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前 言

在供应链网络全球化的大背景下,越来越多的国内企业参与到国际竞争中

来,国际化经营成为每个中国企业面临的挑战。另一方面,随着供应链管理思想

的逐渐渗入,企业与企业的竞争已经发展成为供应链与供应链之间的角逐与较

量,企业经营管理中的营销模式和财务运作不可避免地被带上供应链整体战略思

维的烙印,同时供应链中的物流、财流与信息流等伴随着营销活动而流动,互相依

存。因此,本书的编者通过梳理供应链物流管理、财务管理与国际市场营销的实

务知识,努力将其放在一个主体框架中来通过英语语言进行阐述与探讨。
随着21世纪国际商贸流通领域的加速发展,当代大学生也越来越重视在学

习专业知识的同时,运用国际上通用的英语语言思考、工作、交流的实际能力。本

书同时也是为了解决适应独立学院教学要求的企业管理学科中企业营销管理方

向、企业供应链物流管理方向以及企业财务管理方向的相关本科专业在教学实践

中缺乏合适的专业英语教材而编写的,也可以供相关专业技术人员阅读参考。
本书在编著过程中参阅了大量国际上主流的专业教材和相关文献,本书中选

用的文字均根据国情和国内学生的实际阅读水平作了适当的改编。本书的财务

管理部分及会计与财务常见词汇由唐惠贤编写,其余由汪浩编写并完成统稿。
为了更好地用于教学和自学,在本书的编写过程中还展开了面向浙江大学本

科低年级学生英语阅读能力的调研,根据调研结果就文章中涉及的较生僻词汇逐

一添加了释义。因此通过本书,不仅可以使读者从中窥见国外专业教材的经典句

法结构,领略地道纯正的美语风格,而且便于高校师生教学选用和相关人员自学

参考。本书帮助读者在英语学习的过程中,理解企业管理的实际业务操作中物流

与供应链、市场营销以及金融财务等方面的常用概念和操作实务,有效地达到专

业外语的学习目的。毕竟,语言是一种工具,语言是一座桥梁,通过语言我们来了

解世界文化,来了解最新的科技知识。
由于时间仓促,对于本书中存在的错误和不妥之处,恳请广大读者批评指正。

编者

2010年5月完稿于浙江大学
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Unit1 IntroductiontoSupply
   ChainManagement

  Managersinthelasttwodecadeshavewitnessedaperiodofchangeunparalleledinthe
historyoftheworld,intermofadvancesintechnology,globalizationofmarkets,and
stabilizationofpoliticaleconomies.Withtheincreasingnumberof“world-class”competitors
bothdomesticallyandabroad,organizationhavehadtoimprovetheirinternalprocesses
rapidlyinordertostaycompetitive.Inthe1960s-1970s,companiesbegantodevelopdetailed
marketstrategies,whichfocusedoncreatingandcapturingcustomerloyalty.Organizations
alsorealizedthatstrongengineering,design,andmanufacturingfunctionswerenecessaryin
ordertosupportthesemarketrequirements.Designengineershadtobeabletotranslate
customerneedsintoproductandservicespecification,whichthenhadtobeproducedata
highlevelofqualityandatareasonablecost.Asthedemandfornewproductsescalatedin
the1980s,manufacturingorganizationwererequiredtobecomeincreasinglyflexibleand
responsivetomodifyexistingproductsandprocessesortodevelopnewonesinordertomeet
ever-changingcustomerneeds.As manufacturingcapabilitiesimprovedinthe1990s,

managersrealizedthatmaterialandserviceinputsfromsuppliershadamajorimpactontheir
organization’sabilitytomeetcustomerneeds.Thisledtoanincreasedfocusonthesupply
baseandtheorganization’ssourcingstrategy.Managersalsorealizedthatproducingaquality
productwasnotenough.Gettingtheproductstocustomerswhen,where,how,andinthe
quantitythattheywant,inacost-effectivemanner,constitutedanentirelynewtypeof
challenge.Morerecently,theeraofthe“LogisticsRenaissance”wasalsoborn,spawninga
wholesetoftime-reducinginformationtechnologiesandlogisticsnetworksaimedatmeeting
thesechallenges.

Asaresultofthesechanges,organizationsnowfindthatitisnolongerenoughto
managetheirorganizations.Theymustalsobeinvolvedinthemanagementofthenetworkof
allupstreamfirmsthatprovideinputs(directlyorindirectly),aswellasthenetworkof
downstreamfirmsresponsiblefordeliveryandafter-marketserviceoftheproducttotheend
customer.Fromthisrealizationemergedtheconceptofthe“supplychain.”Forpurposesof
thisbook,wedefinethetermssupplychainandsupplychainmanagementasfollows:

Thesupplychainencompassesallactivitiesassociatedwiththeflowandtransformation
·1·
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ofgoodsfromtherawmaterialsstage,throughtotheenduser,aswellastheassociated
informationflows.Materialandinformationflowbothupanddownthesupplychain.

SupplyChainManagement(SCM)istheintegrationoftheseactivitiesthroughimproved
supplychainrelationship,toachieveasustainablecompetitiveadvantage.

Ifweconsideranindividualfirmwithinthecontextofthisdefinition,wemustinclude
bothitsupstream suppliernetworkanditsdownstream distributionchannel.Inthis
definition,thesupplychainincludesthemanagementofinformationsystems,sourcingand
procurement, production scheduling, order processing, inventory management,

warehousing,customerservice,andafter-marketdispositionofpackagingandmaterials.
Thesuppliernetworkconsistsofallorganizationsthatprovideinputs,eitherdirectlyor
indirectly,tothefocalfirm.Forexample,anautomotivecompany’ssuppliernetwork
includesthethousandsoffirmsthatprovideitemsrangingfromrawmaterialssuchassteel
andplastics,tocomplexassembliesandsubassembliessuchastransmissionsandbrakes.
Thesuppliernetworkmayincludebothinternaldivisionsofthecompanyaswellasexternal
suppliers.Agivenmaterialmaypassthroughmultipleprocesseswithinmultiplesuppliers
anddivisionsbeforebeingassembledintoavehicle.Asupplierforthiscompanyhasitsown
setofsuppliersthatprovideinputs(calledsecond-tiersuppliers)thatarealsopartofthis
supplychain.Thebeginningofasupplychaininevitablycanbetracedbackto“Mother
Earth”;thatis,theultimateoriginalsourceofallmaterialsthatflowthroughthechain
(e.g.,ironore,coal,petroleum,wood,etc.).Supplychainsareessentiallyaseriesof
linkedsuppliersandcustomers;everycustomerisinturnasuppliertothenextdownstream
organizationuntilafinishedproductreachestheultimateenduser.

Itisimportanttonotethatfromthefocalfirm’sperspective,thesupplychainincludes
internalfunctions,upstream suppliers,anddownstream customers.A firm’sinternal
functionsincludethedifferentprocessesusedintransformingtheinputsprovidedbythe
suppliernetwork.Inthecaseofanautomotivecompany,thisincludesallofitsparts
manufacturing,whichareeventuallybroughttogetherintheirfinalassemblyoperationsinto
actualautomobiles.Thecoordinationandscheduling oftheseinternalflowsisvery
challenging,particularlyinalargeorganizationsuchasanautomotivecompany.For
example,order-processingmanagersareresponsiblefortranslatingcustomerrequirements
intoactualorders,whichareinputintothesystem.Inthecaseofanautomotivecompany,

theseindividualsworkprimarilywiththeextensivedealernetworktoensurethattheright
mixofautomobiles,spareparts,andservicepartsareavailablesothatdealerscanmeetthe
needsoftheircustomers.Orderprocessingmayalsoinvolveextensivecustomerinteraction,

·2·



includingquotingprices,possibledeliverydates,deliveryarrangements,andaftermarket
service.Anotherimportantinternalfunctionisproductionscheduling,whichtranslates
ordersintoactualproductiontasks.ThismayinvolveworkingwithMaterialsRequirements
Planning (MRP)systems,scheduling workcenters,employees,and maintenanceon
machines.

Thesecond majorpartofsupplychain managementinvolvesthe managementof
upstreamexternalsupplychainmembers.Inordertomanagetheflowofmaterialsbetween
alloftheupstreamorganizationinasupplychain,firmsemployanarrayofmanagerswho
ensurethattherightmaterialsarriveattherightlocation,attherighttime.Purchasing
managersareresponsibleforensuringthat(1)therightsuppliersareselected,(2)theyare
meetingperformanceexpectations,(3)appropriatecontractualmechanismsareemployed,

and(4)agoodrelationshipismaintainedwiththesesuppliers.Theymayalsoberesponsible
fordrivingimprovementinthesupplybaseandactingasaliaisonbetweensuppliersand
otherinternalmembers(engineering,accounting,etc.).Materialsmanagersareresponsible
forplanning,forecasting,andschedulingmaterialflowsbetweensuppliersinthechain.
Materialsmanagersworkcloselywithproductionschedulerstoensurethatsuppliersareable
todeliverythematerialsontimetotherequiredlocations,andthattheyhavesomeadvance
warningregardingupcomingrequirementssothattheycanplanaheadofactualproduction
anddeliverydates.

Finally,afirm’sexternaldownstreamsupplychainencompassesallofthedownstream
distributionchannels,processes,andfunctionsthattheproductpassesthroughonitswayto
theendcustomer.Inthecaseofanautomotivecompany’sdistributionnetwork,thisincludes
itsfinishedgoodsandpipelineinventory,warehouses,dealernetwork,andsalesoperations.
Thisparticulardistributionchannelisrelativelyshort.Othertypesofsupplychainsmay
haverelativelysmallinternalsupplychainsbutfairlylongdownstreamdistributionchannels.
Forinstance,letustalkaboutthesupplychainforacerealmanufacturer,andtheextensive
distributionnetworkinvolvedingettingthepackagedcerealtothefinalcustomer.Within
thedownstreamportionofthesupplychain,logisticsmanagersareresponsiblefortheactual
movementofmaterialsbetweenlocations.Onemajorpartoflogisticsistransportation
management,involvingtheselectionand managementsofexternalcarriers (trucking
companies,airlines,railroads,shippingcompanies)orinternalprivatefleetsofcarriers.
Distributionmanagementinvolvesthemanagementofpackaging,storing,andhandlingof
materialsatreceivingdocks,warehouses,andretailoutlets.

Animportantnewtrendinsupplychainmanagementistherecovery,recycling,orreuse
·3·



ofproductsfrom theenduseraftertheyhavereachedtheendoftheirusefullife.
Organizationsarenowextendingtheirdistributionchannelsbeyondtheendcustomerto
includetheacceptanceand “disassembly”offinalproductsforreuseinnewproducts.
Organizationsareseekingto“closetheloop”andeventuallytransformusedproductsinto
newproductsand/ormaterialsthatcanbereturnedtotheearthwithoutharmingintothe
environment.Inothercases,organizationshavedevelopedextensiverepairnetworksto
handlewarrantyandqualityproblemsthatoccurwithproductsreturnedbycustomers.This
functionmayincludeafter-salesservicefunctions,maintenanceservices,andothertypesof
activitiesrelatedtocontinuallysatisfyingthecustomer.Hereagain,organizationsare
activelyworkingtoimprovetheir “reverselogistics”functionsto managetheflow of
productsandservicesmovingbackwardthroughthesupplychain.

Allorganizationsarepartofoneormoresupplychains.Whetheracompanysells
directlytotheendcustomer,providesaservice,manufacturesaproduct,orextracts
materialfromtheearth,itcanbecharacterizedwithinthecontextofitssupplychain.Until
recently,however,organizationsfocusedprimarilyontheirdirectcustomersandinternal
functions,andplacedrelativelylittleemphasisonotherorganizationswithintheirsupply
chainnetwork.However,threemajordevelopmentsinglobalmarketsandtechnologieshave
broughtsupplychainmanagementtotheforefrontofmanagement’sattention:

1.Theinformationrevolution.
2.Customer demandsin areas ofproductand servicecost,quality,delivery,

technology,andcycletimebroughtaboutbyincreasedglobalcompetition.
3.Theemergenceofnewformsofinter-organizationalrelationships.
Eachofthesedevelopmentshasfosteredtheemergenceofanintegratedsupplychain

approach.

课文注释

1.unparalleled
adj.无比的,无双的,空前的

2.stabilization
n.稳定性

3.era
n.时代,纪元,时期,[地]代
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4.renaissance
n.复兴,复活,新生,文艺复兴,文艺复兴时期

5.upstream
adv.向上游,溯流,逆流地

adj.溯流而上的

6.encompass
v.包围,环绕,包含或包括某事物

7.petroleum
n.石油

8.liaison
n.联络,(语音)连音

9.downstream
adv.下游地

adj.下游的

10.pipeline
n.管道,传递途径

11.loop
n.环,线(绳)圈,弯曲部分,回路,回线,(铁路)让车道,(飞机)翻圈飞行

vt.使成环,以圈结,以环联结

vi.打环,翻筋斗

n.循环

12.warranty
n.(正当)理由,(合理)根据,授权,担保,保证,根据
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Unit2 InformationSystemsandSupply
ChainManagement

  Intheearly1960swhencomputerwerefirstdeveloped,amainframecomputerfilledan
entireroomwithvacuumtubesandwires.Withthedevelopmentoftheintegratedcircuit,

thecostofthecomputerdecreasedradicallywhileatthesametimethespeedofcomputer
powerincreasedexponentially.Today,alaptopcomputerweighing5poundsexceedsallof
thepowerofanoldmainframebyseveralordersofmagnitude.

Withtheemergenceofthepersonalcomputer,opticalfibernetworks,theexplosionof
theInternetandtheWorld WideWeb,thecostandavailabilityofinformationresources
allowseasylinkagesandeliminatesinformation-relatedtimedelaysinanysupplychain
network.ThismeansthatorganizationsaremovingtowardaconceptknownasElectronic
Commerce,wheretransactionsarecompletedviaavarietyofelectronicmedia,including
ElectronicDataInterchange(EDI),ElectronicFundsTransfer(EFT),barcodes,fax,

automatedvoicemail,CD-ROMcatalogs,andavarietyofothers.Thismeansthattheold
‘paper’typetransactionsarebecomingincreasinglyobsolete.Leading-edgeorganizationsno
longerrequirepaperpurchaserequisitions,purchaseorders,invoices,andreceivingforms.
Allrequiredinformationisrecordedelectronically,andassociatedtransactionsareperformed
withaminimumamountofhumanintervention.Thismeansthatwiththeapplicationofthe
appropriateinformationsystems,theneedtoconstantlymonitorinventorylevels,place
orders,andexpediteorderswillsoonbecomeathingofthepast.

Theproliferationofnewtelecommunicationsandcomputertechnologyhasalsomade
real-time,on-linecommunicationsthroughouttheentiresupplychainareality.These
systemsarenowbeinglinkedbetweensuppliers,manufacturers,distributors,retailoutlets,

andultimately,customers,regardlessoflocation.Thesetechnologiesaresupplychain
“enablers”inthattheycansubstantiallyreducepaperwork,improvecommunication,and
reduceleadtimeandnon-value-addedactivitiesifproperlyimplemented.

Managersdevelopinginformationsystemsshouldnotvisualizeinformationasasetof
repetitivetransactionsbetweenentitiessuchasbuyersandsuppliers,ordistributorsand
retailers.Rather,anidealsystemshouldspanallfunctionsandorganizationsthroughoutthe
entiresupplychain.WiththeexplosionoftheInternet,theWorldWideWeb,andcompany
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“Intranets”futuresystemswillpossessthefollowingsetofcharacteristics:

·Centralizedcoordinationofinformationflows.
· Total logistics management:integrating all transportation, ordering, and
manufacturingsystems.

· Order-changenoticesthattriggeracascadingseriesofmodificationstoproduction
schedules,logisticsplans,andwarehouseoperations.

· Globalvisibilityintotransportationresourcesacrossbusinessunitsandnational
boundaries.

· Globalinventorymanagement-abilitytolocateandtrackthemovementofeveryitem.
· Globalsourcing:consolidationofthepurchasingfunctionacrossorganizationallines,

facilitatingpurchasingleverageandcomponentstandardizationacrossbusinessunits.
·Inter-companyinformationaccess:clarityofproductionanddemandinformation
residinginorganizationsbothupstreamanddownstreamthroughoutthevaluechain.

· Data interchange: between affiliates and nonaffiliates through standard
telecommunicationschannels.

· Datacapture:abilitytoacquiredataaboutanorderatthepointoforigin,andto
trackproductsduringmovementandastheircharacteristicschange.

· Transformationofthebusinessfromwithin:managerswhocanseethe“bigpicture”

andacceptthenewformsofbusinessprocessesandsystems.
· Improvements in supplier-customer relationships:to justify investments in
technologylinkages.

Notethatinformationisavailabletoanypartywithinthechain,aswellasthenumber
offeedbackloopsdefiningatotallyintegratedsystem.Theselinkagesarecritical,asthey
allowJust-In-Time(JIT)deliveriestooccurbetweeneverylinkageinthechain,inventories
tobeminimized,andentitiestorespondtofluctuationsinatimelyandeffectivemanner.
Point-of-saledataistransferredimmediatelythroughoutthesupplychain,allowingmanagers
tospottrends,plan capacityrequirements,allocate materials,and notify suppliers
throughouttheentirechain.Theinformationflowsalsopermitinter-organizationpayments
forgoodsandservicesthroughelectronicfundstransfersbetweenbanks,whichensures
quickpaymentforsupplychain members.Withalloftheseelementsinplace,total
informationfreedompermitsaccessibility,improveddecisionmaking,andquickeraction.
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课文注释

1.mainframecomputer
大型计算机

2.tube
n.管,管子,[英]地铁,<美> 电子管,显像管

3.magnitude
n.大小,数量,巨大,广大,量级

4.catalog
n.目录,目录册

v.编目录

5.monitor
n.班长,监听器,监视器,监控器

vt.监控

v.监控

6.implement
n.工具,器具

vt.贯彻,实现

v.执行

7.visualize
vt.形象,形象化,想象

vi.显现

8.trigger
vt.引发,引起,触发

n.扳机

9.upstream
adv.向上游,溯流,逆流地

adj.溯流而上的

·8·



Unit3 InventoryManagement
acrosstheSupplyChain

  Thesecondmajortrendfacingorganizationstodayisthedemandforever-greaterlevels
ofresponsivenessandshorterdefinedcycletimesfordeliveriesofhigh-qualitygoodsand
services.Avarietyofchangesoccurringthroughoutglobalmarketshaveresultedinan
increasinglycompetitiveenvironment.Therateofchangeinmarkets,products,technology,

andcompetitorsoccursatanincreasinglyrapidpace,leadingtoaconditionin which
managersmustmakedecisionsonshorternotice,withlessinformation,andwithhigher
penaltycosts.Atthesametime,customersaredemandingquickerdeliveryresponsiveness.
Thesesamecustomersrequireproductsthatincorporatestate-of-the-arttechnologyand
features.Productsarebecominglessstandardized,andcustomersaredemandingoptions
thataretailoredtotheiruniquerequirements.Inmanysegmentsofthemarketplace,only
thosefirmsthathavetheabilityto“mass-customize”aresuccessful.Computersareassessed
basedontheirspeedandcost,automobilesontheirsafetyandreliability,andlong-distance
telephonecarriersonpricecompetitiveness.Thismeansthatsuchproductsarebecoming
morecomplex,haveagreatervarietyofoptions,andmustbetailoredtoagreaternumberof
shrinkingmarket“niches”.Insomeindustries,productlifecyclesareshrinkingfromyears
toamatterof2or3months.Thishasledonepopularmanagementauthortocomparemany
currentglobalmarketstothefashionindustry,inwhichproductsgoinandoutofstylewith
theseason.

Managersthroughoutthesupplychainarefeelingthefulleffectofthesechanges.
Cutbacksinstaffingareforcingmanagerstohandleagreaternumberofchannelswithfewer
people,whilecostpressuresrequirethattheydosowithlessinventory.Becauseoftheever-
increasinglevelsofcompetitionfoundin many markets,supplychain-related mistakes
leadingtolostsalescannotbeeasilydismissedandwrittenoff.Furthermore,bothcustomers
andsuppliersarebecomingbetteratmeasuringperformance,sothatthesemistakesaremore
easilydetected.“Perfectorders”arebeingdemanded,requiringasupplychainthatisquick,

precise,andprovidesatop-qualityproducteverytime.
Despitetheimposingchallengesoftoday’scompetitiveenvironment,someorganizations

arethriving.Thesefirmshaveembracedthesechangesandhaveintegratedquickresponse
·9·



andflexibilityintotheirday-to-dayculture.Theyaremanagingbypayingattentiontotime.
Forexample,thereductionofdeliverytimesbothinthemarketplaceandthroughoutthe
supplychainhasearnedsuchfirmsasHewlett-Packard,NorthernTelecom,Toyota,and
Xeroxareputationas“time-basedcompetitors.”Entireindustrieshavechangedtoreflect
time-basedcapabilities.Forinstance,JohnsonControlscannowreceiveaseatorderrelease
fromFordanddelivertheorder4hourslater,startingfromtheraw materialsstage.
Anotherautosupplierproducingstamped metalpartshasreduceditsfinishedgoods
inventoryto2hours’worthofgoods,yetisfacedwithapenaltyof＄10000perminuteifit
deliverslatetoitscustomer’sassemblyline.Anumberof“buzzwords”haveemergedto
describetime-basedcapabilities:throughputtimereduction,deliveryspeed,fastcycle
capability,quickresponseorre-supplytime,lead-timereduction,andtimecompression,

unlikemanymanagementfads,however,time-basedcompetitionisaphenomenonthatis
heretostaybecauseofitsdirectlinkagetoprofits.Theadvantagesachievedbytime-based
competitorsenablethemtogrowfasterandearnhigherprofitsrelativetootherfirmsintheir
industry;increase marketsharethroughearlyintroductionofnew products;control
overheadandinventorycosts;andmovetopositionsofindustryleadership.

Anumberoffirms,includingWal-Mart,Thomasville,NorthernTelecom,Xerox,and
Motorola,haveexperiencedasignificantimprovementincorporateperformance,whether
measuredusingreturnonassets,returnonnetassets,orreturnonsalesasaresultoftheir
focusoncycletime.Allofthesefirmswereabletolinkcorporateperformancetoseveral
marketfactors.First,theywereabletotranslatetimeintoprofitsbysatisfyingtheir
“impatient”customers.Thesecustomersarewillingtopayapremiumiftheycangettheir
goodsandservicesveryquickly.Customers willawardtheirbusinesstotime-based
competitorsbecauseitmeansthattheytoocanreducetheirinventorylevelswhilesavingtime
andmoney.Inawell-managedintegratedsupplychain,Theamountofinventoryheld
throughoutthechaindecreases,suchthatinventoryisnow“flowing”betweenpartiesinthe
chainwithonlyminordelays.OrganizationssuchasBose,BlackandDecker,Ford,and
othershavedeveloped“docktostock”deliverysystems.Supplierdeliveriesofcomponent
partsthataremadedirectlytotheplantfloorendupinfinishedproductsbytheendof
theday!

Thereisa secondary effectforcompaniesthatachievetime-based capabilities:

Reductionsindeliveryleadtimetranslateintonotonlylessinventorybutalsolessrework,

higherproductquality,andlessoverheadthroughouteveryelementofthesupplychain.
Eachoftheseimprovementshasadirectimpactontheorganization’sbottomline.Inmany
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cases,thesebenefitsarejointlysharedbyallofthepartieswithinagivensupplychain.
Therearebothinternalandexternalbenefitsassociated withbeingatime-based

competitor.Theexternaleffectsrefertobenefitsenjoyedbytime-basedorganizationsinthe
marketplacerelativetotheircompetitors(suchashigherquality,quickercustomerresponse,

technologicallyadvancedproducts).Theinternalbenefitsarefoundwithinandbetweenthe
differentfunctionalareasinthefirm (includingsimplifiedorganizations,shorterplanning
loops,increasedresponsiveness,bettercommunication,coordination,andcooperation
betweenfunctions).

Thesecapabilitiesbecomeevenmoreimportantwhenconsideredonaglobalscale.To
survive,organizationstodaymustincreasemarketshareonaglobalbasis,inordertosustain
growthobjectivesandbeonthe “groundfloor”ofrapidglobaleconomicexpansion.
Simultaneously,thesesameorganizationsmustvigorouslydefendtheirdomesticmarket
sharefromahostof“world-class”internationalcompetitors.To meetthischallenge,

managersareseekingwaystorapidlyexpandtheirgloballogisticsanddistributionnetworks,

inordertoshipproductstothecustomerswhodemandthem,inadynamicandrapidly
changingsetofmarketchannels.Thisrequiresthestrategicpositioningofinventories,so
thatproductsareavailablewhencustomers(regardlessoflocation)wantthem,intheright
quantity,andfortherightprice.Thislevelofperformanceisacontinuouschallengefacing
organizationsandcanoccuronlywhenallpartiesinasupplychainare “onthesame
wavelength.”

课文注释

1.penalty
n.处罚,罚款

2.incorporate
adj.合并的,结社的,一体化的

vt.合并,使组成公司,具体表现

vi.合并,混合,组成公司

vt.[律]结社,使成为法人组织

3.assess
vt.估定,评定

4.reliability
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