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1. Look at the following logos of some renowned companies, and discuss the questions
with your partner.

m‘m ‘

1) What company does each logo represent? What type of company does each of them belong
to? (e.g. multinational corporation, private limited company, holding company, etc.)

2) Can you add to each type more companies with which you are familiar?

3) Besides the above, what other types of companies do you know?

4) What type of company would you like to work for? Why?

2. Work in groups. Try to name the leading companies of the following business sectors,
and discuss about the competitive edges of these companies.

Telecommunications

Retailing

Banking

. Transport
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Business sectors Leading companies § Competitive edges

Information technology

Food and drink

Vehicle manufacturing ‘
R

|

|

Tourism

asmmms» Reading

Preview: How did a seller of cheap goods become the mightiest global corporation? The growth of
Wal-Mart goes something like this: in 1979 it racked up a billion dollars in sales. By 1993 it
did that much business in a week; by 2001 it could do it in a day.
It's an amagzing tale — one that drove Wal-Mart from rural Arkansas, where it was founded,
to the top of the Fortune 500. Sam Walton, Wal-Mart's founder, pushed sales growth
skillfully while squeezing costs with sophisticated information technology. He encouraged
employees to sell better. Wal-Mart is the largest corporation in the world, but what has really
changed in corporate America since 1955 are the important five small words:“How may we
help you?”

Wal-Mart ': From Folk Hero to Corporate Monster
By Mallen Baker

[1] Few companies attract as much emotion as Wal-Mart. In a short time it has become the
biggest and the most successful of its kind, striding across the world as a feared giant, the symbol
of all that epitomizes the uncaring corporation. It has achieved this unprecedented success by
single-mindedly and skillfully pursuing the lowest prices.

5 [2] Many trace the birth of discount retailing to 1962, the first year of operation for Kmart?,
Target® and Wal-Mart. But by that time, Sam Walton’s* tiny chain of variety stores in Arkansas’
and Kansas® was already facing competition from regional discount chains. Sam traveled the
country to study this radical, new retailing concept and was convinced it was the wave of the

future. He and his wife, Helen, put up 95 percent of the money for the first Wal-Mart store in

'Wal-Mart / 'woil mait/  R/RHE, HRHNAEEERELEMER

*Kmart/ K'ma:t/ PLOEAR, ZEEELAL, BNETHTELHEME
Target/'taigt/ EHAEAT, XETEVMSL, AERARANEERSNT
4Sam Walton / 'seem ‘wotlten/  [U## - iR/R#, KIRFAEIEHA

5 Arkansas / ‘a;k(@)nsot /. FIE M (EH)

¢Kansas / 'keenzes/ HLEENTMH GEE)



Rogers', Arkansas, borrowing heavily on Sam’s vision that the American consumer was shifting to
a different type of general store.

[3] As a man with few pretensions, Sam Walton sought to become successful in retail by
cutting out middlemen and selling goods to the public at the lowest possible prices. Walton’s
early stores were phenomenally successful because there was a huge market of relatively poorer
people in the out-of-town communities in the United States who embraced the opportunity to
own the clothes and other goods that would otherwise have been out of their reach.

[4] In the early days, it was a real underdog story. The established retailers did their best to
undermine and punish the upstart who challenged what had become a comfortable, closed shop.
But Sam Walton, the eccentric who even once had become a billionaire still hauled his gun dogs
about in his beaten-up truck, was indefatigable in locating people who would sell to him at rock
bottom prices.

[6] The Wal-Mart approach didn’t seem to be predicated on simply making the biggest
profit. Clarence Leis® noted in Walton’s autobiography: “Sam wouldn’t let us hedge on a price at
all. Say the list price was $1.98 but we had only paid 50 cents. Initially I would say ‘Well, it’s
originaily $1.98, so why don’t we sell it for $1.25?7” And he’d say ‘No. We paid 50 cents for it.
Mark it up 30 percent, and that’s it. No matter what you pay for it, if we get a great deal, pass it on
to the customer.”” Uncomfortable though it may be for many anti-corporate warriors, such an
approach is considered by many customers to represent the front line of social responsibility.

[6] In addition, the success of Wal-Mart lies in an understanding of what consumers want
from a retailer. “The secret of successful retailing is to give your customers what they want, ”
Sam wrote in his autobiography. “And really, if you think about it from the point of view of the
customer, you want everything: a wide assortment of good quality merchandise; the lowest
possible prices; guaranteed satisfaction with what you buy; friendly, knowledgeable service;
convenient hours; free parking; a pleasant shopping experience. You love it when you visit a store
that somehow exceeds your expectations, and you hate it when a store inconveniences you, or
gives you a hard time, or pretends you’re invisible.”

[7] While other discounters such as Kmart quickly expanded across the country in the
1960s, Sam was able to raise the funds to build only 15 Wal-Mart stores. Wal-Mart got the boost
it needed in 1970, when its stock was offered for the first time on the New York Stock Exchange’.
The public offering created the capital infusion that grew the company to 276 stores by the end of
the decade. By focusing on customer expectations, Wal-Mart was growing rapidly in 11 states.

[8] In the 1980s, Wal-Mart became one of the most successful retailers in America. Sales
grew to $26 billion by 1989, compared to $1 billion in 1980. Employment increased tenfold. At
the end of the decade there were nearly 1, 400 stores. Wal-Mart Stores, Inc.* branched out into

'Rogers/'reudzaz/ BN, FEME ML, SFKEAHKERHMI L
2 Clarence Leis / 'keerans'lers/ e Hi-EW, K/RE—THER

*New York Stock Exchange #I4iF5HZ 5T

4 Wal-Mart Stores, Inc. FK/REHREGRAF
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warehouse clubs with the first SAM’S Club' in 1983. The first Supercenter, featuring a complete
grocery department along with the 36 departments of general merchandise, opened in 1988.

[9] Today, Sam’s gamble is a global company with more than 1.8 million associates
worldwide and nearly 6,500 stores and wholesale clubs across 15 countries. Wal-Mart has become
a textbook example of managing rapid growth without losing sight of a company’s basic values. In
Wal-Mart’s case, the basic value was, and is, customer service.

(748 words)
From Business Respect

\

stride / straid /
v. walk with long steps; pass over in one step K% it
epitomize / rprtemaiz /
v. contain or express in brief the whole of; be a perfect example of K- 45 ; HEHAIL
unprecedented / An'presidantid /
a. that has not previously occurred BTFT KA K ; ZSHTM
single-mindedly / 'smgl'mamdidli/
ad. wholeheartedly, with one’s heart and soul .03 E#
radical / ‘reedikl/
a. advanced in opinions and policies ¥ # f
pretension / prrtenfn/
n. the unwarranted claim of great merit or importance H 1, B AN
middleman /'midimaen /
n. a trader who handles a commodity between its producer and its customer = 8] &
phenomenally / fa'nammalz/
ad. remarkably; extraordinarily 3 FLit; JE% #
embrace /mm'breis/
v. make use of; take advantage of (an opportunity); accept an idea, a proposal, a set of
beliefs, etc., especially when it is done with enthusiasm I{EWBLL); KRS
underdog /'Andadag /
n. a person in the process of being losing or defeated in a fight or a contest; a person who is
in a state of inferiority or subjection 35k WM # ; kb FL &
undermine /. Anda'mam /
v. weaken gradually; ruin ZHTHI55 ; BEIN, R
eccentric  / 1k'sentrik /
a. (of a person, behavior) habitually unusual; odd (A . 178%) HRH,; RLH

\ haul /hoa:l/ j

'SAM’S Club  LL#4: i, SR EIR/R I I 04 IRZS RlH— 43 ST HLA




v. pull or draw with force F 71 sl $i
beaten-up
a. shabby; damaged by overuse; worn out 4E A REHY; BRELH, BIHK
indefatigable / indrfeetigabl /
a. unable to be tired out; untiring AR ; ANJEABEH
autobiography / .0:tebarpgrafi/
n. the writing of one’s own history; a story of a person’s life written by himself or herself 8 %
hedge /hed3/
». minimize or protect against the loss by counterbalancing one transaction, such as a bet,
against another 5 [ 3K 3& ARG 1 &
assortment / @'so:tmant /
n. collection of different things one class or of several classes J& T — R A M & A Y &
ZESE
merchandise /'m3:tfendamz/
n. goods bought or sold 7 &4 ;
exceed /1k'si:d/
v. pass beyond i, B
inconvenience /.mkan'vi:nians /
v. cause difficulty, discomfort, unfitness, etc.ff BB ;, BE] H X
boost /bu:st/
n. a push; a promotion -, &E&
v. increase;raise; stirupenthusiasm for; promote vigorously 381, & ; ik, #E...--MH
15, A THER v
tenfold /‘tenfauld /
n. ten times 1%
supercenter /.su:pa'sents /
n. a very large discount department store that also sells a complete line of grocery
merchandise A& .0 ; EHERRIFHH/DEIEHEIER KK HRHEF R
— X TH BRIRF B E
associate / @'saufrert /
n. person who has been joined with others in business undertaking; partner 3t [7] 4§ &,

\ %H(}\ _ J

folk hero
someone that people in a particular place admire because of something special they have
done [ [B] A

Companies
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corporate monster
a corporation that conducts strongly unfavorable and avaricious business practices, and
sometimes intends to force many small businesses to go defunct, and is usually auti-union or
auti-competitive £ B 3k

variety stores

shops selling many kinds of small items /NA R HJE ; FIE
put up

provide (money) as backing for an enterprise #24t (¥4 )
cut out

defeat; eliminate (a rival in competition) (ZEZEFH) HBXF; HHXIF
closed shop
a workshop or other establishment where only members of a trade union may be employed
BETLE5RFH REAX-TSSRKRE
gun dog '
a dog trained to retrieve for a gamekeeper or the members of a shoot J§ KX
rock bottom price
the lowest possible price 15 i #%
predicted on
based on {f & F
pass ... on to
hand or give sth. (to sb. else), esp.after receiving or using it oneself ¥ 1% . 4 (FEAN)
anti-corporate warriors
B2 R R B R
front line
the most important, advanced or responsible position REE , BREIEWHFERKIIAE
lie in
depend on; rest or centre in 7£ T
capital infusion
the pouring in of accumulated wealth %% & 7 A
branch out
(of business, firm, etc.) expand in a new direction, open new departments or lines of activities

($AF . L FEFE) MEFRITELE, VREHE

lose sight of
overlook sth.; fail to consider sth. ZB K% B FH

wholesale club
a retail store that sells a limited assortment of merchandise to customers who are members of
the club #it & X & ft )5

warehouse club

a giant stare that sells merchandise in bulk at low prices, and in which customers must buy

a membership in order to shop BHERXEFHEHIE, KBETERE J




1. Answer the following questions with your partner.

1) How did Wal-Mart achieve its unprecedented success?

2) When did discount retailing come into being?

3) What challenge did Sam Walton’s chain of variety stores face in 1962?
4) What kind of strategy was adopted in Walton’s early stores?

5) According to Sam, what is the secret of successful retailing?

6) How do customers feel about the Wal-Mart approach?

7) What happened to Wal-Mart in 19707

8) What was the prominent feature of the first Supercenter?

9) How big is Wal-Mart today?

10) What is the basic strategy of Wal-Mart?

2. Discuss the following questions with your group members.
1) The writer refers in the title to Wal-Mart as a “corporate monster.” How do you understand
it? What points and evidence might you provide to support your understanding?
2) Recently Wal-Mart has embarked upon an environmental effort, building more
environmentally friendly stores and encouraging the use of energy-efficient light bulbs.
How do these efforts fit with the corporate strategy described in the reading?

3. This passage can be divided info three parts. Work with your partner to complete the
outline. Part of it has been done for you.

i
Parts i Main ideas
Part | ‘ ,
| Introduction:

(Para.l) |

Part 1l ‘ Factors determining the success of Wal-Mart:
ar - - = — :
« i1
(Paras.2-6) | ) : == - — — —_—
| 2)
Part [II

(Paras.7-9)

1. Use the words given below to write sentences with company or a paragraph concerning
company.

Companies



involve
strategy production goods
insurance complicated
operate multinational
service achieve sell
goal

2. Fill in the blanks with the proper forms of the words or phrases given in the box.

assortment borrow on guarantee pursue  radical pass...on to
convince epitomize gamble putup  stride undermine

1) Automation isn’t a (n) of customer satisfaction, even if it does improve
productivity.

2) The company is planning to a considerable sum of money for an important sales

campaign to promote their latest product.
3) In contrast to many relatively cheap fashion clothes, young people are generally

products with global brands when it comes to jeans.

4) We have a natural tendency to blame other people for failures, rather

than attributing the poor performance to external and contextual factors.

5) No matter how we call it, the service economy, the information age, or the knowledge

society, a new era that a fundamental change in the way we work, is upon us.

6) After having studied a large number of organizations and leaders, John Gardner was

that there were some qualities or attributes that did appear to mean that a leader
in one situation could lead in another.

7) Global markets offer greater opportunity for people to forward into more and

larger markets around the world.

8) Global disapproval of US foreign policy has become so intense that it is spilling over and

the image of US brands and culture.

9) Don’t things that you don’t believe in and that you yourself are not good at.

10) This plaza deals in famous-brand Chinese and foreign products in great and
gives good services.

11) They had financed their company in a most honest and simple way; and they were
desperately opposed to the financial banditti whose purpose was to transform the
telephone business into a cheat and a

12) The new economic reality should be investigated in terms of shifts in the mode

of production rather than a shift in sectoral composition of the economy.



3. Rewrite the following italicized parts by using the appropriate words or expressions from
the text.

1) Microsoft has never paid little attention o the notion that if you give people the right
tools, they will do new and exciting things.

2) Successful strategies are based on a thorough understanding of the capabilities of the
business relative to the competition and the strategies, objectives, and intentions of the
competitors.

3) Nike tells young people everywhere to surpass themselves, to go beyond the confines of
their race and culture.

4) The pizza ad in the newspaper indicates that you can buy all kinds of the advertised pizza
at reduced prices.

5) Business keeps moving faster and you’d better make untiring efforts to keep your strategy
in line with changes in the business and its environment.

6) The friendly transaction reflects just how much the balance of power has moved from
makers of consumer goods to giant discount retailers in recent years.

7) Wal-Mart, in fact, is the first service company to rise to the top of the Fortune 500, which
has never occurred before in America.

8) We're already on the way to expand into an economy that is full of new participants:

agents, objects, and machines, as well as several billion more humans.

1. Translate the following paragraphs into Chinese.

Few companies attract as much emotion as Wal-Mart. In a short time it has become the
biggest and the most successful of its kind, striding across the world as a feared giant, the
symbol of all that epitomizes the uncaring corporation. It has achieved this unprecedented
success by single-mindedly and skillfully pursuing the lowest prices.

As a man with few pretensions, Sam Walton sought to become successful in retail by
cutting out middlemen and selling goods to the public at the lowest possible prices. Walton’s
early stores were phenomenally successful because there was a huge market of relatively poorer
people in the out-of-town communities in the United States who embraced the opportunity to
own the clo thes and other goods that would otherwise have been out of their reach.

2. Put the following paragraph into English, using the words or phrases given in the box.
Change the form if necessary.

lie in offering boost shift value

merchandise pursue embrace focus on convinced

Companies



