. J& 2 (Prospect) 4 [E = AL S L ML AR S I Bt

———
YA N AR U

B T %

B S K MR

International Business and Economics Press




J& 72 (Prospect) 4 B i F R EE L b & 54 s 3

ZAREXFEIEIE

Selected English Readings
on Economy and Trade

F &/ EwKk
BlEHR 4 £ ITkin BEXE
A% AR

Xt R Ty K H AL
FE - JEE



EEEMRKE (CIP) ¥iE

SRR E R/ ERE ER. —da: X5
ZHFRHR¥FHREL, 2011

J& 2 (Prospect ) 4= [E & 4 BE iR B& i % Mk RIUK &
%]

ISBN 978-7-5663-0219-9

[.0% - 0I.0D#- . O&TF - &iE - FEHF
- BB -8 V. OH319.4

T E A EFE CIP HEE T (2011) 5% 224898 5

© 2011 § FPHMEFESKFHRAHRRT
WREE BEISR

42 A RIB L EIREL
Selected English Readings
on Economy and Trade

Fmk 4
RERE. B W K E

XA H 5 K %N R A
AEHHEXEFRAE 105 HFBRES: 100029
BRI EIE . 010 — 64492338 KATHRHIE: 010 64492342
P4k : hitp://www. uibep. com E-mail: uibep@ 126. com

C AERWESEERIERFTEAFTEDE  HEHEILR AT AT
B R 185mm x230mm 17 Epgk 392 FF
2011 412 A4EEEE L AR 2011 4F 12 A% 1 RERRI

ISBN 978-7-5663-0219-9
Ep%. 0001 -5000 4+  EHr: 29.00 ¢



tH hi st PR

“fRH (Prospect) £EBMEMREELIWRIEMBM” BXIMETFH 5 KFH
IR B A EEZESAARRKERH . BMREA N EEARBREEER LRI, A
BRBEIEL LB BRHE, QEEMmEGE. B5%. X%, X, #8555
M, BELHRESREESWHAFRHKESRE, HFRSFZBIREGEHFTH
X ZERMAFEREIEL RS, AREHFREEZNIERF.

B RFIEMENBIEM LR T ENFRGSA B RRE, BT HBEE
TFHEMESEARINSN, ERE LEENZFFESTRE. BREEREES, I
REFEMBHRAFMAL. BHFEESF, FFEEE EONEUR, FEEELIERAE
EHFH A FENEEEIANS .

KRB VEE AP ERI KA —LIRF BT, BEMASEIRT 445 K%
FEETWHENRBT RAKF. R4S B EHE (EREERTE 1-4) . (FEEVT HERE).
(B OEHIE) . GBI 3) . GUEFRIZHAE 1-2). CGEDU/BE O FERBFE). (K
FRNBFHE GE=ERO) (RFEDCGEBEHIE). (HBBE). (FRERIEHETF
M (BEROY. (BREEXEEEL). (RREEFIE). (RRITEDOF). (FHEE
BEY. (BEXMAPR) CERFREILND. (EEERBRY. (EEXEHR). (EE
R RN CREEERIER). CCAHREXFRZERE). (EEESEHE). (XK
EMTIE A EZHE) %

FAIEEC PPT R4 (M T8, FFREEM B H 5 R HFSE BE#E MP3
b, BRI EFRE. ARFH T EHE E X http://www.uibep.com/ F £ .

XTAME G R 5 K% AR AL ANE B P
2011 £ 10 H



Preface

e

B =

BEFBRETHEUR, RESGAENEZFRT, L5FXIMTERSE & K2R A K
o KEL 1A EBRALE AR DAL TR E H 2 Re% S, MR FRIELT
AABEFHEAR B TERROER. 2REF—MAN. PENIFENOHE LT KTERE
BRI, XRBEFASMANEERAL . MMERERAERE, BEEEEL
AR ERESEAT RN E A SR BNE N ESTRAES . KRS KE AR
FRESRBATEAAURMES LENELFR S TEER —PEINRBHTE, T
BRET (BRIGEXFEEE) —H.

FERES¥IEREENERAARERZ — XEMHIRERITUEIERNTKA
HWR A, EEFEFEIEMESNHRS. XEREBE KRB ZHEE, . HBUMm
BHE, ¥ RBIEALFNR S KEHERMKES . AERERAHE. REM&R5K
t. 2B+ RE, USSR REARMRIET, AEE RIS 2 M5 E#H.

HEEME. TEMEBIAARESZ). S0, SRER., KA. BFESIMI
th DEERIERRS . BS. @F eSS, 2 BEXEREENINEERE
#i&, A (BFF%¥K) (The Economist). (& @A) (Financial Times). (&) (Fortune).
(H/RETHIRY (Wall Street Journal). (P& MLIFiE) (Harvard Business Review). (1 EH
#) (China Daily). (ItF ) (Beijing Review)F%E. TFEEHIRZ, (LR IELZIEE)
FFZXEHBRTERE, HAZZREATEIMA, RINARPENGR XESH L
A Z M HOERVER, MEEEREE ST, FHAMEEIFINR, F2EIE “FAF
H” . 2h8EAE8=RXE, ZMHBITFEHE, Reading A Fl Reading B {EAFFIELILE,
Supplementary Reading /£ 412 i1 #h 78418} . Reading A 1 Reading B #FHiH F XX ik, &
BMES], EBTH¥ZH.

B ABHES, AU UYP E R GRS UR TSR LERN A S5,
ANEEFE R ATEF#EE, EURBRKE LS LAMEBHMEERNA. ZBA
ETHFREE, EETHSEEMDENER; RN, EXHNETEERTEETH
LAt AL H AN ETERFA. ABMUEHATHESRESL, WAIHEEREAETZ



2 BRXEIFRGE

%, ERASEEM, CEATHMESTAELFHAINEERBFESE LA,
FHHEREERER. TR BB, REW. AERRE. BENEE. K
. RIEF. ERE. TREOZFSHEY, URTRE. Bl AR, <8, BFH. K3

ERAAERHERBHE IR T RENTED . BAKFHRR, BHFAEERBRMRZZALE,
BB KR{CMIEEIRE.

{3
2011 10 A
TERATBESLE
B FHRFH: dongxiaobo@163.com



Contents

B =X

Unit 1 Starting a Business 1
Text A Starting a Business: The Idea Phase 1
Text B How to Launch a Business Abroad 8
Supplementary Reading Can You Make It as an Entrepreneur ? 14

Unit 2 Advertising 17
Text A Advertising Strategy 1z
Text B Three Things “Mad Men” Taught Us This Season 25
Supplementary Reading 10 Differences between Advertising and Public
Relations 31

Unit3 Marketing 35
Text A Supporting Offline Campaign Launches with Online Marketing 35
Text B Business Planning-Marketing Planning 40
Supplementary Reading Standard Chartered Plans Major Chinese Expansnon 47

Unit4 Training 49
Text A Training Needs Assessment: A Must for Developing an Effective Training
Program 49
Text B Training the Trainer 58
Supplementary Reading Ten Tips to Make Training Work 64

UnitS Branding 69
Text A The Golden Age of Branding Is Gone, But We Can Bring It Back 69
Text B Building Your Brand and Keeping Your Job 76
Supplementary Reading The Power of Branding 84

Unit 6 Leadership 89
Text A Lessons in Leadership 89



2 BREEIFRE

Text B Leadership Is Prime: How Do You Measure Leadership Excellence? 96
Supplementary Reading Leadership Lessons from India 104

Unit 7 International Trade 115
Text A An Introduction to International Trade 115
Text B The Advantages of International Trade 120
Supplementary Reading Barriers to International Trade 124

Unit 8 Corporate Culture 127
Text A What Is Corporate Culture? 127
Text B Creating a Culture of Innovation 134
Supplementary Reading Fortune Global 500—No.1 Walmart 140

Unit9 Management 145
Text A Management Defined 145
Text B What Does It Take to Become a Successful Leader? 153
Supplementary Reading Management Style 158

Unit 10 Business Ethics 161
Text A Controversial Chemical Poses Challenge for Colgate-Palmolive 161
Text B Ethical Lapse Costs Susan G. Komen Goodwill, Credibility 168
Supplementary Reading Toyota Recall: Five Critical Lessons 172

Unit 11 Trade Fairs 177
Text A China Holds Large Trade Fairs with Hope despite Financial Crisis 177
Text B Guangzhou Trade Fair 181
Supplementary Reading China Upgrades Urumgqi Trade Fair, Eyes Broader Eurasia
Prosperity 185

Unit 12 Electronic Commerce 189
Text A The Corporate Responsibility Commitment 189
Text B Alibaba Electronic Commerce Mansion Set up in China 194
Supplementary Reading The UK’s E-commerce Regulations 197

Unit 13 Economic Crisis 209
Text A The Great Depression 209
Text B Global Economic Recovery Still in Jeopardy 216



Contents 3
Supplementary Reading 10 Ways to Manage Your Money in Economic Crisis 223

Unit 14 Negotiation 227
Text A How to Be a Good Negotiator 227
Text B Silence: A Powerful Negotiation Tool 232
Supplementary Reading Negotiating an Apartment Sublet 238

Unit 15 Cultural Diversity 243
Text A Cultural Diversity, IBM Style 243
Text B Diversity——Is Corporate America on Board? 252
Supplementary Reading What Is'Diversity in the Workplace? 259

References 5% 3Lk 262



Q Text A Starting a Business: The Idea Phase
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Many people believe starting a business is a mysterious process. They know they want
to start a business, but they don’t know the first steps to take. In this chapter, you’re going to
find out how to get an idea for a business—how you figure out what you exactly want to do
and then how to take action accordingly.

But before we get started, let’s clear up one point: People always wonder if this is a
good time to start their business idea. The fact is, there’s really never a bad time to launch a
business. It’s obvious why it’s smart to launch in strong economic times. People have
money and are looking for ways to spend it. But launching in tough or uncertain economic
times can be just as smart. If you do your homework, presumably there’s a need for the
business you’re starting. Because many people are reluctant to launch in tough times, your
new business has a better chance of getting noticed. And, depending on your idea, in a
down economy there is often equipment (or even entire businesses) for sale at bargain
‘prices.

Estimates vary, but generally more than 600 000 businesses are started each year in the
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United States. Yet for every American who actually starts a business, there are likely
millions more who begin each year saying “OK, this is the year | am going to start a
business,” and then don’t.

Everyone has his or her own roadblock, something that prevents them from taking that
crucial first step. Most people are afraid to start; they may fear the unknown or failure, or
even success. Others find starting something overwhelming in the mistaken belief that they
have to start from scratch. They think they have to come up with something that no one
has ever done before—a new invention, a unique service. In other words, they think they
have to reinvent the wheel.

But unless you’re a technological genius— another Bill Gates or Steve Jobs—trying to
reinvent the wheel is a big waste of time. For most people starting a business, the issue
should not be coming up with something so unique that no one has ever heard of it but
instead answering the questions: “How can | improve on this?” or “Can | do this better or
differently from the other guy doing it over there?” Or simply, “Is there market share not
being served that makes room for another business in this category?”

Get the Juices Flowing

How do you start the idea process? First, take out a sheet of paper and across the top
write “Things About Me.” List five to seven things about yourself—things you like to do or
that you’re really good at, personal things (we’ll get to your work life in a minute). Your list
might include: “I’m really good with people, | love kids, I love to read, | love computers, |
love numbers, I’m good at coming up with marketing concepts, I’m a problem solver.” Just
write down whatever comes to your mind; it doesn’t need to make sense. Once you have
your list, number the items down one side of the paper.

On the other side of the paper, list things that you don’t think you’re good at or you
don’t like to do. Maybe you’re really good at marketing concepts, but you don’t like to
meet people or you’re really not that fond of kids or you don’t like to do public speaking or
you don’t want to travel. Don’t overthink it; just write down your thoughts. When you’re
finished, ask yourself: “If there were three to five products or services that would make my
personal life better, what would they be?” This is your personal life as a man, woman, father,
husband, mother, wife, parent, grandparent—whatever your situation may be. Determine
what products or services would make your life easier or happier, make you more
productive or efficient, or simply give you more time.

Next, ask yourself the same question about your business life. Examine what you like
and dislike about your work life as well as what traits people like and dislike about you.
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Finally, ask yourself why you’re seeking to start a business in the first place. Then, when
you’re done, look for a pattern to emerge (i.e., whether there’s a need for your doing one of

the things you like or are good at).

They Delivered

Here’s a business startup story, a great example of seeing a need and filling it.
Entrepreneur magazine is located in Irvine, California, a planned community. Many years
ago, there weren’t many fast-food restaurants in the business area. Most were across town,
where the neighborhoods were. Two young men in Irvine found this lunch situation very
frustrating. There weren’t many affordable choices. Sure, there were some food courts
located in strip centers, but the parking lots were really small and the wait was horrendous.

One day, as they were lamenting their lunch problem, one of them said, “Wouldn’t it
be great if we'could get some good food delivered?” The proverbial light bulb went on!
Then they did what many people don’t do—they did something about their idea.
Coincidentally, they purchased one of Entrepreneur’s business startup guides and started a
restaurant delivery business.

To date, their business has served more than 15 million people! It’s neither a
complicated business nor an original one. Their competition has gotten stiffer, and yet
they’re doing phenomenally well. And it all began because they listened to their own
frustrations and decided to do something about them. Little did they know that research
cites the shrinking lunch hour as one of the biggest complaints by American workers. Some
only get 30 minutes, making it nearly impossible to get out, get lunch and get back on time.
So while these young entrepreneurs initially thought they were responding to a personal
need in their local area, they actually struck a universal chord.

That is one way to get ideas—listening to your own (or your co-workers’, family’s or
neighbors’) frustrations. The opportunities are all there; you just need to search them out. If
your brain is always set in idea mode, then many ideas may come from just looking around
or reading. For instance, if you had read an article about the shrinking lunch hour, and if
you were thinking entrepreneurially, you would say “Wow, maybe there’s an opportunity
there for me to do something. | should start researching it.” -

Inspiring Moments

Inspiration can be anywhere. Here’s another classic startup story: Ever get charged a
fee for returning a video late? Bet you didn’t do anything about it. Well, when Reed
Hastings got a whopping $40 late charge, instead of getting mad, he got inspired. Hastings
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wondered “How come movie rentals don’t work like a health club, where, whether you use
it a lot or a little, you get charged the same?” From this thought, Netflix.com, an online
DVD rental service, was born. From its start in 1999, Netflix has grown into a big business
with revenues topping $1.3 billion.

Getting an idea can be as simple as keeping your eyes peeled for the latest hot
businesses; they crop up all the time. Many local entrepreneurs made tons of money
bringing the Starbucks coffeehouse concept to their hometowns and then expanding from
there. Take Minneapolis-based Caribou Coffee. The founders had what they describe as an
“aha moment” in 1990, and two years later launched what is now the nation’s
second-largest company- owned gourmet coffeehouse chain. Other coffee entrepreneurs
have chosen to stay local.

And don’t overlook the tried and true. Hot businesses often go through cycles. Take
gardening as an example. For the last few years gardening products and supplies have been
all the rage, but you wouldn’t consider gardening a 21st century business.

In other words, you can take any idea and customize it to the times and your
community. Add your own creativity to any concept. In fact, customizing a concept isn’t a
choice; it’s a necessity if you want your business to be successful. You can’t just take an
idea, plop it down and say “OK, this is it.” Outside of a McDonald’s, Subway or other
major franchise concept, there are very few businesses that work with a one-size-fits-all
approach. ‘

One of the best ways to determine whether your idea will succeed in your community
is to talk to people you know. If it’s a business idea, talk to co-workers and colleagues. Run
personal ideas by your family or neighbors. Don’t be afraid of people stealing your idea. It’s
just not likely. Just discuss the general concept; you don’t need to spill all the details.

Just Do It!

Hopefully by now, the process of determining what business is right for you has at least
been somewhat demystified. Understand that business startup isn’t rocket science. No, it
isn’t easy to begin a business, but it’s not as complicated or as scary as many people think,
either. It’s a step-by-step, common-sense procedure. So take it a step at a time. First step:
Figure out what you want to do. Once you have the idea, talk to people to find out what
they think. Ask “Would you buy and/or use this, and how much would you pay?”

Understand that many people around you won’t encourage you (some will even
discourage you) to pursue your entrepreneurial journey. Some will tell you they have your
best interests at heart; they just want you to see the reality of the situation. Some will envy



Unit 1 Starting a Business 5

your courage; others will resent you for having the guts to actually do something. You can’t
allow these naysayers to dissuade you, to stop your journey before it even begins.

In fact, once you get an idea for a business, what’s the most important trait you need as
an entrepreneur? Perseverance. When you set out to launch your business, you’ll be told
“no” more times than you’ve ever been told before. You can’t take it personally; you’ve got
to get beyond the “no” and move on to the next person—because eventually, you’re going
to get to a “yes.”

One of the most common warnings you’ll hear is about the risk. Everyone will tell you
it’s risky to start your own business. Sure, starting a business is risky, but what in life isn’t?
Plus, there’s a difference between foolish risks and calculated ones. If you carefully
consider what you’re doing, get help when you need it, and never stop asking questions,
you can mitigate your risk.

You can’t allow the specter of risk to stop you from going forward. Ask yourself “What
am | really risking?” And assess the risk. What are you giving up? What will you lose if
things don’t work out? Don’t risk what you can’t afford. Don’t risk your home, your family
or your health. Ask yourself “If this doesn’t work, will | be worse off than | am now?” If all
you have to lose is some time, energy and money, then the risk is likely worth it.

Determining what you want to do is only the first step. You’ve still got a lot of
homework to do, a lot of research in front of you. Most important: Do something. Don’t sit
back year after year and say “This is the year I’m going to start my business.” Make this the
year you really do it!

%;L Words & Expressions
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k Notes

Entrepreneur magazine ({43 &) #:.&): It is a publication that carries news stories about
entrepreneurialism, small business management, and business opportunities. It is published
by Entrepreneur Media Inc., headquartered in Irvine, California. This magazine is published
monthly, 12 issues annually. No special extra issues are published. Entrepreneur includes
sections like Tech, Money, Sell, and Lead. It is edited by Amy C. Cosper and published under
license in countries around the world including Mexico, Russia, India, Hungary, the
Philippines and South Africa.

Irvine BX X_: Irvine (pronounced /'a:vain/) is an incorporated city in Orange County (%2474
8, EREMAEEEMNEIZIIE, LMRFEFR), California, the United States. It is a
planned city, mainly developed by the Irvine Company since the 1960s. Formally
incorporated on December 28, 1971, the 45 square mile (115 km?2) city has a population of
about 217 686 as of January 1, 2010. It has annexed in the past an undeveloped area to the
north, and has also annexed the former El Toro Marine Corps Air Station (FGi& ¥ ZE [ifi dif BA
M=% ), most of which is planned to be converted into the Orange County Great Park.
Irvine is home to a number of corporations, particularly in the technology and semiconductor
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sectors.

A Exercises

I. Match the words on the left with their meanings on the right.

1. overwhelming to become smaller from the effect

2. reluctant unwilling

3. horrendous continuing or repeating behavior

4. lament to lessen the seriousness of (evil, harm, pain, etc.)
S. shrink a mark or small wound made by scratching

6. dissuade not easily bent or changed in shape;

7. stiff to advise sb., against doing sth.

8. perseverance difficult to fight against; very great/large

9. mitigate to feel or express deep sorrow

10. scratch really terrible; causing great fear

II. Translate the following phrases into Chinese or English.
start a business

bargain price

marketing concept

the parking lots

personal trait

I

X5 i I B

. RAT—RY

10. JREZE XS

© PN U AW

III. Fill in the blanks with the most suitable words. Change the form when necessary.

sk, . . profit, ..  agreement . stock, . . . dividend .
- partnership. vowne;rﬁhip,::{inve%tgc o b responsibility accountantg 30T

Another kind of business is the partnership. Two or more people go into business together.
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An 1 isusually needed to decide how much of the _ 2  each person controls. There are
limited liability partnerships. These have full partners and limited partners. Limited partners may
not share as much inthe 3, but they also do not have as many __4 . Doctors, lawyers and
5 often form partnerships to share the profits and __ 6 _ of doing business. A husband and
wife can form a business partnership.

The most complex kind of business organization is the corporation. Corporations are
designed to have an unlimited lifetime. Corporations can sell __7 _ as a way to raise money.
Stock represents shares of _ 8 in a company. _ 9  who buy stock can trade their
shares or keep them as long as the company is in business. A company might use some of its
earnings to pay _ 10  as a reward to shareholders. Or it might reinvest the money into the

business.
@ Text B How to Launch a Business Abroad

MEBEBINNER LY FHFAR—HEHHE. AL EEENR, RRATTUSES
REZEAXEVKBRKHPEEGI; B, AEERINT TR UG T L[ HRE, =
IR AR F .

AR A SR s R ARBS A R T AEERNAE HRORER AR, BRI

After working in Mexico City as a manufacturer’s representative for two vyears,
Elizabeth Helsley thought about returning to her hometown of San Diego to start her own
company. Then she ran the numbers and discovered that bootstrapping her business in
Mexico would drastically reduce her overhead. She decided to stay.

“The cost of living here is so much cheaper,” says Helsley, who launched Global Luxe,
a firm that helps manufacturers enter the Mexican market, this spring. “I just moved into a
really nice place with three bedrooms, and I’m paying less than $800. In San Diego, the
same place would be $2 000 a month.”

But she’s not just saving on room and board. Her operating costs are also significantly
lower.

“Here, | can hire an accountant for $20 a month,” Helsley says. Also cheaper: legal
services, printing costs, trade show fees and, most significantly, corporate taxes. (According
to KPMG’s latest “Competitive Alternatives” report, Mexico’s business taxes are 40 percent
lower than those in the United States.)



