e
1Y
) 1

LEADER

a new language course for tomorrow’s business leaders

e R S R iE

#MHH

Teacher’s Resource Book

Elementary Business English

Irene Barrall
(IR 5 3215) Rpa

B e AR
Higher Education Press



Al

a new language course for tomorrow’s business leaders

#&lﬁﬁm%

Teacher’s Resource Book

Elementary Business English

Rl

Irene Barrall

(R 4 3E5) Apma

ﬁ = FHE MR

Higher Education Press



P52, 01-2005-3330 5

Authorized Adaptation from the English language edition, entitled Market Leader: Teacher’s Resource Book (Elementary
Level), first edition, 0582773326 by Irene Barrall published by Pearson Education, Inc., publishing as Pearson Education Limited
Copyright© 2004.

All right reserved. No part of this book may be reproduced or transmitted in any form or by any means, electronic or
mechanical, including photocopying, recording or by any information storage retrieval system, without permission from Pearson
Education Inc.

China Adapted edition published by Pearson Education Asia Limited and Higher Education Press, Copyright© 2005

This Adapted edition is manufactured in the People’s Republic of China, and is authorized for sale only in the People’s
Republic of China (excluding Taiwan and the Special Administrative Regions of Hong Kong and Macau).

M5 R R S O AL 1B B A O L RS A S | R A

For sale and distribution in the People’s Republic of China exclusively (except Taiwan, Hong Kong SAR and Macau SAR).

WRFHREARKMEREN (BARFEPEEE, RITHNTHRERPEEBRX) SERT.

A B E W F Pearson Education (84 ¥ & hAEH]) BOEDithis2 . TREZBE,

EEERSE (C1P) ¥iE

KRR FIBEHITHE. 1/ (%) BRIK (Barrall,
L) % (KRB FIE) dmdtkd. —t5E: 5%
A AL, 2005.6

PBAJRL: Market Leader Teacher’ s Resource Boo
k (Elementary)

ISBN 7-04 -016321 -7

[.k... 1.OB...Of... II.#H%5—%HE—
FER—BFSHEYR N .H31

Hh L RRAS B 0 CIP B (2005) 45 060826 £

BE KK FIEBUTHS 1
fE&E (RRHSEE)SHA

HEETT WEEH LR MgB#ALL 01058581118

# o JEETTERR SR 4 S %A 800—810- 0598
HPELSRAS 100011 B b http: /www. hep.edu.cn
B . 010— 58581000 http: // www. hep. com. cn
£ W trRawEERBETARAR MLITH  hip: /www. landraco. com
B B dEEA eI http: // www. landraco. com. en
F & 80x1230 1/16 R & 200546 A% 1K

BB % 10.75 El Xk 2005486 A% 1 EPRI
F ¥ 420000 E# 20007

25 A R BT 490 T B0 T4 R (A, 0 D S Y B R
R E Sk

WES  16321-00



B E &
&R R

=

(KIE° BERIF) RIBMURERS

* % &
x| &

AR K-

Bl ¥ £ (CAEREEARF):

EXT F F K 3

W  ZE (DHEREEANF):

ILE AW APE 3 B F F FRE XZHH

EHK BER R X

(g w25 3B B A5 1)

* 9 :

%

m E& (EREENTF):
IRF AYE FoF HERF

- HRRIGRE
T E %98
B (£ 4R 8
HE
R it
B RS
B AEED

R & HEHEZ
KFE
kL
EX, & 4
4
k#Egik R
AR A

¥

=

=

2R R

=

>
io

13

% g

=

12 Al




Acknowledgements

We are grateful to the following for permission to reproduce copyright material:

Financial Times Limited for extracts adapted from the following articles published in the Financial
Times: “*Se habla espanol’ is no longer enough” by John Authers 13th January 2003, “Toeing the line :
versus do-it-yourself” by Amon Cohen 28th May 2002, “Hi, I'm on the plane at 39,000 ft ...” by Amon
Cohen 27th September 2002, “Too young to manage” by Lucy Kellaway 3rd February 2003, “Local cus-
toms: a heady mix of pace and peace” by Jane Matthew 11th March 2003, “Customers become a reality
at web shopping malls” by Geoffrey Nairn sth February 2003, “Tokyo commuters strive for rush hour
‘wa’” by Bayan Rahman 4th November 2002, “Different game, but the same winners” by Michael
Skapinker 17th January 2003, “Krispy Kreme expansion fuels earnings growth” by Vanessa Valkin 2gth
August 2002, and “No normal board meeting” by Mark Wallace 22nd February 2003; Guardian
Newspapers Limited for extracts adapted from “The book marketeers” by Simon Garfield published in
The Observer 4th August 2002 © The Observer 2002, “Need for a new look at ‘old age'” by Margaret
Hughes” published in The Guardian 9th November 2002 © The Guardian 2002, and “Mr and Mrs Boss”
by Oliver Robinson published in The Guardian 2nd December 2002 © The Guardian 2002; Independent
Newspapers UK Limited for an extract adapted from “Scientists tell us why we don’t like Monday” by
Louise Gray published in The Independent 16th November 2002; NB Public Relations for an extract
adapted from “Delivering a personal experience to the home: how to get the most from the post” by
Nicki Brimicombe published in the Financial Times 11th July 2002; Pragnetix Limited for an extract
adapted from “Should we re-define the spam debate?” by Monica Horten published in the Financial
Times 30th March 2003; Paul Sheppard for an extract adapted from his article “Testing route to busi-
ness school” published in the Financial Times 1st October 2001; and Annabelle Thorpe for an extract
adapted from her article “How to ... cut a deal over lunch” published in The Guardian 13th October
2001.

In some instances we have been unable to trace the owners of copyright material and we would appre-
ciate any information that would enable us to do so.

Photocopying

The Publisher grants permission for the photocopying of those pages marked ‘photocopiable’ according
to the following conditions. Individual purchasers may make copies for their own use or for use by the
classes they teach. Institutional purchasers may make copies for use by their staff and students, but
this permission does not extend to additional institutions or banches. Under no circumstances may

any part of this book be photocopied for resale.



I 5 RIE R T HHM

S 2 i i B #7 EEM (5T)
16319 I S REBELE O HFE 1 (Ff MP3) 2005 4£ 6 H 35.00
16321 PRI 7 55 S B B B 1 2005 4£ 6 A 32.00
0058 RS HIB A ETR | REY 20054 6 H 14.00
17465 I S HIER ] 1 (B MP3) 200546 H 19.50
0066 RO H BRI S] 1 KHEH 200546 A 14.00
16320 IR PSS RIBLEAEF 2 (i MP3) 2005 4E 6 A 36.00
16322 PR S5 B FUm A A5 2 2005 4E 6 H 32.00
0059 PRI 95 TR SR & JORR 2 SRl 2005 4 6 A 14.00
17466 I S IR R %3] 2 (Fff MP3) 2005 4£ 6 H 20.00
0067 PR W 95 B R R 2P 45 3] 2 sy 200546 H 14.00
17467 I SRR EFE 3 (B MP3) 200547 H 38.00
17468 PR 5 TR UM 3 200547 H 38.00
0060 RIS S5 R iB SR A BORR 3 SR 200547 H 14.00
17469 U 5 S iE R4k >) 3 (Bft MP3) 200547 A 22.50
0068 R SR FIP 4 3) 3 R EH 200547 H 14.00
17470 RSB HE 4 (ff MP3) 20054E7 A 38.00
17471 ARG S I iB BT A 4 200547 H 38.00
0061 BRI S RIB AR 4 5% T 200547 H 14.00
17472 R F RBP4 (Fff MP3) 200547 H 21.50
0069 AR S5 B 4] 4 R HWH 200547 A 14.00
17713 PRI 5 95 BT L ECFR 1 (Bff MP3) 2005 ¢ 12 A 29.00
17714 AR v 55 TR T T R O S 1 20054 12 H 30.00

PR 5 55 P BT BLECRR 1 SR 2005 4E 12 A 14.00

17715 ARG W 55 JEEWT L ERE 2 (BfF MP3) 20054 12 H 29.00

17716 PRI 78 55 B TR T UL SRR B0 S 2 20054E 12 A 30.00

PRI 8 55 S TR WT B ERR 2 Sl 2005412 A 14.00
BERIERIIEM

s 4 AR B A EM(T)
11539 BHHEEH (E) (B MP3) Bk 34.00
13342 WHIEH (F) (B MP3) B R 34.50
11263 786 55 BT R i 2R 28.80
11259 BB G 2 AR 19.20
11537 WS RIERE (FFER) 2R 23.60
11538 R e Snkes E R 27.00
11260 THFie E iR 23.80
11261 E fr 22 57 T8 @AY 35.80
11262 E PR % 5 55 55 & M 22.00




M E = A

B MK EX AR B EA A MR BRI ST S
B A A B 36 A0 [ 25 MR AL ) , 3EAT 0 A K AR HEUH I A B 3 54 A AT BB AT, #9 RIE AR
1B SR B R BT b TR T BT, R EE WA AR, B R R
A5 3 AN B G S, R AL B A AT BOREE R R A R AL A B AR R W R AL A S T
PG . HEFRATWMER ERREAT R, 78 KT 24, A bl R 2 A h A
B,

RABRMEEBIE: (010) 58581897/58581896/58581879

£  H: (010) 82086060

E - mail: dd@hep.com.cn

WENE: b AR XS K 45

HEHE BT R R A E
B8 4%: 100011

W 5 E AT 5 . (010)58581118



jilll3

]

EMA&%E%@&H%,ﬁ@%@ﬁ%ﬁﬁ%ﬂﬁmﬁﬁﬂ,Eﬁﬁ%iﬁEMﬁﬁ,ﬁRﬁEﬁﬁ$
ﬁﬁﬁ%ﬂﬁ%k#%%*ﬂ*ﬂ&ﬁ,Hﬁ%k#%%#ﬁ&TEﬁW%*,&ﬁﬁ%ﬁﬁﬁﬂﬁmTEE
AR, .

B M OF7 H AR BE D R 9 Market Leader i 45 315 # 5| # 4 HiDavid Cotton, David Falvey, Simon Kent%: %
%i%ﬁﬁ?iﬁ&«%ﬁﬁﬂ»ﬁg,%mmwmﬁﬂﬁﬂmﬁ%%%a%%immmwm%ﬁg,Emﬁ
um,ﬁﬁ%ﬁﬁuﬁmﬁmﬁgmm.ﬁﬁ%ﬁ@%w‘Hﬂﬁ%%ﬁﬁ‘ﬁmmﬁ%%ﬁu&ﬁ%$mm
ﬁ%ﬂﬁﬁfﬁ&ﬂﬂﬂﬁo%TEH%%E&EH*%&%V*#Q#W%*.E%ﬁﬁmﬁﬁﬂﬁﬁﬁT
RREH,

«ﬁ%ﬁ%%%»ﬁﬂ&ﬁm«%%ﬁﬂ».«ﬁﬁ%ﬂ»\«Wﬁﬁﬁ»‘«ﬁmm#»uﬁﬁﬁmi
%%ﬁi&ﬁﬁﬂﬁuﬁ%ﬂ&ﬂﬁ#ﬂ%ﬁﬁT%ﬁ%*ﬂﬁﬁ,WE@%*#Q%%%ﬁ,ﬁmﬁﬁﬁm
%ﬁﬁﬁﬁ%ﬁ%%%ﬁoﬁﬂ*@k%ﬁﬁ%ﬁ%%ﬁﬁ,&%ﬁ&ﬁﬁﬂ%iﬂt%ﬁTﬁ%ﬁ%%ﬁm
ERMAPIESCERERICE,

«ﬁﬁﬁ%%%»Eﬂﬁﬁﬁﬂﬁ%ﬁ%ﬁﬁﬂﬁww&%%%%—&%&&%%%%ﬁﬁ.Hﬁﬁi%
RIAELLTILANH i -

ﬁﬁﬁﬁ%ﬁﬁﬂﬁ%ﬁ%ﬂAﬁﬁ##.ﬁ%ﬁi%ﬁ%ﬁﬁnﬁﬁ%%%ﬁ$¢,ﬁ&ﬁimﬁ%ﬁ
@,ﬁ%ﬁﬂﬁﬁﬁﬁ¥$%ﬁﬁﬂé,ﬁ—ﬁ%ﬁﬁﬁ%%ﬁﬁn$§ﬂﬂﬁﬁﬁ%§ﬁﬁ#ﬁﬁTk!ﬁ
ﬁ‘éﬁmiﬂ,ﬁﬁiﬁﬁﬁﬁﬁﬁﬁﬂﬁﬁ,Tﬁﬂﬂ@ﬁﬁ%%ﬂﬁ,uﬁﬂ&ﬁﬁﬁ%*%ﬂﬁ%\
%Eﬁ%ﬁﬁ%ﬁ%ﬁwnE—ﬁﬁﬁ%&ﬁﬁkﬁ$ﬁ%%ﬂ@ﬁﬁ%ﬁﬁ,ﬁﬁﬂﬁﬁ%@ﬁ%#?ﬁ%
ﬁ@%%?ﬁﬁﬁﬁﬁﬁﬁ,m%ﬁ%.Eﬁﬁ%.ﬁ*ﬂﬁ.ﬁ%%ﬁ,ﬁﬂkk\m%ﬁ$.%ﬁﬂ&,
fEALERE, RFHS%E, .

ﬁﬁﬁﬁﬁﬁ%#ﬂﬁﬁ%ﬁ*%ﬂﬂﬁAoKﬁﬂﬁﬁ%%&ﬁﬁ%&%ﬁ‘ﬁﬁﬁ%ﬁ#ﬁﬂ&ﬁo
«%ﬁ&ﬁ»ﬁ«%ﬁ&ﬁ»Wﬁ%ﬁﬁﬁﬁﬁﬁﬂﬁﬁ%ﬁ#ﬂ%f%ﬁﬁoﬁﬁﬁ%ﬁ%ﬂuﬁ%%ﬁ%
KIRRABI, SEFES BARDIT, 50 51 % 7 50 0 5 W AE 95 A 3ot 72 b 52 FF 7 2 6 2 S0, 8 25 A
71, HACKSHFRARA LRGN &,

##ﬁﬁﬁﬁ,ﬁﬁﬁﬁﬁﬁﬂﬁﬁﬁo«%%&E»%ﬁ+$ﬁﬁﬂﬁ%5$ﬁ%m%mﬁﬁ%A&
¥°%Eﬁm%ﬁ%ﬁ[.%ﬁﬁmﬁ\%&ﬁﬁﬁﬁ%W$ﬂo¢W$ﬁ%ﬁ§#%ﬁ%ﬁﬂ,ﬂﬁ,ﬂﬁ
ﬁ%ﬂ\ﬁﬁﬁ%ﬁﬁﬁﬁﬁmﬁmt,ﬁﬁ%ﬁ#ﬂﬁﬁ%gﬁﬁﬂo«%ﬁﬁﬁ»%ﬁiﬁﬁﬂ%ﬁﬁﬁ
%ﬁ%ﬁi%.ﬁ%ﬁi.ﬁﬁ%#ﬂ%ﬁ%ﬂ%%.%ﬁﬁﬂﬁ%ﬁﬁﬁﬁﬁﬁﬁ%fﬁﬁﬂ,ﬁﬁﬁﬁﬁ
ﬁﬁﬁﬁ%ﬁmoﬁﬁﬁﬂ%ﬁﬁﬁ,mﬁﬁﬁﬁﬁﬁéﬁﬁ\%ﬁ?ﬂ%ﬁﬁﬁ?ﬁﬂ%ﬂTTﬁﬁa

&#ﬁﬁ$r.ﬁﬁ%iﬂ$ﬁﬁﬁﬁiﬁ,«%%ﬁﬂ»ﬁ«%ﬁ&ﬁ»i%ﬁﬁﬁﬁ%ﬁm,«%ﬁ
ﬁﬁ»%k%ﬁiﬂﬁé«ﬁﬁﬁﬁ»%%%ﬁ%ﬁﬂﬁ@%iﬁ.ﬂﬁﬁﬂﬁ.%%ﬁ%‘ﬁﬁu«ﬁﬁﬁ
E»%%M&ﬁ%#,ﬁﬁﬁ%%¢%ﬁﬁﬁﬁﬁ$ﬁ%ﬁ%eQK%QﬁE»mﬁm«ﬁiﬁﬂ»ﬂﬁﬁi
#Hﬁﬂﬁ&ﬁ.«ﬁﬁm%»ﬁﬁﬁTﬂEWW%ﬁWﬁ\%Eﬁ%%ﬁ%ﬁ%#ﬂﬁﬁ,ﬁﬁﬂﬁﬁ&
mumﬁigﬁiﬁﬁﬂ(ﬂﬁﬁﬁ\%%ﬁﬂi%ﬁ%)%ﬁT&ﬁ%ﬁ%ﬁH,Wﬁﬁﬁﬁﬁ#ﬁ%ﬁ#

=



JER .

MEIENBRIONBHERS, EERXFEIEHE. (GO P4 R0 ET A2
PO BEEE, R T KER ) BMTWERNE, TMRPER-B¥5), HE. WL, EBEHEIMESH
RNASHSEERES S, EREETORMME T HxHEm@oket, By B 8EEDh, NaKs%,
IR, BIREMABEIIES, MEREIEMSME, ®5, BROKR, BERRENEN, %
FBERFIEIER., HEW,

«#kﬁ%ﬁﬁ»ﬁﬂ&ﬁmﬁmﬁf,%ﬂuﬁﬁﬁﬁ%ﬁ.Eﬁﬁﬂ%ﬂ%%&%ﬁ%%%&ﬁ,ﬂ
ATDME AR TR S RIEEM, B AT LR K38 IR B0 F 7 W5 0kt

RAVHEEA RFIBOH A H AR R ERE B S BECEMPIS, AR HETR, B -RHa
A @ FRULEF [ FR3E S 0 10 95 A A ST

X G A
200544 H



Introduction

Market Leader is an extensive new Business English course
designed to bring the real world of international business into
the language teaching classroom. It has been developed in
association with the Financial Times, one of the world’s leading
sources of professional information, to ensure the maximum
range and authenticity of business content.

The course is intended for use either by students preparing
for a career in business or by those already working who want
to improve their English communication skills.

Market Leader combines some of the most stimulating
recent ideas from the world of business with a strongly task-
based approach. Role plays and case studies are regular
features of each unit. Throughout the course students are
encouraged to use their own experience and opinions in order
to maximise involvement and learning.

An essential requirement of Business English materials is
that they cater for the wide range of needs which students
have, including different areas of interest and specialisation,
different skills needs and varying amounts of time available to
study. Market Leader offers teachers and course planners a
unique range of flexible materials to help meet these needs.
This book makes suggestions on how to use the unit material
extensively or intensively and indicates how the material in the
Practice File integrates with the Course Book. This book
contains extensive extra photocopiable material in the Text
bank and the Resource bank.

2 Thgm lrill_. t’ R

Course Book

This provides the main part of the teaching material, divided
into 12 topic-based units, plus four revision units. The topics
have been chosen following research among teachers to
establish the areas of widest possible interest to the majority
of their students. The Course Book provides input in reading,
speaking and listening, with guidance for writing tasks as well.
Every unit contains vocabulary development activities,
essential grammar and opportunities for speaking practice.
There is a regular focus on key business functions, and each
unit ends with a motivating case study to allow students to
practise language they have worked on during the unit. For
more details on the Course Book units, see Overview of a
Course Book unit below.

Practice File

This gives extra practice in the areas of grammar and
vocabulary, together with a complete syllabus in business
writing. In each unit students work with text models and useful
language, and then do a writing task to consolidate the

learning. The Practice File provides regular self-study
pronunciation work (with an audio CD and exercises), and a
valuable survival business English section for students.

Five tests are available to students for them to monitor their
own progress through the course. There are an entry test, three
progress tests and an exit test, which reviews the work done
throughout the course.

Audio materials

All the listening activities from the Course Book (interviews
with business practitioners and input for other activities such
as role plays and case studies) and the Practice File
(pronunciation exercises, tests) are available on cassettes and
audio CDs, depending on the user’s preference.

Teacher’s Resource Book

This book provides teachers with an overview of the whole
course, together with detailed teaching notes, background
briefings on business content, the Text bank (24 optional extra
reading texts), the Resource bank (photocopiable worksheets
practising communication skills) and Audio scripts.

A typical unit consists of the following sections:

Starting up

Students have the opportunity to think about the unit topic
and to exchange ideas and opinions with each other and with
the teacher. There is a variety of stimulating activities such as
answering quiz questions and completing charts. Throughout,
students are encouraged to draw upon their life and business
experience.

Vocabulary

Essential business vocabulary is presented and practised
through a wide variety of creative and engaging exercises.
Students learn new words, phrases and collocations, and are
given tasks which help to activate the vocabulary they already
know or have just learnt.

There is further vocabulary practice in the Practice File.

Reading

Students read interesting and relevant adapted authentic texts
from the Financial Times and other business sources. They
develop their reading skills and acquire essential business
vocabulary. The texts provide a context for language work and
discussion later in the unit.
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Listening

The listening texts are based on interviews with
businesspeople and experts in their field. Students develop
their listening skills such as prediction, listening for specific
information and note taking.

Language focus

These sections focus on accuracy and knowledge of key areas
of grammar. If students already know the grammar point, this
section works as a quick check for them and the teacher. If they
need more explanation, they are referred to the Grammar
reference at the end of the Course Book.

There is further grammar practice in the Practice File.

Skills

This section helps learners to develop their communication
skills in the key business areas of presentations, meetings,
negotiations, telephoning and social English. Each section
contains a Useful language box, which provides students with
the support and phrases they need to carry out the business
tasks in the regular role play activities.

Case studies

Each unit ends with a case study linked to the unit's business
topic. The case studies are based on realistic business
problems or situations and are designed to motivate and
actively engage students. They use the language and
communication skills which they have acquired while working
through the unit. Typically, students will be involved in
discussing business problems and recommending solutions
through active group work.

All of the case studies have been developed and tested
with students in class and are designed to be easy to present
and use. No special knowledge or extra materials are required.
For teaching tips on making the best use of the case studies,
see Case studies that work below.

Each case study ends with a realistic writing task. These
tasks reflect the real world of business correspondence and
will also help those students preparing for Business English
exams. Models of writing text types are given in the Writing file
at the end of the Course Book.

e

Accessibility for teachers

Less experienced teachers can sometimes find teaching
Business English daunting. They may be anxious about their
lack of knowledge of the business world and of the topics
covered in the course. Market Leader sets out to provide the
maximum support for teachers. The Business brief section at
the beginning of each unit in the Teacher’s Resource Book
gives an overview of the business topic, covering key terms.

These briefs have been written at native speaker level and
are not intended for Elementary students.

_ 4

Authenticity of content

One of the principles of the course is that students should deal
with as much authentic content as their language level allows.
Authentic reading and listening texts are motivating for
students and bring the real world of business into the
classroom, increasing students’ knowledge of business
practice and concepts. Due to its international coverage the
Financial Times has been a rich source of text and business
information for the course.

The case studies present realistic business situations and
problems, and the communication activities based on them —
group discussions, simulations and role plays - serve to
enhance the authenticity of the course.

Flexibility of use

Demands of Business English courses vary greatly, and
materials accordingly need to be flexible and adaptable.
Market Leader has been designed to give teachers and course
planners maximum flexibility. The course can be used either
extensively or intensively. At the beginning of each unit in this
book are suggestions for a fast route through the unit if time is
short. This intensive route focusses mainly on speaking and
listening skills. If the teacher wants to extend this
concentration on particular skills, optional components are
available in the course (see Extending the course below).

The following teaching tips will help when using case studies.

1 Involve all the students at every stage of the class.
Encourage everyone to participate.

2 Draw on the students’ knowledge of business and the
world.

3 Bevery careful how you present the case study at the
beginning. Make sure your instructions are clear and that
the task is understood. (See individual units in this book
for detailed suggestions on introducing the case study.)

4 Ensure that all students have understood the case and the
key vocabulary.

5 Encourage the students to use the language and
communication skills they have acquired in the rest of the
unit. A short review of the key language will help.

6 Focus on communication and fluency during the case study
activities. Language errors can be dealt with at the end.
Make a record of important errors and give students
feedback at the end in a sympathetic and constructive way.
Note good language use, too, and comment on it
favourably.

7 Ifthe activity is developing slowly or you have a group of
students who are a little reticent, you could intervene by
asking questions or making helpful suggestions.

8 Allow students to reach their own conclusions. Many
students expect there to be a correct answer. Teachers can
give their opinions but should stress that there usually is
no single ‘right’ answer.

9 Encourage creative and imaginative solutions to the
problems expressed.



10 Encourage students to use people management skills such
as working in teams, leading teams, delegating and
interacting effectively with each other.

11 Allocate sufficient time for the major tasks such as
negotiating. At the same time do not allow activities to drag
on too long. You want the students to have enough time to
perform the task and yet the lesson needs to have pace.

12 Students should identify the key issues of the case and
discuss all the options before reaching a decision.

13 Encourage students to actively listen to each other. This is
essential for both language practice and effective
teamwork.

Some students’ needs will require more input or practice in
certain areas, either in terms of subject matter or skills, than is
provided in the Course Book. In order to meet these needs,
Market Leader provides a wide range of optional extra
materials and components to choose from.

Teacher’s Resource Book

The Text bank provides two extra reading texts per unit,
together with comprehension and vocabulary exercises.

The Resource bank provides photocopiable worksheet-
based communication activities, linked to the skills introduced
in the Course Book units. Their main purpose is to build up
students’ confidence in expressing themselves in English.

Video

Market Leader videos are available at the pre-intermediate,
intermediate and upper intermediate levels. The videos are
accompanied by a Video Resource Book, which provides
extensive activities for pre-viewing, while-viewing and post-
viewing language work, plus a complete transcript. The
videos are:

Video Recommended level
Market Leader Portfolio Pre-intermediate
Alliance Intermediate
Business Leader Briefings Upper intermediate

Introduction |
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At a glance

Introductions

At a glance

Lesson 1 Starting up
Each lesson (excluding Ss listen to four businesspeople and match the speakers to their
case studies) is about business cards.
45-60 minutes. This does Vocabulary 1: Job titles
not include administration | ss |ist words as job titles or departments. Then Ss talk about
and time spent going their jobs or studies.
SO e, Vocabulary 2: Nationalities Practice File
Ss match countries and nationalities. Vocabulary (page 4)
Reading: Describing people
This reading section can be completed in two parts.
Ss can start preparatory work on the article about Phil Knight,
the founder and CEO of Nike, and complete Exercise A.
Lesson 2 Reading: Describing people Text bank
Ss complete more detailed comprehension questions about Phil | (pages 114 and 115)
Knight (Exercises B and C).
Language focus 1: fo be
Ss are introduced to positive and negative forms of the verb
to be.
Language focus 2: a/an with jobs; wh- questions Practice File
Ss look at the use of a/an before vowels and consonants and are | Language review (page 5)
introduced to what, who and where question words.
Lesson 3 Listening: Talking about yourself
Ss listen to three people talking about their jobs.
Skills: Introducing yourself and others Resource bank
Ss listen to three conversations where people introduce (page 148)
themselves and others. They then practise introductions.
Lesson 4 Case study: Aloha in Hawaii
Each case study is about Ss find out information about people at a conference.
30 minutes to 1 hour. Writing Practice File
Ss write an e-mail about two people from the conference. Writing (page 7)

For a fast route through the unit focussing mainly on speaking skills, just use the underlined sections.

For 1 to 1 situations, most parts of the unit lend themselves, with minimal adaptation, to use with individual students. Where this

is not the case, alternative procedures are given.




_1 Introductions |

‘You never get a second chance to make a first impression.’ *

The tone of a business relationship can be set by an initial introduction. It is important to make a good
impression right from the first handshake.

When meeting businesspeople for the first time, is it better to be formal or informal? If in doubt,
advise students to adopt a more formal approach. Here are some points to remember when making
business introductions in English-speaking Western countries:

e |ntroduce businesspeople in order of professional rank — the person of highest authority is introduced
to others in the group in descending order, depending on their professional position. Gender does not
affect the order of introductions.
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* When possible, stand up when introductions are being made.
* |fclients are present, they should be introduced first.

* The name and title of the person being introduced is followed by the name and title of the other
person. It is also helpful to include a small piece of information about each person to start the
conversation.

e [fyou are being introduced to someone, shake hands and say ‘Hello’ (informal) or ‘Pleased to meet
you’/*How do you do’ (formal), followed by the person’s name.

* Treat business cards with respect. Take a moment to read them and carefully put them
somewhere safe.

e Address people by their first names only if they indicate that they want you to.

Of course, in practice we often break these rules — but knowing they exist provides a starting point.

It is also worth remembering that many aspects of etiquette are not universal - cultural norms vary
from country to country. What passes for good manners in one country may be frowned on in another. A
firm handshake may be appreciated in the US, UK and Australia but a French businessperson is more
likely to offer a single, light handshake. In Japan it is more usual to bow. Preparation is important in order
to avoid culture clash. Doing some background research to get acquainted with local business etiquette
and social customs can spare the blushes of both visitor and host and avoid causing offence.

Elementary students may find introducing themselves and others intimidating. Help students to
navigate these situations by highlighting key phrases such as those in the Useful language box (see
Course Book page 12). Drill pronunciation and intonation and give students plenty of opportunity to use
the language with short role plays. Imagine what you would feel like if you were in a strange city meeting
business contacts for the first time, using an unfamiliar language. A few well-practised phrases may help
to give enough confidence to make that first impression count.

* anecdotal saying
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2 Introductions

Lesson notes

Warmer

This activity will build Ss’ confidence by reminding them of
international English and basic English words that they
already know.

Divide the class into two teams. Name one team noughts
(0) and the other crosses (X).

@ Draw a noughts and crosses grid on the board.

© Demonstrate that teams need to get three noughts or
crosses in a row (horizontally, vertically or diagonally).

To place a nought or a cross on the grid, teams have to say
the English word for a picture that you draw.

@ Demonstrate by drawing a television and asking the
crosses team to call out what the object is. If they say the
correct word, write television on the board (say the word as
you write it to model pronunciation) and ask one of the
team to come to the board and place a cross on the grid.

@ Continue until one team wins. Possible words to include
are: pen, book, pizza, football, camera, hamburger, car.
Include other English words that your class knows.

@ Ifteams reach a stalemate, then draw a picture on the
board and the first team to say the word wins.

Overview

@ Introduce Ss to the Overview section on page 6. Point to
each heading and elicit or explain a little about each. Point
to the sections you will be covering in this lesson, using the
table on page 8 of this book as a guide.

Quotation

Write the quotation on the board.
@ Ask the class to say it.
® Check if Ss know who James Bond is.

Dr No is one of a series of action films about the secret
agent James Bond. Many famous actors have played James
Bond including Sean Connery, Roger Moore, Timothy
Dalton and Pierce Brosnan.

Startingup

Ss listen to four businesspeople and match the speakers to
their business cards.

If this is your first lesson with the group and they have not
done a listening exercise before, take time over Exercises A
and B. Reassure the class that they will hear the listening
more than once.

If you have a business card, show it to the class and try to
elicit what it is. If not, draw a large business card on the board.
Ask Ss what information is normally on a business card (name,
position, company). Complete the card with details about
yourself. Encourage Ss to show their own business cards to
the class if they have them.

10

® ()1

Play the recording from beginning to end and ask Ss how
many speakers they can hear ().

@ Play the first part of the listening and elicit which business
card matches the speaker. (Speaker 1 is Erika Schulz, card
B.)

® Ask Ss to complete the exercise in pairs. Play the recording
at least twice and ask the class if they need to hear it again.

® Play the recording again. Pause after each speaker and
elicit the answers.

F:B 2A 3D 4C

()1
@ With the whole class, see if Ss can say which words in the
box complete the introductions.

® Play the recording again. Get Ss to complete the
introductions.

@ Check the answers around the class.

name’s 2I'm 3from &My : 1

@ Ask Ss what other words mean Hello (Good morning, Hi).
Can they add any others to the list (Good afternoon, Good
evening)?

@ Ask what the opposite of hello is (goodbye, bye).

See if Ss can say two ways to introduce themselves (Hello,
I'm... /My name’s ...).

Model how to say the sentences and ask Ss to repeat.

@

®

On the board write
Hello, I'm ..., I'm from ..., 'ma... .
Introduce yourself to the class using the prompts.

@

@ Encourage Ss to use dictionaries to check the vocabulary
for their own jobs.

@ Divide the class into pairs. Tell Ss to take turns to tell their
partner about themselves. Circulate, monitor and
encourage.

©@ Depending on your class, you could ask Ss to change
partners two or three times to continue practising the
language. This is also useful to help the class get to know
each other.
1to1
If this is your first lesson with your student, use the
exercises as an opportunity to get to know each other
better. This would also be a good time to check or
supplement the information in the needs analysis, if
there is one.




