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Topic Focus

The Importance I | S:About brand images R: Image is everything
Bianding of Image L: A market research about new {iS: What is “brand image”
e | g EEMN brand names Interpretation & translation
L: About brand W: A brochure
Brand Promotion | 10 | S: Five tactics for brand promotion ||R: Nike.com — pure play
it FELHE ) L: The changing of a brand name S: Promotion tactics
L: Creating company image Interpretation & translation

W: A sales promotion letter

How to Manage 19 | S: The meaning of “Tough Guy” S: A speech on the qualities of the
Hama ‘ People L: Voluntary benefits best and the worst leaders
EFELIE R A L: Ways to reduce staff turnover Interpretation & Translation
I y P

R: Managing people — no more Mr. || W: An alert to staff

Tough Guy
Benefits 28 | 8: Compensation and benefits S: Questions about employee
R 4R L: Inquiring about benefits benefits
L: Employee benefits Interpretation & translation
i R: GE benelits package W: A notice of staff workshop
| What sWTO? 39 | S: ABCs of WTO S: A brief introduction to WTO
WTOand " | WTO Zft4r L: WTO membership Interpretation & translation
3 L: A research center on WTO W: A customs form

Customs

R: What is the World Trade

‘ Organization?
X | Going Through | 49 | S: Leaving the airport through Cus- | {8: Going through the boarding
Customs toms procedures
MR 3 % L: Customs declaration Interpretation & translation
L: Customs formalities W: A customs declaration form
R: What to expect when you return
fiae to Canada
4 | E-commerce 57 | S: About eBay R: E-commerce
Shopping Hfr% L: Electronic Data Interchange S: A brief introduction to EDI
;I,” L: Payment in e-commerce Interpretation & translation
) _ERad | W: An apology letter
! Online Auctions 66 | S: About online shopping §: A speech about online shopping
P Zis M L: Online cheating Interpretation & translation
L: Virtual communities W: A market research report

R: Online auctions




Plnre topic Page Focus
5 Marine Cargo In- 75 | S: Marine cargo insurance I1S: A damage claim
Marine surance L: Online wholesale products Interpretation & translation
Cargo and S VN L: Offer and counteroffer of a trans-;{ W An application form for cargo
action transportation insurance
Insurance R: Marine cargo insurance 3
BESRE Goods 87 | S: Shipment terms | 5S: Packing
Transportation L: A unique distribution operation jInterpretation & translation
R IER L: Packing ‘W An insurance policy
R: Transporting the goods | :
6 Financing Your | 97 |S: A bill of exchange 'S: An introduction to bills of
Finance and Business L: Ways to raise finance ‘ exchange
Payment Ao gl B L: Applying for a bank loan %’Interpretation & translation
R: Financing your business | Wz A bill of exchange
AR ST New Ways to Pay | 105 | S: Filling out a check 'S: A brief introduction on how to
B A TR L: Risks in international trade ‘ write a cheque
L: Terms of payment i;}lnterpretation & translation
R: New ways to pay kW A letter of intent
7 Complaint Han- | 114 | §: Ways of making complaints iR: Complaint handling is easy — just
Complaint dling L: Making a complaint | make it memorable
Handling FRAL P L: An experience of making a com-, S How to file a complaint
plaint :|Interpretation & translation
and Cus- H )
W= A claim letter
tomer Is the Customer | 123 | S: The customer is always right S If the customer is wrong, they’re
Maintenance Always Right? L: Customer service | not your customer any more
iRANIRE | A 7K I A %) L: Inquires on making complaints Interpretation & translation

B4

g

R: When the customer isn’t right for:

your business

“W: A letter of adjustment

8
Agencies

RENE

How to Choose
an Agency?
T FACIE
HlAa2

132

S: Advertisements about agencies |
L: An agency agreement for black tea,

L: An advertising agency :

R: How to choose yourself a suitable

stafﬁng agency

S: An experienced travel agent

Interpretation & translation
‘W An agency agreement

Do You Want to
Buy Into a
Franchise?
IRA I L 3
L 2

141

S: What is a franchise ‘v
L: Asking for advice on a franchise
L: Single operator franchise ;

R: Finding the best retail store fran-

chise opportunities

ES: An ad for Water Babies franchise

package

?Interpretation & translation

W An application letter of agency

New Words

Proper
Phrases

Nouns
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The Importance of Image

HReE R4

Focus

S: About brand images

L: A market research
about new brand
names

L.: About brand

R: Image is everything

S: What is “brand im-
age”’

Interpretation &

translation

W: A brochure

-l Look at the brand images below and discuss the
following questions in small groups.

1. How do you understand the word “image”?
2. Can you give some examples of good company images?

3. How can a company build a good image?

2]

1. How many people were interviewed in Guangzhou?
A. 20. B. 215. C. 30. D. 250.
2. According to the market research, what do 70% of the people interviewed like?
B. A well-respected brand.
C. A brand with a long history. D. A foreign brand.
3. What is the most important thing in the company’s marketing campaign?
A. Quality.
C. Chinese identity.

Listen to a conversation about a market research
and choose the right answer to each question.

A. A mediocre brand.

B. Pricing.

D. Customer service.

1



Branding & #% % 72

New Words

breakdown /'breikdaun/ n. (C) detailed information that you get by studying a set of figures 7}
X%, BFHMA

thrust /Orast/ n. (C) the main meaning or central point 25, i, HEHil

identity /ar'dentatr/ n. (C, U) who or what a particular person or thing is &4y, 44; %F
fiEs [R—1

established /I'steblift/ a. confirmed or recognized E &), AAK; CHOLE, DHHIA
)

pricing /'praisiy/ n. (U) the act of deciding how much to charge for sth. 4}, T,
E4

noticeably /'nautisabll/ ad. in an easily noticed way; significantly 5| AyERHM; L3 i

bracket /'breekit/ n. (C) price, age, income, etc. within a particular range (fi#§.
. WANERD F% S

mediocre / mi:dr'auka(ry a. not very good; of only average standard “F ), HiEK, FHEMN

Phrase

high end S

3 Listen to a short passage about brand and fill in the blanks.

The most effective description of a brand is: a name or symbol that is commonly known
I and separates its company or product from the competition.
A well known brand is generally regarded as one that people will recognize, often even if they do not
know about the company or its products/services. It usually includes the business’ name or the name of a
product.

The overall branding of a company or product , or even design
features that identify the company or its products/services.
For example:

The Nike brand name is known throughout the world, and people can identify its name and logo

However, not only is the company name a brand, but its logo is also a strong piece of branding in its own

right. The majority of people that are aware of the company

The clothing and running shoe company Adidas is well known for using three stripes on its range of

products. __ their products, even if the Adidas brand name

and logo is not present.

New Words
logo /'Ibgau/ n. (C) a small pattern or picture that is the sign of a particular organiza-
tion FRIH, FR&E
2




majority /ma'dzpraty/ n. (C) the larger number or amount, esp. of people &, k¥
Proper Nouns

Nike i 5¢

Adidas o] 31 15 Hf7

4 Read the passage below and decide whether the following statements
are true (T) or false (F).

( ) 1. A good image of the company will bring you everything you want.

) 2. The longer you stay in the industry, the better your image is.

) 3. People like images that convey professionalism and expertise.

) 4. A company whose website is thrown together overnight will never have any business opportunities.
) 5. It pays to spend a great deal of time designing your logo.

) 6. We may prefer Starbucks to other much cheaper shops because of the professionalism it represents.

VT e U o S U o SN

) 7. Image has an influence on your business mainly in the short run.
Image Is Everything

The absolute foundation of your small business is your image. The way potential clients and/or custom-
ers perceive your business sets the stage for the way your product or service is recognized and ultimately
judged. Image is everything and it will affect your business either positively or negatively.

What do you want people to think about when they see your image? When they see your logo, business
card, pamphlet or website, what will they think? Cheap? Expensive? Professional? Successful? Expert? Amateur?
Failure?

It doesn’t matter if you have been in business six years or six days. The failure to recognize just how
important your image is and just how much people will judge you based on that image, is a huge mistake and
it can be a mistake that will have a lasting impact on the long-term success of your small business.

People’s perception tends to become their reality. How much do you charge? Is your product or service
the best? Would people be crazy not to do business with you? Are you the most experienced and most
qualified professional in your industry?

Does your image convey this? Does it say, “we are the best and we pay attention to detail...” or does it
say “‘we are the cheapest in town and just throw things together at the last minute™? Does your image convey
your professionalism and expertise? Or, does it say, “We don’t stand out, we are like everyone else, we are a
commodity to be passed over”?

I run across small businesses on a daily basis that gives absolutely no regard or consideration to what
their image is saying. You’ve seen them too...they throw together a font with some clip art ripped from the
Internet and call it a logo. Their pamphlet is printed with an ink jet printer on cheap paper templates bought at
Office Depot. Their website has been thrown together in a night and has six different fonts and twelve
different colors.

Essentially, what these businesses are saying with their image is, “We don’t care, we are cheap, we are
amateurs, we are not as professional as we claim.” Is this truly what they want to convey? Probably not, but

3




Branding & % % 72

disregarding the importance of image is a recipe for misinterpretation of your small business.

Image can make you look truly great.

Think for a moment about Starbucks. Its image is one of excellence and top quality in the world of
coffee. Because of its image, we willingly pay $2, $3 and even $4 for coffee when we could go down the
street, somewhere else and pay much less for the same thing. But, Starbucks’ image says, “we are worth the
price, we are the best”. Starbucks’ has added to the success of its business by developing a professional and
quality image.

Image can make you look cheap, even if you don’t want to look that way.

I recently spoke to an owner of a small venture capitalist firm. His business is small, but he works with
large companies to help them acquire millions of dollars in financing. Yet when I reviewed his logo, I found it
to be absolutely atrocious. He did it himself by throwing together a font and some clip art that came with
Microsoft Word. A three-year-old may as well have designed it; it looked that elementary.

Why should potential clients trust his firm to handle millions of dollars in venture funding for them when
his image screamed, “we are cheap”?

Successful businesses know and understand the importance of image. If you spend the time, effort and
money developing a professional and successful image, your business will be seen as professional and successful.
If you don’t take the time and just throw together your image, your business will be seen as thrown together
and cheap.

A successful image will help you attract the types of clients you want to work with. You will convey that
you are worth your price. You will convey you are the best in your industry. Additionally, you will give your
prospective clients a sense that they would be crazy not to do business with you.

Your image is what everyone sees. It is what people think of your small business and is one of the most
indispensable elements in a successful business.

Recognizing its vital impact is your bottom line.

5 Fill in the blanks with the words below. Change the forms where

necessary.
rip absolute commodity  convey foundation disregard
consideration indispensable professionalism logo :
1. The World Cup is a big stage for football stars to demonstrate their skillsand
2.Heutterly ________ my warnings and met with an accident.
3. The ambassador personally _ . ____the president’s message to the premier.
4. She’s become quite ____to the company.
5. When Paul was climbing over the fence,he . his trousers on a nail.
6. I have never seen suchawomanof honesty as Wendy.
7. Please give the problem your careful
8. My boss is not satisfied with the company ____designed by the so-called expert.
9. Slavery provided the _____ for many ancient types of society.

10. Air conditioners are one of themany _____ that Japan sells abroad.

4




6 Rearrange the words or phrases into correct sentences.

1. know, image, the, successful, understand, of, businesses, and, importance

2. instructed, not, bu1ld1ng unless, do, the, leave

3. car, pick, I, for, them, arranged, up, have, station, a, the, to, at

4. happened he, when, man, what, realized, had, the, laughed

5. business, a, learn, teacher’s, children, is, make, to, it

6. is, messages, us, ship, wireless, sinking, the, tell, that

7. types, you, with, a, work with, the, attract, image, clients, help, of, want, successful, will, to, you

8. tell the truth, imposes, advertisers, on, tough, who, law, not, penalties, do, the

New Words

absolute 'ebsaluit/ a. complete, perfect; not allowing any doubt 443 {f1, SE4M: i
SEHY, EECEE Y

foundation /faun'detfn/ n. (C, U) the fact or principle on which something is based i,
¥, REE: @, Wor, 637

client /'klatant/ n. (C) a person who buys goods or services /4, W%, ({FIf
HEMALMD BIEA, GHEA

pamphlet /'pemflit/ n. (C) a very thin book with paper covers, containing information about
a particular subject /M, FM

perception /pa'sepfn/ n. (C, U) an idea, a brief or an image you have as a result of how you
see or understand sth. Fvk, W#E; B4, &, L),
)

convey /kan'vel/ v. to make (feelings, ideas, thought, etc.) known #ik, &% (/g

’r%a\ ?ér:)rl]_a\ /L,\Aﬁ:ﬂ’ﬁ);

ik, 1Bi%, #ix

professionalism /pra'fefanalizom/ n.

(U) the high standard that you expect from a person who is well

trained in a particular job LK, EMbE G, Bk

commodity /ka'mpdati/ n. (C) a product or a raw material that can be bought and sold, esp.
between countries Ridh, B4, B HMNEAN
consideration  /kan,sida'rerfn/ n. (U, C) careful thought, thoughtful attention %[, #I®); fkis,

5




Branding & /% % 12

font /font/ n.
printer /'printa(r)/ n.
depot /'depau/ n.

misinterpretation /' misin, t3:prr'terfn/ n.

capitalist /'keepitalist/ n.
additionally /o'difonall/ ad.
indispensable  /,indis'pensabl/ a.
Proper Noun

Office Depot

Phrases

set the stage for sth.
business card

throw together
stand out

pass over

run across

on a(n)...basis

ink jet printer

add to sth.

bottom line

7]

(C) a complete set of letters of one kind and size for printing books,
newspapers, etc.(FIFFZAMFETH) FR, FHE

(C) a machine which is connected to a computer and makes a printed
record of computer information ¥TENHL; ERRIHL:  ElLmINE AL
AR, EIRIZA

(C) a storehouse for goods B &, P

(U, C) the act of putting a wrong meaning on (something said, done,
etc.) or explaining wrongly =A%, Hi##

(C) a person who owns or controls much wealth and uses it to pro-
duce more wealth WA K ; TTAFE XH

what’s more, besides Jt4h

too important or too useful to be without W75, AR/ H]

R 7p 28 (HESR 500 sk, 2 ptIp 24 5= @A Ir 24 Bk 55O

fERHBOA AT RE, AT T E M

% h

HAPHERK, B el

i,

Bmg, B

(RS

Fooe o B BRUE; RRYE, (R Al L
TSR AT ER AL

fEREY K, [ ERm
2E, EARA: KL, KM BREERA (BTHD, 3
MARRE

Discuss with your partner and make a dialogue according to the key
points given on the topic of “What is brand image?”.

1. The key in brand image research: identify or develop the most powerful images and reinforce them through

subsequent brand communications

2. Base: the proposition that consumers buy not only a product/commodity, but also the image associations of

the product

3. Good brand images: instantly evocative, positive and unique among competitive brands

4. Brand image reinforcement: by brand communications such as packaging, advertising, promotion, cus-

tomer service

5. Find out whether a brand image is strong: by asking consumers the first words/images that come to their

minds
6




|8| Translate the following conversation into English.

Here are the expressions you may find useful:

................................

...............................

Az AT AT RSB S R R G B BB 2

B:  WEFRUEFERATOIE AN RKE ). —BOARPLIER KT, GBTFRIIARA =R .
IEMERZKERNERST (B, KBRS , M@ hr— BB,
RFEBIEA — M EREHEVMNES.

Ar T LABGRE N E 0 2

B: AAESAR IR TEM L, @i MacEkWindowsF & ) Adobe Illustrator F#,

A BIEENR L FEESR, AfAa?

B: HTR¥ESEMEERABERMKARER, FEATRESER FTEEME. FAH LSRR EET
Awidny, EEBER PR . MBREER R, EEHHRS .

A AT LME A KR EN B 2

B: ENENATHFRZEAE A, mEVAES. S8R, FERENEE. P, ARMERRE
BRlo EAGEAS AR A EARE IR KRB . ENEE A5 P L6 AUE 45 T 3578 5 R0 VAR ) [7)

=

o

Ar HRGRE R ?

B: THARRCFERS, KBS ERE BRRAER” Bs, ©RATHBIECR L (3L LA, R
H) .

@ Translate the following into English.

AN B R T ST O OB RAR KR MM . 7 S B BRI T B L R, X
N RHEE R EREET . k2, MEESEAKRLY, HEHLEE S K.

EER EHERRARK, —HRBEZAENAE, HEDLDRAIIIF.

MR TE S BIE A OURBLAL & P, RIAE R EN EZ RO ER . BMERT S E%
ELMBKRBAIT, FEMARM "R TEEL A,

i R SR TE B 1 07 SR BARBUE RE ST o 1% s O AR . Bl “RR KR IR
8, XA mEIEANREEN. BiF. 28, REZOALBE. FHE. FAES NWROM,
B ANEEIMGE, BT ARG b RS2 3T

“RB” R-BRBREALFEN DNRME, RRHEEHRBERN N L. ZahME
BT AMARBMEMERMAZ SEHRRR. M) BENADIESR.

BE B R R 20AZ] . ANBEEHCORMESEIEM. BUFEE. A 25T XM
R, kMR EEEACHERERRE & A BB RIESS L0 R AL dh.

7
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l Here are the basics for brochures. Read the basics carefully and
translate the Chinese brochure into English.

The Basics for Brochures

The purpose of a brochure is to make more people know about your company, expand your influence,
broaden the management of your products and seek more business orders. When writing a brochure, you
may include the following points:

1. the nature of the company (state-owned, private, or joint venture)
. scope of business
. geographical location and conditions of the company
. a brief history of the company
. the scale of the company (including manpower and material resources)

AN L B WO

. the characteristics and strong points of the company
Brochures have no fixed forms, but they are mainly written in the descriptive. The style is usually quite
formal, paying attention to appropriate and specific wording. Subtitles are often used to make the content

more clear and understandable.

Sample:
Guangzhou Trading Company

Guangzhou Trading Company is an import/export enterprise established with the approval of P.R.C.
Foreign Trade Cooperation Ministry. It was founded in June 1982, with a registered capital of RMB 9,000,000.
SCOPE OF BUSINESS

1. Import and export of cereals, oils, and foodstuffs (including canned food, frozen food, aquatic products,
livestock & poultry, meat/egg products, animal feed, fresh/dried fruits & vegetables, rice/wheat products,
condiments, sweets & biscuits, drinks & wines);

Export of textiles, light industrial products, metals & minerals;

Import of machinery equipment, instruments & apparatus, chemical commodities, etc.;

Processing with materials or samples supplied by clients and assembling with components supplied;
Barter trade and compensation trade;

Commission sales, exclusive sales and consignment sales;

Entrepot trade and bonded warehousing of import/export goods;

Cargo agency for sea, land, air import/export, including customs clearance, inspection, etc.;

A B =) S I SN VS I )

Consultative service on foreign economy and trade.

The company seeks to further develop economic cooperation and trade with friends and clients at home
and abroad for mutual benefits.

Legal Representative: Mr. Yang Ming

Address: Guangzhou Trade Building

8




Gongye Road
Guangzhou 510250
Telephone: (020)88333333
Fax: (020)88333334
Notes:
1. scope of business MV 45 [H
. barter trade %) 5t % %)
. compensation trade #M=H &)
. commission sales ZFG40
. exclusive sales U5
. consignment sales 77 &k 5%
. entrepot trade ¥ 11 5

~ N AW

55 U R T/NE]

BRI AR 452 6 7 — 5 B I ik AR IR IR A ), A TERIILRE, IR 5280°F /5K,
SR EAAMIE ., ARSI T 198955 A, BLA B L325 A ARSI fHkE. BB,
g, IREPOLMEEE . AVIEBE %6200/ 76 (ART) , Wah¥i&150005 70, F
BNV EIZI3500 0 T

AN I
1. BEI}:
COERR L T EAL. B B . B OB IR & BT, L2RRG. B,
2. ®H3F: '
2B, @f. e, KR WMESZRM. pak&. S,

3. é&’fg“f"b‘:
() ZEMeEs CRAEEMAE . R, 9. FRARE. s, AR ERYgER)
(2) KB EAYEE .
4. BREP,
(1) Fhk%:
(2) &8 S5 Wiz e 55
(3) ftid LI G B) -
(4) AN (AIFE/EELTD
(5) B EEUMWS:
(6) REFR.
5. REBLIF
R FE B, T, . A & BT RA A
L ZAERS )y, AR CE SRR B A RO B AL SR E R I . A “H
P, MEIRS T MRS, AREME T KRR REE R SR RS .
R Rl PIES R T R BT KR
g : 513333
Aif: (020) 8388888
7 ¥: (020) 8888889



