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O the fall of 2008, the credit crumeh, which had emerged a
Jittle more than a year before, developed into Wall Street's biggest
crisis since the Great Depression. @ As hundreds of billions in

mortgage-related investments went bad, mighty investment banks
that once ruled high finance have crumbled. ©The nation’s largest
insarance company and largest savings and loan both were seized
by the government. @1n response, the federal government adopted
a §700 billion baileut plan meant to reassure the markets and get
credit flowing again. @But the crisis began to spread to Europe
and to emerging markets, with governments scrambled to support
banks. broaden guarantees for deposits. @The roots of the credit
crisis trace back to another notable boom and bust: the tech bubble
of the late 1990's. @When the stock market began a rapid decline
in 2000 and the nation slipped into recession the next year, the
L Federal Reserve sharply lowered interest rates o limit the economic
damage. @Lower interest rates make mortgage payments cheaper,
and demand for homes began to rise, sending prices up; in addition,
millions of homeowners ook advantage of the rate drop to refinance
their existing mortgages. @As the industry ramped up, the quality
of the mortgages weat down. @And twrn sour they did, when home
buyers had 1o leverage themselves to the hilt 1o make a purchase,
default and delinquency rates began to rise in 2006. but the pace of
lending did not sfow.

Adapted from The New York Times
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518 | The government has fo calculate the
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© 1t is the third task that is being neglected. Publicly.
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©1n order to succeed in today’s global marketplace, a
company must be able to quickly identify and exploit opportunities
wherever they occur, domestically or internationally. @A comparny’s
managers are forced to make choices regarding what to do, and what
not to do. @Different companies make different choices, and those
choices have implications for each company’s ability to meet the
needs of customers and create a defensible competitive position
internationally. @ Without adequate planning, managers are more
likely to make decisions that do not make good sense competitively,
and the company’s international competitiveness may be harmed. ©Many
international firms have found it necessary to institute formal global
strategic planning to provide a means for top management to
identify opportunities and threats from all over the world, formulate
strategies to handle them, and stipulatehow to finance the strategies’

implementation. @ Global strategic plans not only provide for
consistency of action among the firm’s managers worldwide but
also require the participants to consider the ramifications of their
actions in the other geographical and functional areas of the firm.
@ These plans provide a thorough foundation for making decisions
regarding what resources and competencies to develop, when and
how to develop them, and how to use those competencies to achieve

competitive advantage, @ Global strategic planning is the primary

function of managers, and the ultimate manager of strateglc plannmg
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and strategy making is the firm' s chief executive officer.
Adapted from International Business |

o In order to succeed in today’ s global marketplace, a
company must be able to quickly identify and exploit oppor-
tunities wherever they occur, domestically or internationally.
AR TES EHLHRTHIRERY, ZTRNSEEAZE
BR_EAEHHE, WpmREMIRRIFHRAEE.

() succeed [sok'si:d] v. %K, ##, A¥
_‘Ejﬁj’ The board picked the finance director to succeed the retiring
general manager. ¥ FA£HEM 5 T FRBEAKE BEGLE,

O global ['glaubl] adj. #R#, &3
_‘@E_J Our global advertising scheme has boosted our business
growth, FATAHPERY S & RIRET A 504 X Ko
¥5iE | @ global operator 22 EkIEZE /4 F] @ global sales EoCiEl
@ global strategy 2FRHF M

[0 marketplace [ma:kitpleis] n. 7%, 7%, %%
jﬁﬁ_J The company’s market share is 48
percent in the marketplace. iX %/ 8] #9
& A FRABD.

EE_] @ international marketplace E PR %
@ corporate marketplace {1 %

O identify [ar'dentifai] v. 25, #%E
_E_ﬁ_’ By shipping marks, the importer, the customs authorities
and the clerks on the piers can identify the packages very easily.
BT AR, Bl $EEAFDL LY THARESR
EHRSHE KM




@-ﬂ @ file identification SC/FiR 3
@ identification tag IR AIFREE

(J opportunity [opa'tju:nits] n. B#L, e
_‘%_ﬁj Sales are an excellent opportunity to buy quality goods at
reduced prices. KA M R MEH 1 % B R F B S 89 7 AU BEAL
%218 | @ opportunity management R EE
@ opportunity sampling FEHLIUEE

() domestically [de'mestikeli] adv. B A
_i-?iﬁ_j The current reform will have an impact not only domestically
but also internationally. X # X £ R X HaT B, M L2 ¥
# 5.
_'iiié_l @ domestic demand 7% @ domestic debt PIf

9 A company’ s managers are forced to make choices
regarding what to do, and what not to do. — AR KIE T
AT S TF A AR ARDERE

O regarding [rrga:dm] prep. £ F, £F
_EE] All of the contracts regarding wages, taxes, and usage fees are
now void. T A % L& A4k %k oo AREMLLAK,
ain, back #v3% & 3L) + gard (look /&, A1) = regard

-spect (=look)
regard v. FAL, $¥  respect v. &n $F, F#
regards n. (pl.) # &, P& respects n. (pl.) H&E, P&
regarding prep. % T respecting prep. X T
with / in regard to % F with / in respect to % F
regardless of A&, RH irrespective of A&, M
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9 Different companies make different choices, and those
choices have implications for each company’s ability to
meet the needs of customers and create a defensible com-
petitive position internationally. TR M HARE R E
#, PEAELEH—AAAREEBEEEEURERRER
RAIETT MR E S AIRIEE N,

(O implication [implrkeifan] n. &7, 4%
E_%_‘ The new report has far-reaching implications for the future of
broadcasting. FRERT S BLTEA & EARKGBET
_"x_iﬁ_‘i_g_J @ budgetary implication I BUHUH FI R

& inflationary implication &K
ﬁm nn~(=m 1@) + phc(-fold &) + -ation (Z‘ﬁlﬁlﬁ) mpni
hcal:ion ﬂ%'r, 5&-’)\ a3, &%#ifru’F _.4*:&,1151 ‘

y.%%,ﬁk,ﬁﬁ%$m»%iiaawﬁ
implication’ 1L, LA ¥ B AN AASR, kA #RAT
FL
R, Sk, HABTAAHREATHERE
il
i &k, RFEFOEY, H-oAEFTRER
S8 TR AR D — AP A R E W

O customer [kastoma] n. LB, A7

_‘EE Sylcon had built a small but wealthy customer base through
the family connections of some of its directors. Sylcon/» 3] i
HE—LBRHERELALERLT —AAK S HIREANE
P 3,



J3i8| ¢ customer service % S5 ¢ customer data % PR
O defensible [drfensebl] adj. TE#4), TH ¢
&8 | Economic activities were seen as the only defensible form of
American involvement abroad. 2 -7 3k A % £ B4 F i sheg
B — B KXo
0 competitive [kem'petitiv] adj. x5
;‘é‘% Along with the globalisation of knowledge economy,
the human ability resource becomes the first resource and core
competitive power. M & iR Bt 2RI, AFHRAAF —
L AN A
_@E] @ competitive mechanism L
@ competitive bidding FER
O competitiveness [kem'petitivnis] n. REN
_i_é% Through technology, we can make the products hold stronger
competitiveness on the market. BT A, HATT AR 5o 277 3
LRAAERAESA
E@ @ price competitiveness HH%3EF 1)
@ cxternal competitiveness XtohES S
o position [pa'zifan] n. 1L E, BRfL, 1%
_E%_% The present holder of the position
is quite small beer compared with his
predecessor. B 8T 443 Ao fi b ATAEAR ML £
7,
E@ @ position sought PR AYERAL
@ position title B LA
_@Ej apply for a position HIFHALL, 1R

The earnest reason why I apply for a position in your company is that




