
1. the need to teach skills to employees working on the outsourced process

2. remembering the initial reason for setting up the outsourced project

3. the need to draw up agreements that set out how integration is to be achieved

4. addressing the issue of staff who work on the outsourced process being at a distant site

5. the importance of making someone responsible for the integration process

6. staff on the outsourced project familiarising themselves with various details of the business
7. problems being associated with an alternative to outsourcing

When a business decides to outsource its IT services, it needs to consider the question of integration. Four
experts give their views.

A.Gianluca Tramcere, Silica Systems

An outsourced IT service is never a fully independent entity. It is tied to the home company's previous and
continuing systems of working. But despite the added responsibility of managing new ways of working, many
businesses ignore the integration process. They fail to establish contracts that define the ways in which the two
companies will work alongside one another, and focus solely on the technological aspects of service delivery.

B.Kevin Rayner, Domola

Businesses need to build integration competency centres dedicated to managing the integration effort. It is
critical to have an individual in charge to check that the external and internal business operations work together.
Although companies often think of outsourcing as a way of getting rid of people and assets, they need to
remember that, at the same time, outsourcing involves gaining people. Because there is a new operation being
carried out in a different way outside of the home business, this creates a training element.

C.Clayton Locke, Digital Solutions

Communication is the key to success, and outsourcing to other regions or countries can lead to a range of
problems. For any such initiative, it is necessary to create a team where there is good, open communication and a



clear understanding of objectives and incentives. Bringing people to the home location from the outsourced
centre is necessary, since it can aid understanding of the complexities of the existing system. To integrate
efficiently, outsourcing personnel have to talk to the home company's executives and users to understand their
experiences.

D.Kim Noon, J G Tech

One way to avoid the difficulties of integration is to create a joint-venture company with the outsourcer. Thus,
a company can swap its assets for a share of the profits. Yet joint ventures bring potential troubles, and
companies should be careful not to lose sight of the original rationale for outsourcing: to gain cost efficiencies and
quality of service in an area that for some reason could not be carried out entirely in-house. The complexities and
costs of a joint-venture initiative should not be underestimated.

K E YR AME Coutsourcing) 73 AT PUAL & 50X AN A @ 4a Y 7 H B . A BUW BRI d L&
A EENE, BEBRLRINNEIRE AT, CEREXHINRANRMARR ZMEA—AEF), DEBLFIFWREH
B Coutsourcer) ZHRUIBE & A Mk HTE P BETH R I — R A Ao A0 SRR SCEA AN KM FEAR THE, REBEAH
YN H ] AR R AR .

A ERCE ekang, 1F B B 5 —%J. “Because there is a new operation being carried out in a
different way outside of the home business, this creates a training element.” [5 3 it 3 /F J& 78 A 28 & LAA i 3
PL—FiBr (0 5 B AT, B =42 T E5 IR 2 o IX BL Y training X3 25 — @[ “teach skills to employees”.

BB EAE D B 1A companies should be careful not to lose sight of the original rationale for
outsourcing.ix B [f] rationale /& FEA JF H . AR A JF K Y 2 .

BRI R A B, JER W] establish contracts”.

BN R C Bif o —HA)i%, outsourcing personnel have to talk to the home company's executives
and users to understand their experiences.iX F. ] talk to X} address, [[].... 1R 1%, 2 VYR ) = 8“0l B e Sz ik
TAERISMNEN BTSSRl C B Ja — AU HIAMNE N 51 1) 2 =Rk AtAT I 2 D5

BB REB K, MY4E. Itis critical to have an individual in charge to check that the external and
internal business operations work together. 75 ZJk% A 7157 integration.

BN UCAMIRN R EARE Y TAEMNAR ", XN C B “create a team where there is a clear
understanding of objectives and incentives.”$1 i — A~ H Ar 1SR 15 B BEAR 1) 1 PA

F-LUMMLE— M. 8 H B “an alternative to outsourcing” & 172 D B H ffi“create a joint-venture company
with the outsourcer”, #3Z.— A . D BB L K —EAERIABCA IV FREATE 2P (joint ventures bring
potential troubles), FTLA& ERIZZE.

MBS VU %5 B8 TEST 2 READING PART 2

Read the article below about the changing role of human resources departments.

The best person for the job

Employees can make a business succeed or fail, so the people who choose themhave a vital role to play.

Employees are a company's new ideas, its public face and its main asset. Hiring the right people is therefore
a significant factor in a company's success.(0) G If the human resources department makes mistakes with hiring,
keeping and dismissing staff, a business can disappear overnight. Many companies now realise that recruiting
the best recruiters is the key to success.

Sarah Choi, Head of HR at Enco pic, believes that thinking commercially is a key quality in HR. Every
decision an HR manager makes needs to be relevant to advancing the business. (8) ...C.....That's no longer the
case. HR managers have to think more strategically these days. They continually need to think about the impact
of their decisions on the bottom line. (9).....F... For example,a chief executive will expect the HR department to
advise on everything from the headcount to whether to proceed with an acquisition.

Why do people go into HR in the first place? Choi has a ready answer. | think most people in the profession
are attracted by a long-term goal.(10)....D......Nothing happens in the company which isn't affected by or doesn't
impact on its employees, so the HR department is a crucial part of any business.

Not all operational managers agree. An informal survey of attitudes to HR departments that was carried out
last year by a leading business journal received comments such as "What do they actually
contribute?"(11).....A..... As Choi points out, salaries have never been higher and, in addition, HR managers often



receive substantial annual bonuses.

Despite the financial rewards, HR managers often feel undervalued, and this is a major reason for many
leaving their jobs.(12)...E......However, a lack of training and development is a more significant factor. These days,
good professional development opportunities are considered an essential part of an attractive package,Choi
explains.

A But rising levels of remuneration demonstrate that the profession's growing importance is widely
recognised.

B At one time, a professional qualification was required in order to progress to the top of HR.

C Other departments and senior executives used to see HR managers as having a purely administrative role.

D Since it's one of the few areas where you can see the whole operation, it can lead to an influential role on
the board.

E Being seen as someone who just ticks off other people's leave and sick days does not help build a sense of
loyalty.

F They therefore need to be competent in many aspects of a company's operations.

G On the other hand, recruiting the wrong staff can lead to disaster.
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Critical Path

When David Hayden realised his company was heading for trouble, he took drastic measures to get it back
on track

David Hayden founded his company, Critical Path, an email provider, in 1997 to take advantage of the boom
in email traffic. Critical Path became a public company two years later, and Hayden took the opportunity to step
down from his executive position in order to work on personal projects. At the same time, he agreed to stay with
the company as Chairman, but the business was put in the hands of new managers by its investors. With
sector-leading products and an expanding market, the company seemed to be on the up and up. However, by
early 2001, it was in trouble. Shares that had been worth $26 in 1999, when they were first sold, were down to a
mere 24 cents.

Called in by a panicking board, Hayden found himself back in charge as Executive Chairman, trying
desperately to rescue what he could. The 1,100 staff had lost confidence in the company and did not know what
was going to happen to them. And, as Hayden discovered, the management team was incompetent. Those guys
didn't understand the product or the sector,' says Hayden. The heads of department didn't communicate and they



didn't lead.' But what was worse, Critical Path had lost the goodwill of its investors.

Hayden knew that bringing the figures under control would be a vital step in the company's turnaround.
"You've got to sort out the finances. For me, that meant getting back the goodwill of the investors. That was tough,
after what had happened. But although they were angry with the company, they didn't have bad feelings about me.
| told them that | knew | could get the company on its feet again.' He was authorised to make whatever changes
were required, and his first act was to find people within the company he could trust and put them in charge.

The next thing Hayden had to tackle was morale. 'Everyone left the office at five on the dot - they couldn't get
away quickly enough. To get the buzz back and win the staff over, | had to prove my own commitment and put in
the extra hours with them." In return, it was assumed that nobody would ask for overtime pay until the company
was on its feet again. Contrary to normal practice, Hayden was reluctant to lay people off, and apart from not
replacing people as they reached retirement age, he left the workforce largely unchanged, although he did
identify key people throughout the company who were given more responsibility.

But, as Hayden insists, before a company reaches such a crisis, there are warning signs that any financial
director or accountant should take note of. 'A business that has an unrealistic pricing policy or has to negotiate
extended credit with its suppliers is in trouble," is his message. 'Or if you often have to apply for your overdraft limit
to be raised or have trouble paying tax on time, something needs to be done.'

By 2003, the company was healthy again, with reasonably stable finances and a modest but steady share
price of $1.60. 'One thing that helped save us was that our technology worked,' says Hayden. 'With 20 million
email accounts, we never lost a single major client because the product kept on working.' With ideas for a fresh
venture demanding his attention elsewhere, Hayden has moved on. 'lt was time to go,' he says. 'I'm not a
turnaround specialist. | prefer start-ups."'

13 What event coincided with Critical Path becoming a public company?

A Hayden became the Executive Director of Critical Path.

B Investors hired a replacement team to run Critical Path.

C Critical Path launched a successful new product on the market.

D Critical Path was floated on the Stock Exchange at 24 cents per share.

14 Which of the following situations did Hayden face at Critical Path in 2001?

A The employees were worried about job security.

B The investors were calling for changes to the company structure.

C The management was misleading the staff about the company's position.

D The board of directors did not realise the scale of the company's problems.

15 One reason Hayden was able to turn Critical Path around was that

A he managed to find new investors.

B the financial situation was not as bad as he had thought.

C he had built up a good relationship with the management team.

D he was given the support that he needed.

16 What was Hayden's policy regarding the staff of Critical Path?

A He paid overtime to everybody who worked outside office hours.

B He reduced the workforce by operating an early retirement scheme.

C He gave key staff the opportunity to help him set goals for the company.

D He restored motivation by showing willingness to work alongside staff.

17 According to Hayden, what could indicate that a business is in trouble?

A problems keeping accounts up to date

B suppliers refusing to offer new credit terms

C a frequent need to increase the amount borrowed

D difficulties in getting payment from customers on time

18 Hayden left Critical Path after he had rescued the company because

A he wanted to develop the technology for a new internet service.

B he wanted to concentrate on founding a new enterprise.



C he had been offered a job with a major internet company.

D he decided to go into partnership with a major client.
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eg: Consumers have cut back on their spending because of worries about job security.
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C A, JR A& who were given more responsibility, #7211 514E, A &“help him set goals”. 17
B, R AT AT AR — AN A FEI R TR B AR5 AL IX 4 —H]: Abusiness that has an unrealistic pricing
policy or has to negotiate extended credit with its suppliers is in trouble. & —/NANHL 52 1 % Hr BOK B8 75 B A 1%
TR TR B R DK

Credit 2 RIRZ IR, FVEIRZ, 1k NgkiFm, X B
money that financial institutions lend to businesses, governments and people

eg: ltis unlikely that the bank will extend additional credit to the firm.

18 8, #H R TR 3 A B2 J5 1 Hayden A4 & IT .

FBx ARG —B: “With ideas for a fresh venture demanding his attention elsewhere”f1“I'm not a turnaround
specialist. | prefer start-ups.” 7 £ — N8 ) 77 ZARE R L. Wt B 1R it A8 E— AN 4ol .
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Fighting Fit

Fine Fitness, the health and fithess club operator, announced an impressive set of results yesterday: (19) a
38-per-cent jump in annual pre-tax profits, the company claimed that it had (20) none of the problems (21) last
week by its rival, Top Fit .According to Samantha Collier,the chief executive, Fine Fitness (22) strong and is on (23)
to reach its target of 100 clubs within three years, its strategy unaffected by the apparent (24) down of the
economy.

The company opened 12 new clubs in the past year; (25) its total to 51. They have (26) to be highly
successful, with people joining in large numbers, especially in the 25-t0-40 age range. Even the more (27) clubs
are still seeing sales growth, along with rising retention (28) of more than 70 per cent. This can be seen as clear
(29) of the appeal of Fine Fitness.

Ms Collier admitted that as there were (30) too many companies competing with one another; there would
almost certainly be (31) in the health-and-fitness-club sector of the market She predicted that, within a relatively
short time, there might be only about three major companies still in (32).However, she declined to say which
these were likely to be.

Profits rose by £6.3 million, although there was a fall in gross margins from 31 per cent to 28.6 per cent
because of higher insurance premiums, extra management costs and start-up expenses for the company's new
(33) in Spain.

19 A Stating B Reporting C Remarking D Informing

20 A taken B felt C experienced D caught

21 A released B issued C opened D revealed

22 A stays B remains C maintains D keeps

23 A track B direction C way D line

24 A falling B breaking C cutting D slowing

25 A bringing B putting C getting D mounting

26 A shown B resulted C proved D demonstrated

27 Ainstalled B formed C established D confirmed

28 A rates B standards C proportions D volumes

29 A witness B sign C display D evidence

30 A purely B merely C simply D barely

31 A union B consolidation C alliance D combination

32 A trade B office C commerce D business

33 A trial B venture C proposal D speculation

MENE T —ANEERFEESEBHAFREL, KIBRIEHZN.

19 /8, —a)IEEE =T, KARLE B FERITS, S 7 —RIVER. IEHTEEK 7 38%, AF
V4 7E W) 5546 TP B 52 10 10 J . 19 FLik report, 20 & experienced, 21 #i, revealed by its rival, #3554+
X F 2 R 1 ) R

22 #l, remains strong fR¥F9mS); HERFEPEE, 0 keep AT LL CAEBISEE, WRAEHFZIRE,
PEMABA |23 keep) HERILH) ERIC, &2 1 AERSTH I E) @ X AN A 7] R I IR 52 5 remain 7E 53 18] 1LY
it B /& : continue to exist, especially after other similar or related people or things have ceased to exist 7EFHLEL,
B R NAE HIVRBLS TSRAFLE, LA, remain BERFEIX AN H K264

23/, ontrack HZAIEH. AFIEESLIHFRIIEE Fo XA EE AR TR E I, AdA R RS R,

24 i, slow down Jitgg, [flw k. ST,

25 /@, bringto, fFRBUXF] 51, XASENEESEERK, put HEAX, getto FIE, mount 7EiX B HVEART,

26 /i, proved to be iR, [# 2 ik

27 8, X BAE IR EEAETSOM R, AT UEETT 112 KRR, X B HEHTA AN even i more, fiTEA
MNiZAHEN S new XM 17 . established J& 2§32 1) (f you use established to describe something such as an
organization, you mean that it is officially recognized or generally approved of because it has existed for a long
time. )



28 i, retention rate (£F %, L 417 (Retained earnings divided by total after-tax earnings, expressed as
a percentage), i F]HLE WS I OR B B8 — 8555

29 [, AFEWE] JJHIESE . clear evidence B R FiFEYE. ik sign, sign HAEdE4,

30 @, simply &1 too many MHEF S B#G, 7EX HataRmiAan, sREARIKZ T,

31 @i, consolidation 54t.. A3 (To consolidate a number of small groups or firms means to make them into
one large organization.), HIRZ A FIFESES, FrLAT AT —NMES . X209 B A e wik.

32, inbusiness fEAE . & URRIXATY R A A IR AR T =4

338, B T venture [ LA MEM L+, FEX RN E R, 2R s tiE k. A F EAE P i
AT — LGS, I 7 8o E B AR H

MR V045 B8 TEST 2 READING PART 5

Lebrun Steel Facing up to Tough Times

0 After 98 years of trading, the steel manufacturer Lebrun knows from experience as how

00 difficult fluctuations in the economic cycle can be for suppliers such as themselves.

34 Since many of the nation's largest production companies which are its customers,

35 Lebrun is adversely affected by any change for the worse in the economy. Yet Lebrun

36 has managed to keep on sales steady (in the region of approximately $2.5 billion)

37 and has recorded only one annual loss during the difficulties of the past five

38 years, but despite the effects of the ongoing industrial slowdown. James Giriffith,

39 president of Lebrun, now has the task of turning up survival into growth, and

40 his strategy is already becoming clear to those industry observers. In February of

41 this year, the company acquired Bronson pic, additionally a one-time competitor.

42  This merger will greatly expand the size of both Lebrun's labour force, and

43  Griffith estimates it will boost its revenue by nearly 50%, while too increasing

44  the number of plants and R&D centres in much a similar way. Griffith is

45 optimistic that while the steel industry is about to pull out of recession, and he wants Lebrun to be ready
for this.

T SCE A 2 — AR T T I 1) DR 85 % T SR B PR 44 i

34 8, XA T IHA R EIEMNE, T EEIRTT 4, 115 companies, 1§15 are, Eif its customers. it LA which

35 i, 1EAfH

36 &, keep on doing 4kZEAltT 4, 44 1)E EHEH keep, keep sales steady fREFEHEFFd, on Z4R.

37 @, IERK

38 i, but fll despite NREFII A, Uik —A . but J5HEEEENA) T, XNEHARAT, &40
YERr, FrLAfRBE despite, Z:#4 but.

39 /@, turn...into AN, ACN. [EEiA4L. turning survival into growth 2847 K. Up £ 4.

40 /8, ) rRlE IR TR E X, A those £ R

41 /51, a one-time competitor #& & 1fi il 1 [X) Bronson pic , additionally & %4, B &, FEX R
MAFE#AE, PrihZdd,

42 {8, both LI, TR TR G R EA IS R, Rt 7 R BTl both &

43, too sEM|iAE, FEX B HEAXS

44 @, in a similar way [ 5 7%, much £ 4

45 i, while HISR 5 I ERRTE WG], THRBIEZXAG) T IR, REZH that 51 FRIMA), A7 H R4
35 while.

MBS P45 B8 TEST 3 READING PART 1

1 the failure of a company to set its prices appropriately

2 a context that makes it difficult to increase prices

3 the consequences of companies trying to conceal their approach to pricing

4 the means by which a company ensured precision in the prices it offered

5 the fact that companies can learn about the effects of a price reduction



6 the first sector to price products according to how much customers were prepared to spend

7 the widespread use of rough guidelines to determine prices

Getting the price right

A.

Chief executives need to pay more attention to pricing, according to Roberto Lippi of the Apex Group, a
consultancy that offers advice on pricing strategy. He accepts that low inflation figures in many industrialised
countries makes raising prices tough, but argues that this should not necessarily deter companies. He gives the
example of the airlines, which, with their minimum stay requirements and massive premiums for flexibility, led the
way in sorting customers into categories, based on their willingness to pay.

B.

The key to pricing is to avoid alienating customers. As Lippi points out, once a bad price has been
established, it can be very difficult to turn the situation around. He gives the example of a consumer goods
company that went bankrupt largely because it did not price its digital cameras properly. In contrast, he cites the
case of a Swiss drug company that introduced software for every sales representative's laptop, enabling them to
provide consistent and accurate price quotes. To help staff with this innovation, the company also created a new
post of director of pricing strategy.

C.

Many of today's managers have the benefit of modern technology to help them with pricing. Supermarket
chains, for example, can easily track customers' 'elasticity’ - how their buying habits change in response to a price
rise or a discount. But although a company can now measure this sort of thing in a more sophisticated way,
following basic rules is still the most common way of setting prices. Most bosses still worry more about their costs
than the prices they charge; one recent survey found that they spend as little as 2% of their time on pricing.

D.

One popular approach to pricing is illustrated by the car companies that charge extra for product add-ons
such as electric windows, instead of offering them as part of the standard price. Although many customers are
prepared to pay extra, Lippi recommends that companies make sure that price differences reflect real differences
in the product, either in quality or in the extra service on offer. The worst approach is to try to keep the pricing
structure secret from customers. Nowadays, that is more likely to lead to lost contracts than large profits.

KR E EER KT EN (pricing) . 8 H 52 B — &0 7> B HEERIEN 7o DU 70 41 T S e
Mt —Le R %

B, AFEIA A EEMN B R B B - — M1 : He gives the example of a consumer goods company
that went bankrupt largely because it did not price its digital cameras properly. X % A % B AL & B2y, At
A= P A a1 o S — W& .

Consumer goods: goods such as food, clothing, etc. bought and used by individual customers 75 %% i .

B, KAEMAARM R ZRE AR, ARAKHE, ER0RREALTY A : He accepts that
low inflation figures in many industrialised countries makes raising prices tough, but argues that this should not
necessarily deter companies. 112 TV [E 5 RIE B2 2K 2 45k A A2 45 IR AE o i B I K 2 e i & — [ 2 WA F
I E R bR, AU IX @I U context. (RIEBTIZIKA, WHIAFA KT, USRI,

deter: to make sb decide not to do sth or continue doing sth [H#%

eg: The price did not deter most customers

B, AT BRI E N RS S R, B EE D Bl 5 —H): The worst approach is to try to keep the pricing
structure secret from customers. Nowadays, that is more likely to lead to lost contracts than large profits. 5 4 i) 77
R ENEE M A E RS SR, BEEARFBREEG F AR KBFNE.

U@, —ANAafR e MR, BRE B BINIX 4 —H4]: a Swiss drug company that introduced
software for every sales representative's laptop, enabling them to provide consistent and accurate price quotes.
— LR 2 A T R A E AR TR BN G A, R ATIR R SR R E . 1X BLIK accurate
X precision, GlEREAERLZ T (means).

FHE, A7 TEENIER. ZRECE, (HEAN AW E: Supermarket chains, for example, can easily
track customers' 'elasticity' - how their buying habits change in response to a price rise or a discount. K [ i 7]



PAAR 5y 3B B35 1 AR s A — A AT ) g S ST A58 2 o kA BT A7 S S ML o XA R R — AN L 2 R
W B

elasticity : the extent to which people want to buy more or less of a product or service when its price
changes.

ARG ML FE AW & 58 T Ui . BERS 1 fas R SRk, ol 7 1 kAN B PR I RSCR

BN, N A AR P T R R ST 1 . B S A [ JE — %) based on their willingness to pay..
LTI AT REIE . X B based on X} T the first sector.

LA, AR E M HERN 2 N . B RAE C B, A sl : But although a company can now measure this
sort of thing in a more sophisticated way, following basic rules is still the most common way of setting prices. £ 4
O w A DL —F B A2 2 1 7 AORHT &, 3B Sp F AT 82 s U i e ik 1 7 2. BUT 2 ME 5. rough A LA
ST T sophisticated,,the most common way %} % F- widespread use.
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Issues in the recruitment world

In the competitive world of investment banking, good senior executives are not easy to find. So what should
the industry's hard-pressed directors do when they need to find senior staff? Increasingly, they decide to call in
the headhunters. These are busy and profitable times for the recruitment agencies that dominate the world of
executive search and selection.

Q) ..... They needed new people to revitalise their operations, and the result has been a boom in the
recruitment market. Pinnacle, a leading recruitment agency, has helped various UK investment banks to rebuild
their entire senior management teams. It is hard to overstate the significance of this. (8)............

But now everything has changed, and Pinnacle is not the only major player in the field. Some analysts
believe that rival recruitment specialists ALT Associates has a larger share of the market. However, there is little
doubt that over its 13-year history, Pinnacle and its chairman, Matthew Edwards, have built up an impressive
reputation.

Edwards estimates that his company controls between 10 and 15 per cent of the headhunting market for
senior investment banking jobs in the UK. (9)............ Rather, it is the high-calibre jobs and people that Pinnacle
deals with that define the company's success. For example, the company was recently commissioned to find a
new chairman for NBS Bank, a vacancy that was one of the most talked about in the banking world.

Most HR directors recognise that headhunters such as Pinnacle play a valuable role in the recruitment
process.(10)............ Some are concerned that a few companies, including Pinnacle, have too much power over
high-level recruitment.(11)............ As Tim Davidson, HR Director at Cawfield Bank, explains, They can be
kingmakers. These are the people who decide who gets a future and who doesn't. If Edwards forms a view about
an individual, it can affect their ability to get a particular job. That view could just have been formed on a bad day.'
(12).eeennnnns Final decisions in the selection process are always taken by his clients, he says, whoever they are.

The role of headhunters should not be exaggerated. Many companies never use them. But as top executives
are hard to find, there will always be a role for people like Matthew Edwards.

A Although others may put it lower, it is important to remember that the company's reputation is not based on
market share alone.

B Their chief worry is that the headhunters can now make or break managerial careers.

C According to Edwards, this is a further indication that the way Pinnacle searches for a candidate tends to
favour a certain type of manager.

D But this acceptance does not mean they are universally happy, either with the state of the market or with
Pinnacle's role within it.

E Until a few years ago, even the biggest companies were unlikely to use headhunters to fill more than one
or two jobs a year.

F Edwards objects to this suggestion, claiming that all he does is find candidates and encourage them to
apply for a particular post.

G A number of big investment banks recently decided to make changes to their management boards after
disappointing end-of-year results.



(Issues in the recruitment world), FHRHHF 1168, B0k A R (headhunter) &I, 8] 7k A H]
IR A ZEVE, DAL N A0S Sk A m) ) — 285 ] o 55— Bl s, BELAE IE RS S A W] 5 ST 47 F I gk
R RILBIGT A 7S R I B, IESP B CGEZBRIINE), BB PRE E=BD, Sy 7 —
AFER A RSB LS BB, ARG BB T N HE Sk A R 1 — 25 5t o B Jim — B B IS
HOXF R — E EHE LRI, MR ERIR S E K

F)VE, BB E ). BT BUER G Sk AR L, EPH B 20 A FANREIE SR A F Y
B, stanss )\ SR A — A5 Pk 1t is hard to overstate the significance of this. 1R ¥ & fitiix A At 51 54,
WAL B R A F R IR A 8 AR B o J5 T A% ROZAH B TS Sk A F A K E 6] E 1810
IEGF R RX AR s ELEJUAERT, £ 2 iR 2 =) #AN AT e —4F R A8 Sk 2 7] SRR — AN BR A

FIUE, EERNY Pinnacle XAk AR DL 7T YX AN A 7 1T 0 8UE 10%3) 15%, S 50—
A rather (FHJD, i SUA T I RS 2 7 BT AR BRI i R s 0 CAR AR P o ] BIE N — DR 2 B 1 A
T, JFHATRAM AR KT 0 A K. A STl RIX AN ER: BARHAR A AT REIEE GRS M ED (5558, (H—
Ao 1) 44 7 AMNAN S B STAE T I 0y A i b f)

FhB, EPHHEA=ANE T, g EAEE BT X—BORHANBAINAE L A F ) — R A, AR A
B3k A A Pinnacle )% Edwards #E4T T — % 5%,

X — B — A g Ul ) IR & BN A Pinnacle K 4E TR EEMA/E M, B:E 254 )5 1 Ui 1f /& Some are
concerned that... 52 —28 AF&H 140, Jr DL ] B 55 R N iZ I N RoR B4 B A) 1, 1T HL AT B2 A8 Sk
N RAERIE - ENE . D X —20oK: (HERX ML AERMATE 21 m >, BUT ARG S,
acceptance &g A 77 5 PR BRAT T X 4 Sk A &) R AEAE R AT .

F—, AT AR S AR R L, WCHEABUOIE R T . X—ETH AR5 H—A
NFVRAE BRI S A R B )R . B bAoA — @ Nz 5 Ak . B 56 Ml TE 2.0 1) 2
B3k A w2 s B H iR B RME A2 . Worry & 8 1R],  [RIHTIHI Y concern AHXY ., make or break managerial
careers Wi E T T UERIBRCRIE K, fal B AR 2R KA.

BT, PR T AT, AHMEMCH R X BRI SRS AR N B OB 7S TS SR A F T 2
AN NGRS . 17284 51 /2 Edwards IR, SERARRERGR ERAER P H ST . Jrlx — R o 2R3
ZIAR BRI A) 7, Wt F, objectto, AFHHIRNI{E S: Edwards SOMIX A%, FRRAh g 7o
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THE ART OF PERSUASION

'Let me send you our brochure' is probably the most commonly used phrase in business. But all too often, it
can spell the end of a customer enquiry because many brochures appear to be produced not to clarify and to
excite but to confuse. So what goes wrong and how can it be put right? Too often, businesses fail to ask
themselves critical questions like, "Who will the brochure be sent to?' 'What do we want to achieve with it?' The
truth is that a brochure has usually been produced for no other reason than that the competition has one.

However, with a little research, it often transpires that what the client wants is a mixture: part mail shot, part
glossy corporate brochure and part product catalogue - a combination rarely found. Having said that, the budget
is likely to be finite. There may not be enough money to meet all three marketing needs, so the first task is to plan
the brochure, taking into account the most significant of these. The other requirements will have to be met in a
different way. After all, introducing the company's product range to new customers by mail is a different task from
selling a new season's collection to existing customers.

The second task is to get the content right. In 95 per cent of cases, a company will hire a designer to oversee
the layout, so the final product looks stylish, interesting and professional; but they don't get a copywriter or
someone with the right expertise to produce the text, or at least tidy it up - and this shows. A bigger failing is to
produce a brochure that is not customer focused. Your brochure should cover areas of interest to the customer,
concentrating on the benefits of buying from you.

Instead, thousands of brochures start with a history lesson, 'Founded in 1987, we have been selling our
products .. | can assure you that customers are never going to say to themselves, 'They've been around for 20
years - I'll buy from them." It's not how long you've been in business that counts, it's what you've done in that time.
The important point to get across at the beginning is that you have a good track record. Once this has been



established, the rest of the brochure should aim to convince customers that your products are the best on the
market.

It is helpful with content to get inside the customer's head. If your audience is young and trendy, be creative and
colourful. As always, create a list of the benefits that potential customers would gain from doing business with you,
for example, product quality, breadth of range, expertise of staff and so on. But remember that it is not enough just
to state these; in order to persuade, they need to be spelt out. One possibility is to quote recommendations from
existing customers. This also makes the brochure personal to you, rather than it simply being a set of suppliers'
photographs with your name on the front.

At the design stage, there are many production features that can distinguish your brochure from the run of
the mill. You may think that things like cutouts or pop-ups will do this for you and thus make you stand out, or you
may think they just look like designer whims that add cost. Go through all the options in detail. One of them might
be that all-important magical ingredient.

13 What point does the writer make about brochures in the first paragraph?

A Customer expectations of them are too high.

B They ought to be more straightforward in design.

C Insufficient thought tends to go into producing them.

D Companies should ensure they use them more widely.

14 The writer's advice to companies in the second paragraph is to

A produce a brochure to advertise new product lines.

B use a brochure to extend the customer base.

C accept that a brochure cannot fulfil every objective.

D aim to get a bigger budget allocation for producing brochures.

15 In the third paragraph, which of the following does the writer say would improve the majority of brochures?

A better language and expression

B better overall appearance

C more up-to-date content

D more product information

16 In the introduction to a brochure, the writer advises companies to focus on

A their understanding of the business environment.

B the range of products they offer.

C their unique market position.

D the reputation they have built up.

17 When discussing brochure content in the fifth paragraph, the writer reminds companies to

A consider old customers as well as new ones.

B provide support for the claims they make.

C avoid using their own photographs.

D include details of quality certification.

18 What does 'run of the mill' in line 67 mean?

A eye-catching

B complicated

C stylish

D ordinary

(The art of persuasion), MitHIZEAR. XEEIE (persuasion) 55 HHEE, BEEEAREKITT 5T
Mt Cbrochure) A BEMK 51 A, 5 A2 V) 0 44 e I S 72 it

F-BolHiEE, s T E RO RASE, SEES R, NS KRR P&, R elItka
F—LLSCRR PR R, AR T A R4 B @ AT R R R S g T A E .

13 1) 28 — BL R B 6 T BT 5 2 A4 . B R RS JLA): businesses fail to ask themselves
critical questions like.... VA 17 3 O — 2L 0B 1 0] . WIXBUERT UE H, AEE VAR T & F M
M ERAE AN, WAEMTERNDE . TUERE C: WA HZEEIFA T . ARK, BERIE I



9, REUWE TSR FR. B WAXS, B—BIFAIRE design K. D 78 F 3 A 1R H.
T A ok 7 B AT

BRI E TR e R LR S R EN S TR MRS, RS AR
TIPSR RARE, FrLl Bt A AT REN S I KT A T 22, RAZI e H e R s i &k o7

14 B EF AR B P AR BSR4 . JRSCULIIIRBI I : There may not be enough money to meet all
three marketing needs, so the first task is to plan the brochure, taking into account the most significant of these.
ANFTREWE R PT A T# 2, B UM Se B iE f oG K ER 70, AR ) 75 ) 55 A 7 2RI 2« BRAR T NS AHEE HY
B C A E T AT RN E P HiR s,

BEBUREE SR BTN E EAESS (first task), $2th T IREAESS (second task): 8 & T N AR .
TE 95%MTEIL T, Al NGFEF Rt S T, BRAASHRA MR RN & UM NI EN S, 8o 20
SR T o A — N RH R ARAE T HIAE 5 P B O i o ) TR S B RO R
(A, B AE RIS SE BT e SR 15 I A Ak b

15 R VR AL 26 = Bt B A ME A FT LGS KER 70 ) 5 T ARAE AT N S MEEE, IRERBEREANMD Z
. & A 2R 1 () the majority of brochures K11, JESCH1323] In 95 per cent of cases, a company will hire
a designer to oversee the layout..... but they don't get a copywriter or someone with the right expertise to produce
the text.7£ 95%M1H L T A A RiFEE R IF AT E LR NE, XHH 95 per cent of cases T LUKV the majority of
brochures. get a copywriter or someone with the right expertise to produce the text, % —/NE M REM)) 5 X
TR CRANESCT, a2 A BT 5 4 135 5 FIER k.

SEVYBUCH 1 TR E A I () — L4500 . 25 7 SEFE E AN ARV BT A7 AE BN A], 177 2 Al i) 44 7 A+
M. PrUAE & MRS B, REZERZMVEMEG —MREFMI SR, —BiXEg ik, |&F
W AT PAEC) ) ik 2 FOARAE AR P o T 3 b i 1

16 M 72 S F MR Sl dEp B, AEE M AR @SR 4. JESCRE: The important point to get across
at the beginning is that you have a good track record.. i id X — B Bt 5 B R R B AE — A4 RIS 5% .
AL DRI UL A =] B AT @ LAk 4 75 o Joft ) LAME TR A A $2 8. S8 LB U 2T 5 F M AT
—UEE R, WA EAE 5RO R AT BRI I — e AL . A R EDN T B A B TELE U . IE T RE S
WAFZ I — S i X LT DM & T RAFIRA ANAG, T A2 HERIHE S R i R SR 548 B C 48 S ENE A i
I

17 B BN TS FMAAERHE S, /EENEVGEM 4. BEEFCIX 4 —4]: itis not enough just to
state these; in order to persuade, they need to be spelt out. VAV REFE RGN, RN T LAk, b7 Bk
VEANUCRH . il B IR UL N BT 75 B PR A SCRF . A RN D e $23, C AN, A2 Uik S (5 A A T Ay
M2 ARE R 2 FATIRE , ICEA R RS, & i

B — BRI BT B ST, FR R AR TR A A B AR T A . 18 REEEIR R BT 3
AT HAR, J5 SCJ2 1 “there are many production features that can distinguish your brochure from the run of the
mill." AR 2 A =R e LRI 5 7 DX 0 - AR Y, J5 3CH — > make you stand out, FfFIX RIS X, %
A S ) — 5 FAE X 7 BT LAk % ordinary .

JUABEALA 1] «

transpire: When it transpires that something is the case, people discover that it is the case. v A T4

spell something out: to explain something clearly and in detail

e.g:The report spelled out in detail what the implications were for teacher training.

track record:all the past achievements, successes or failures of a person or an organization .%iic %

AHEE5 VU4 @ TEST 3 READING PART 4

Online exchanges?

Online exchanges have emerged as some of the internet's best businesses - but also as some of the worst

So the internet hasn't revolutionised the (0).....A.... most of us buy petrol, or watch movies. But there is one
thing the internet does very well. It can bring together (19) ............ dispersed buyers and sellers to create active,
efficient markets where none(20)............ before. This facility has (21) ............ to the emergence of online
exchanges: retail businesses with none of the usual traders' risks - no merchandise, no storefronts - and with
nothing to do but take a (22)............ of each transaction that takes place on the site.

This may sound straightforward, but some high-profile online exchanges have(23).......... out to be major



embarrassments. One company, which tried to establish a central marketplace on the internet for auto parts, has
invested, in (24)............. a massive $250m and is (25)............ to stay in business. Another businessman, who
facilitated online trading in business equipment and supplies, (26)............ after he had lost $280m.

So what does a company need in order to be successful? You could call it good'market architecture' - a
structure that (27)............ the right business plan and top technology with good timing and the (28)............ of both
buyers and sellers.

Mike Pham's company, eStream, is an excellent example of one business that met these (29)............. Back in
1996, when Pham was looking for a loan, he didn't like filling in the same form every time he (30)............ to a new
lender.That got him thinking. Why not (31)............ prospective borrowers to complete a standard form and
circulate that to a number of lenders, who would then make an offer to the borrower, in (32)............ with each other?

Pham's company is doing well. Last year, eStream (33)............ more than 1.5 million loans on behalf of 170
lenders.

19 A largely B deeply C mainly D widely

20 A existed B occurred C happened D developed

21 Aled B brought C caused D resulted

22 A number B percentage C division D quantity

23 A pulled B made C turned D carried

24 A sum B total C amount D figure

25 A applying B exerting C struggling D forcing

26 A left out B gave up C drew back D ran down

27 A adds B connects C combines D links

28 A confidence B security C certainty D promise

29 A necessities B propositions C measures D criteria

30 Arequested B asked C applied D demanded

31 A attract B invite C suggest D recommend

32 A contrast B conflict C challenge D competition

33 A performed B dealt C handled D treated

(Online exchanges), fE£%5 5.

19 1, B 7 S EAMEM R R, RV Z B ZX AL RS T —#2. H widely dispersed.

20 /@, PARTMAKRAE/EIL . None existed before.

218, ZEREGEIFH L ST, lead to F3.

22 i#ii, take percentage of & /M A4, =EEEEZE—Hr. HHI4): | don't take a percentage of your
ad buy. 7£ K3 E H BX AUk

23 fl, turned out to be, [&E Ak, Z5H 2

24 [, intotal &3, [E e HE

25 @, MER B, RUFHLE. BEEEX ML T K. H struggle.

26 [, 3\ EF, X B2 major embarrassments, 25 FHR AL AR, BTN F
HAEBE TR, JEHESIX4 businessman 125 | 280m FIRHE, HLRIFEGEAR 7. H give up.

27 @, combine with, Zi&r. K IE0 R RV THRIRI TR AR 255 4 I AL SE SRS X E AT

28 [, KFMELFKMIMELE. H confidence.

29 @i, meet/satisfy/fulfil criteria 5 2 Ax#E, HRISCHI—MilA): To qualify for a grant, students must satisfy
certain criteria.

30 i, applyto 7EX B2 HiEM = E: to make a formal request, usually written, for something such as a job,
a place in a university, or permission to do something. & —~1%]: | applied to four universities and was accepted
by all of them. X ™) ) =5 JE I Ath AN 5 WCRE I R BT A Sk N IS 0 S ERORH [R] 7 A%

31 /8, X HEIEN invite, K —MAKE HER: to politely ask someone to do something. #L3i 1%
THRNMOESE . B TR BB CE S — DR R, SR RARAE A 3K B iE

32 /i, in competition with each other #HH.354+.

33/, 4ELT 1.5m [15EEK. H handle, deal [1iEZ0 with.



MR V%5 B8 TEST 3 READING PART 5

Summary of annual progress

0 | am pleased to report another year of progress by the company. This

00 performance has been achieved in the most toughest market conditions we have

34 seen for many years yet. It reflects the effort over the past five years that has

35 gone into transforming of our company into a highly competitive world-class

36 business. Since 2002, we have managed to improve almost double our profits, and this

37 increase in profitability has been placed us at the top of the global glass industry.

38 We have managed to succeed this in difficult trading conditions for a number of

39 reasons, the most important of which has been from our ability to stay ahead

40 of our competitors. We have refused to allow stand still and have continued to bring

41 out a number of new products, most of which are already on the sale in our key

42 markets. All this goes to confirm that the company's position as the recognised

43 industry leader in technical innovation. We realise that there is still much more to

44 be done, but we believe that we know precisely what extra this is and we have

45 already put into place organisational and technical changes to bring this about.

{Summary of annual progress), A4S, BAZE A R MFIEFEE B85 Re Bk s, A

34 @, yet —fRHEREANAE, MG EER, yet R

35/, transforminto, iA4ERL, FR{E.... 5. of ZR.

36 i, we have managed to improve almost double our profits, iIX~4]) T4 - 1~B & 417, improve A1 double,
iU —1N24%. {*HE improve 1%, almost AL EAXS, FrLliZ %% improve, E#:H double FRINfE .

37 @, XA TR E U ANE K C e AT A A E T AR IR AL E . am I SR 58 B
W H has been w2 i FAZNE ) — BEH72E. Tl been Z 4.

38 flil, succeed in [HE AL, this 24

39 @, fREEMEFRIBATNEE ) —BOE TN F. BN R4, A 721 from.

40 @, SXOEMAhEEIREH, =R T, BAEE A AR ERRNTELF A, stand still j2 5
A . FrblZ4 allow.

41 /8, onsale, [HEHE, FFEMER-. 4 the.
42 {5, R H that, M ZENG]. XA EIA RN BHiEE comfirm as, Rl AFEANTIL
A3k 22 (R A

43 8, IERA

44 i, what this is, RATHIFIKAITEX LA 4, extra ZR.

45 #, 1ERA

MBS V045 B8 TEST 4 READING PART 1

1 A cautious approach can be used when calculating what a company is worth.

2 Consider personnel issues so that you have sufficient resources to fulfill your objectives.

3 In order to know if you can make a return on your investment, assess how you can add to the company you
are buying.

4 Providing sufficient support for staff during the acquisition process can have a favourable outcome.

5 Take into account your long-term requirements to ensure you have the resources you need.

6 Even after investing some effort in the acquisition, it may still be necessary to withdraw.

7 Terms initially negotiated can be changed after the acquisition.

Mergers and Acquisitions

As Finance Director of plastics manufacturer VKT, Yvonne Maynart has overseen many successful takeovers

A

It is essential to build up a team to handle the acquisition so that your existing business can continue

uninterrupted during the deal. It also helps to operate with spare capacity so that you can transfer people during
the initial stages. A key person should be driving the acquisition process forward, although one person alone
cannot assume responsibility for a large deal. It is clearly vital to do thorough research when identifying potential



targets - but do not be afraid to walk away from a deal if you become aware of serious difficulties with a company
you are targeting.

B

To decide on the value of any target business, you must first determine what contribution your acquisition can
make to it. For example, you may be able to increase revenue through a more focused management team, or
improve margins through greater purchasing power and lower costs. At VKT, we base our valuations on
conservative assumptions - we also add in the risk element. This approach may be best, and it's worth
remembering that with listed companies, shareholders tend to have higher risk/reward expectations.

C

Developing relationships with finance providers is a key part of the finance director's role. It is important to
draw up a good business plan to ensure backing from lenders in the early stages of the acquisition. Your loan
application needs to be supported by detailed profit and cashflow projections. Make sure you factor in sufficient
finance to let the business develop over time, and allow for reinvestment. Here at VKT, we usually finance
acquisitions with bank debt in the form of a 364-day loan, which can then be refinanced at a lower interest rate
later.

D

If an acquisition is large, it can take years for companies to integrate. At VICT, we monitor all acquisitions
closely for at least two years, and the most important lesson I've learned is that a deal is only good if it is
beneficial for both vendor and acquirer. Change causes confusion, so it needs to be handled carefully. In order to
protect profits and grow the business, you need to minimise the impact of change and help the people affected
feel comfortable about it. When this is done properly, it can really boost morale.

X SCE R R T Y ) — 2o . — 7 B KR r Gt LIS AL th T B CIEE. A Bog B ] #ar
—MNRIARAFE B B, B R NRIESINOW AT o [RIINSE N LE K H AR BEAT R AR T, a0 SRR B
T FEAE Sl £ . B BUR PREAR PR B AROE A IANME, AR e RO BE N TS A A RE R TTER . RT R
I — AL R B B RS S, T DLd s 4 W SE ) AR A SR S R . C BRI SR BB 442
BTN RIFIR R, JRRE T R EAE 07— 2450 D B AT 5 (10— 225z o -1 B A 5 4k,
Bz KRB AF G e R

L, MU E AN E N E R T UCR FEE I . B BOR AT N E AR I 2, FTUABRTE B B
tidk . JEJH S JIX 4 —4%]): we base our valuations on conservative assumptions. AT E B Ak 2 i ST AR R 5T
R A2 EfY. X B conservative X} - cautious, base our valuations 5 & i1 5 /A & M -

%, BN (personnel issues) A3 URA LW B BT R H br. A BOZ YR8 b 89N 3R]
HERARMAEE ., FELEHEM A BIF LM A)1E: Itis essential to build up a team to handle the acquisition
so that your existing business can continue uninterrupted during the deal. It also helps to operate with spare
capacity so that you can transfer people during the initial stages. 7 1 B g 37— AN A e kb FH S {5 1575 58 5 19 1]
AT IR AT DLAS TR T ) 4 2 o et B AL RN B A 77 R 0 T R AR AT MEWTARPT BUE RS N R BB, X A6 I
22 S 2 HE N G, T 7870 B SRR SETL H Ax . 1K R 7 EIR AN B

=, BAEFEREAIRT ERBZ DR, PRSI E K A F A 4. XA RRYE, BEK
% — H) 1k . To decide on the value of any target business, you must first determine what contribution your
acquisition can make to it. [&] £ 1) & /8. .

SV, TR ot 1 AR RS I SCRE AT DL AR RAF S B XA R RR, %2 D B JE T
JL#]: help the people affected feel comfortable about it. When this is done properly, it can really boost morale.
B2 50 () N B &7 I — 28 X seg 23 b3 1, W DL RS

B, IR 7 R AE N DU DR B 77 I BT . B 52 C BtiX 4 —f): Make sure you factor in
sufficient finance to let the business develop over time, and allow for reinvestment. & {5 /5 ¥ 1\l K s 1] % Ji i 75
FERRE LR RSMANEN, FHAYHRE. X HEK take into account X} % T factor in, develop over time X i
T long-time requirement.

SN, BV RAERWORHRN T KBRS 2 )G, WA REA LEIRE . & %2 A B )5 —*): do not be
afraid to walk away from a deal if you become aware of serious difficulties with a company you are targeting. i
RARERE T B AR ERNAE, AZFERMNXERZ S BT X B walk away from %R T~ withdraw .



A, JEARE G RARIE A LA . BRI AR, & C Bl —5): we usually finance
acquisitions with bank debt in the form of a 364-day loan, which can then be refinanced at a lower interest rate
later. A1 138 & A H 364 RARAT SRk Z kG2 b7, H SR E PR UH — MR R 2 . SRR —FEm, B
BLE LA R

SBEALA: 1]«

Spare capacity: When a business is operating at less than 100% capacity, it is said to have “spare capacity”.
WEA RS .

Listed companies: a listed company is one whose shares may be bought and sold on a stock exchange.

LA,

e.g: Our shares are now listed and traded on the Toronto Stock Exchange.

Factor in2f.... 49 N\ ZIANEER K.

Withdraw CXIAFHEZ, 1B ARG, HE RS HR:

1. to take money out of a bank account, etc

e.g: You can use the card to withdraw money from cashpoints all over the world.

2. to stop giving or offering sth to sb

e.g: The drug was withdrawn from sale after a number of people suffered serious side effects.

3. to stop taking part in an activity or being a member of an organization

e.g: There have been calls for Britain to withdraw from the EU.

4. to say that you no longer believe that sth you previously said is true

e.g: The newspaper withdrew the allegations the next day.

BP0 %5 B8 TEST 4 READING PART 2

When two brands are better than one

Elena Alvarez takes a look at the effectiveness of marketing partnerships

In the corporate world, rivalry is more common than co-operation. But increasingly; companies have been
setting aside their differences; the new idea is that two brand names are better than one. Sharing databases,
strategies and communication systems can be the most effective means of attracting customers. (G ) This
partnership will give it access to the utility company's database of thousands of corporate clients, who will be
offered special deals on all its products.

The philosophy behind such joint ventures is simple. In economically challenging times, marketing
partnerships provide a cost-effective method of increasing brand awareness and sales. As one expert in the field
puts it, 'Clever marketing partnerships allow brands to target the right people, cutting down the above-the-line
spend.' (8) .....E....... It is better to simplify the
process and give them one focal point.

Recent research has indicated that marketing partnerships can be up to 27 per cent more productive than
single company campaigns.(9) ....... B..... In particular, it is ideal for bringing instant branding to companies that
lack immediate consumer appeal.

One well-established UK phone manufacturer, ITB, was quick to realise this, and formed an alliance with
7alfc a leading women's magazine. The phone company has benefited from the strong branding of the magazine,
which has its customer base among professional women in their early 20s. (10) ....D........ This combined
approach also offered ITB a quick route into image enhancement, and this is true of many other marketing
partnership deals. To give another illustration, it is no coincidence that some well-known cartoon characters are
currently enhancing the image of Nasco household cleaning products.(11).....F....... And, of course, this strategy
should also guarantee that consumers' children insist on these products rather than rival brands.

However, while association with a powerful brand can give a significant boost to sales, being connected to a
devalued brand can have a negative result. The problems of one brand inevitably impact on the other in a
partnership.(12).....A....... A company may take years to recover from this sort of bad publicity. Indeed, there are
numerous examples of disastrous marketing alliances. In such cases, not enough thought has been given to the
partnership and the reasons behind it, and it has brought little value to either the customer or the companies
involved.



A In such circumstances, the effects are frequently major and can be long-lasting.

B Some experts therefore predict that this style of marketing will take up an increasingly large proportion of
many companies' total marketing budgets.

C Successful marketing partnerships can consequently bring a financial advantage even to small and
struggling companies such as these.

D In return, its partner enjoys a broader distribution platform from which to promote its brand.

E With only a finite number of consumers in any target market, there is no need to overwhelm prospects with
competing messages from different organisations.

F These are fairly standard items, but clearly the company hopes to transform them by broadening the
associations consumers have with the brand.

G For example, Profit Plus, a large UK financial services company, has recently joined forces with a leading
supplier of electricity.

X & 4N (When two brands are better than one), FiANSh s T —4, PHIEHHE1E (marketing
partnership) 4FAb. 25 —BUSIRRXMEIER LA, FTAZEEE . RRMZm RSt . =BEERTaE
I, B (R TIT 325 VR P LAASE it T v IE A I H AR AHE S [RIINFR 2 7 2803 o 58 DU BUR A1 48 S SR B WX b 5 2
ERARTXH, BB S — MRS EEERE R

)V B BT v i AR T — FhER i R A BE AN A ARG R k. R — N R R IR T
W B AR AT DS it RO o 5 R AHE, JFHEIR R B3 58\ 1 T Ul A R ) b 2 LU o BN IX — B R AE VR 1T
ARG, WNEE EE, E RBOEHENE T, (B E LY N A T EE S E— ER1s R
AAEBRMWE S, WA DL EE S A FE RPN 555 B 77 2R AR ER P o E 30ER MR RIE M 17 356 1F
AR TN . prospects 761X LB ER = A,

XA AR B DLHERR R A . R H 4@ i LA T, IR ZARA AR RESSE, AR B . i AW
in such circumstances, B [f] therefore, C [{] such as these, D [f]in return, F [f] these. 15 ZikFix Lk I,
LTS AN RS .

FIUE. AT AU TG AR LA AR BT BCRSE E T 27%. B IEIUG IR /& N A 1L 2 %17 therefore
HRe AR B — B X R HENX Fh T 1 R RUAEAR 2 A RS T P b o5 4l 1 B EOR B s . ANik A, BN
HITH - 3EH 5 the effects AN % .C ANk, |30 A %] companies such as these, D [ in return 1 F [¥] these
HAVLAC .

FHl. X—BRUNAN AR T GRG0 — B U, — TR A — N R ENEE. 5B
TR LA 7 A E R SRL S A R . X — WS A — this combined approach, MWIW% EE&, 51
7 Z BN AR R W AN TFALA 7 & B3RS . D IGBIH N A S 2VIE, 4l in return ATV —PMNERE 5
ENEIER, EREIEEMA T —NERET MR FE, JFAAhRE 1 s 4 .

Ft . X RIS — T, — LA R8P R IELE R Nasco X FlTE 7 i IE 4 . ik
S UL K A i A R EAE AR A 7 S E . 1X— 28 1 5 2 P XM s A A A 4F ik o BT UK — 78 BOZ N
MAF KEERRR . AR, F RN EVIG: X LEH AR SRR 07 5, (B AR IR 2 w) 2 AR i o7 2
R L2 TR R R SR AT — 6038 . These are fairly standard items, i /)& X 26 58 F & T8 77 dh o

ST R Ja — BOUR R AN — AN AR B A R BT R R IR . AT 1A T3 S s 2 £ (inevitably
impact on the other), % )5 A —1> may take many years to recover, AN iZi% A, A [f] the effects 1E &%t
LT HITH ) impact: ERXFRELL T, XLEFZIIE AR R I H R 8R A

e A T prospect

TEM S5 oiE B, XA H CREN S L BIER.

a person, company, etc. who is a possible customer

e.g:We follow up the most likely prospects first.

AHEE5 V0% @ TEST 4 READING PART 3
Speaking Your Customers' Language
Modern international trading practices are highlighting the growing importance of language training
Modern-day business really does transcend national barriers. Thanks to sophisticated IT and
communications systems, businesses can now market their products on a truly global scale. The world is



indisputably becoming a smaller place, as service and manufacturing companies search the international
marketplace for new suppliers and clients. Businesses must, however, be aware that once they expand the area
in which they operate, they face increased competition. The standard and quality of their goods become
increasingly important in keeping up with competitors. But most of all, it is the service element accompanying the
goods which is crucial to a company's success in a particular market. This new philosophy has led to many
companies, some of which have even offered products of a lesser quality, gaining success overseas.

Although globalisation may, in some senses, have brought national economies closer together, societies
around the world still have radically different expectations, processes and standards. These are not a function of
economic change, but are more deep-rooted and difficult to alter. They can be a major problem for businesses
expanding abroad, with the greatest obstacle of all being the language barrier. If you have to deal with clients,
suppliers and distributors in a range of countries, you will not only need the skills to communicate with them, you
will also need to reconcile any national biases you have with the diverse ways of doing business that exist around
the globe.

The value of effective communication is not to be underestimated. New technology such as
videoconferencing and email has played a part in making the communication process easier, and it may also be
possible that the introduction of language interpretation software will help with some global communications
problems. But, of course, it is the human element of the communication process that is so vital in business,
especially in negotiations, presentations and team-building. It is essential for managers to meet regularly with
staff, customers and partners, so that issues can be discussed, messages communicated and feedback obtained.

The value of well-organised language training is immense, and can bring benefits to all levels and
departments within a multinational organisation. Unfortunately, however, many organisations have a very narrow
view when it comes to training of any kind. Often, an urgent requirement has to be identified before training is
authorised. Then, a training company is employed or a programme is developed in-house, the team is trained,
and that is seen as the end of the matter. However, the fact remains that training programmes are effective only if
they are relevant to a company's broader, long-term needs. They should be regarded as an investment rather
than a cost.

Changes in expectations and attitudes are certain to continue for companies that trade globally. Although
such companies are not yet faced with their international partners and clients demanding that business be
conducted in their mother tongue, they realise that overseas competition is increasing fast. If these companies
want to continue to achieve success on the international trading circuit, they must be prepared to adapt to
situations and speak the local language. If not, someone else will.

13 According to the first paragraph, improved communications have enabled companies to

A offer a wider variety of products and services.

B expand beyond their domestic markets.

C perform better than their international competitors.

D open more manufacturing facilities abroad.

14 Some companies have succeeded at an international level even though they have

A produced inferior goods.

B failed to adapt products for local markets.

C ignored the standards set by their competitors.

D reduced the standard of the service they offer.

15 Approaches to doing business vary between countries because of

A local economic considerations.

B the existence of cultural differences.

C strong wishes to remain independent.

D regulations about business practices.

16 The writer thinks that the use of modern technology will

A speed up the process of language interpretation.

B never replace the need for face-to-face interaction.



C help solve the problems involved in maintaining strong teams.

D not lead to greater communication between companies and clients.

17 A common weakness of training courses is that they

A are developed by the wrong team.

B do not give good value for money.

C are provided only if there is an immediate need.

D do not deal with a company's specific requirements.

18 Why should companies do business in the language of the countries they are operating in?

A to prevent other companies taking their business

B to help them find new international partners

C to meet clients' current expectations

D to become more aware of their competitors' activities

(Speaking Your Customers' Language), W& G T o Xis CEGRIA 7 &SN Ul 24 il 5 1 B 2
P, BRiERE, HFRBEH.

13 B, AR S — B, BGERAERE ] DME A R B AR B SRS — B )1l Thanks to sophisticated
IT and communications systems, businesses can now market their products on a truly global scale. /S % 1) IT
AR RS, AL ] PIE— AN IR BRI IR R AT i . Globe AN KGN, 1 DUBAEF|
AT, 13 I B Wi 61X ANl EEN TS AN P9k . AR C #RAAHRE], D AX, Hif /AL
TERFAN K, WA REITE Z A= Bk .

14 8, P — 28 7 A DAAE [ BRoKF B sy, BIEREATE AR 1. HRAES —BH&EJLA): This new
philosophy has led to many companies, some of which have even offered products of a lesser quality, gaining
success overseas. X HT Y 7 FHUR 2 A R 1AM ST, BT i) — e ft Rt | — o hg 22 fii A )
mi o XX HUBT ) S R AR AT T FE B AERy E T EIRSSHEBE - A R B R EE N B %R ARRX—a)EEMEYE: K
P . X B inferior goods tH /2 J5i 3L products of a lesser quality .

15 8, AR [E B A B T EA FE R R4 B R BTk —BLiE: Although globalisation may,
in some senses, have brought national economies closer together, societies around the world still have radically
different expectations, processes and standards.tt 7 & i3 & i A [F KA EE . ol FEMbRAE . S5 1 IR B T — 5]
“You will also need to reconcile any national biases you have with the diverse ways of doing business that exist
around the globe.” /R £ A [ A A A= = 0 U7 2ok 5 RO DA AR X — BB AR o (il 22 e Iy 3L O Ay
PR T WBEAEIES, & B, JEEE U2 R MAETE.

16 8, FEEINAMAREARKMEHSEAR. KBk A, FL EX—BREEEE =ZBMNEER, EE24
SRR RE T MR I . BT BT HAR, PR SR B Tl , 2> i BT i B . 9 HAE & B

(language interpretation software) <5 Bhfif ik —LEHPRig@ A& f510— 4 BUT, A HIE#/R 7ESR, UWEN
Wi NREH R EXREEN . “It is essential for managers to meet regularly with staff, customers and
partners”, SEA1E M WA T & FEEERIRA BB, WIX—a) 0] DUE RS R IESEE, 2 B EmipT
YL LA A K I TEvE B AR IR T B3 R 227, Ak A, ZECH BUT G4 B2 EE ARAW AL miH AR
speed up FHAREE IR MER .

17 8, EEYIEREE I — AN W55 R4 . BRAEFEVIE: Often, an urgent requirement has to be identified
before training is authorised. fifi A7 I8 V) K 75 Z 0 Bl 4 s glftbite . WX —BUs MM SCE i DA H, 1EFH MRS
AN L 2], TR RG AR 2 7] OL 7 A R AR A R . bl C, 1EFH AR EERA Y
RN A S RAEES) . X B immediate need k2 Fi T 14 Y urgent requirement.

18 i, 0] Mt 42w s B AR AR 7 B 5K 1038 5 R . B R — B, HIRWIE: demanding that
business be conducted in their mother tongue, they realise that overseas competition is increasing fast.. %% /%
SRAATIfE FHBRE, XU A A RN BIREA SE IR Z . I i 5 —H): If not, someone else will. W1 At AT TAN i 2
HPE S, HMASUR. 2R W RARAMEH S s S e R, HAAN B ARZ 1. A RIS 25 &4
BB PR AR A T AT AT 5

MBS0 %5 B 5 TEST 4 READING PART 4

Another successful year

The UK-based agricultural and garden equipment group PLT has had another successful year and is looking



forward to the future with confidence. The group, which also has distribution and fuel (19),has enjoyed record
profits for the fifth year in a (20) . Pre-tax profits for the year (21) March 31 rose by 24 per cent to £4.2 million.

Total group sales (22) by five per cent to £155 million, with the agricultural business delivering yet another
record (23), despite the somewhat difficult trading (24) in the industry. Sales in the garden equipment (25) were
slow in the early months of the year, but increased dramatically in the final quarter.

Chairman Suresh Kumar said, ‘It is my (26) that we have continued to grow by (27) our customers well. | am
delighted to (28) the continued development of our customer (29) and | would like to thank all our customers for
their (30).As well as an increase in customers,our staff numbers also continue to grow. During the year, we have
taken(31)58 new employees, so that our total workforce now numbers in excess of 700. All of the staff deserve
my praise for their dedication and continued efforts in (32) these excellent results.’

The group has proposed a final (33) of 9.4p per share, bringing the total to 13p for the year.

19 A commitments B interests C responsibilities D benefits

20 A row B series C line D sequence

21 A completing B closing C finalising D ending

22 A extended B lifted C expanded D climbed

23 A display B production C performance D demonstration

24 A conditions B features C states D aspects

25 A part B division C component D side

26 A certainty B thought C belief D idea

27 A caring B dealing C providing D treating

28 Ainform B notify C comment D report

29 A source B base C foundation D origin

30 A support B favour C assistance D service

31 A up B back C on D over

32 A winning B gaining C achieving D earning

33 A dividend B recompense C return D interest

Xfe— RGN CE, Y T — AR —FERDLSURE, TR E A

19 /@, interests 721X BN VA ELECRIIR, AN MR, T2 AL, AR IR :

1)Something in which such a right, claim, or share is held:

BLas s BB HIE Y -

has interests overseas.

AHEH R

2)A person or group of persons holding such a right, claim, or share:

SN E RN W TIPSR

a petroleum interest.

vepliNlZEy

20 &, REREERESTFENEENCTK, inarow B ERE, ELLLIRM, ELEART: inaline Zl—
.

21 /8, ERATNEEE 3 H 31 HIGK T 24%, 1A%F] T 420 Ji %% . the year ending March 31, &/xPL 3 H
31 K&k

22 i, BRI R, SEMEK T 5%. climb A —FAVEEIBHEBUK PR K to increase in number, amount,
orlevel). #l#]: The temperature has climbed steadily since this morning.

23 Fl1 24 5, BAREENTILRIR GO IUIR A 3E, {H & agricultural business €& T % — NIk FI R I

25 i, garden equipment division [Ek ¥ &&. #2= H AT, XA division B4 25 —IRIESE R IH
THHIT .

26 127 /8, ltis my belief that FAHIE . IARMEZ BRI AT 120 7 BT ASRATT A SRR SR K

28 [, RS R S ARSI K. e EERTDAERR C, AN B #f2 i U@ AT, & D, s

29 /i, customer base %7 HEL, XWCOARE IRFER T .

30, MAYRREL, BRI S



31/, T 58 At . take up Hi¥E, Fid, 4k4E, JFIAMNFEL, take back &[8], ilnl; take on —
e 2 BE, AR EE @I to start to employ someone), #il%]: We're taking on 50 new staff this year.take
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The Myth of the Paperless Office

0 The concept of a paperless office grew with the advance of technology. It was

00 widely been claimed that as email became commonplace, people would stop

34 writing memos, keeping bulky files and bringing piles of paper to the meetings.

35 But the reality has in fact been quite the reverse, and paper, having already

36 survived five thousand years of technological change, and has proved remarkably

37 resilient. Worldwide, the amount of paper used for each year continues to

38 rise up, although statistics now show a slight reduction in the amount

39 it consumed in the UK. So, has technology failed in its aim to end the use of

40 paper? Max Bray, a business lecturer, thinks office workers still distrust computers.

41 ‘Technology is unreliable in most of people's eyes,’ he says. 'If you are sent an

42 important email, you are likely to print it, because there is always the

43 fear that it might have get deleted.’ In contrast, Paul Blunt, a marketing

44 manager for desktop products, who says there has been significant progress in

45 automating a wide range of tasks, even though the transition between has been more of an evolution than
a revolution.
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