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Partl Modules

Module 1

The Product Is You!

D Learning Objectives

In this module students will learn some basic ideas about presenting themselves, along with
products and companies. They will first design a poster to inform their classmates about themselves.
After that, they will practice some of the skills used in making a good presentation.

After learning this module, students are required to:

1.

I N R

be familiar with the basic skills of presentation;

be able to give a presentation of themselves or a product;
be able to design a business card and a logo of a company;
be able to design a poster to introduce a company;

be able to use the following words and expressions:

to attribute. .. to to make a commitment to contribute. . . to
to prosper security to be vulnerable (10)
projected to take. .. to heart to benchmark (against)

to identify to be composed of to be consistent with

[DAboutatogo.

What Does Your Logo Say About You?

to embody
to emerge

to deliver

Much of marketing is concerned with a company’s image, both on an individual product level and for
the corporation as a whole. One way businesses do this is through their logo and their corporate
identity. Every company and every branded product or service needs a logo for this purpose. Your logo
should mean something to your customers; it should convey a message about your company and your
offerings.

When designing a logo, try to present your company’s values visually. Be prepared to discuss your
company’s values. as this will help to develop your logo. Once you have a good idea of the image you
hope to portray, you can use fonts(#J%,5&), color, layout, size, pictures, and design patterns to

1



Module 1)

convey this to your customers.

To be a good logo designer, you have to know that some images require a sense of movement in
the logo design, while some need the strength of heavy block lettering. Logos for products for
infants, for example, would be best served with soft pastels and lines that are rhythmic and flowing
rather than having sharp angles. Knowing the relative weight of each factor. you can then create a
logo that will catch the public eye and imagination and sends a subliminal message (7% 7£ {5 &) about
your company’s image. You will permanently imprint the logo on the memory of your customers.

Message from the President (pp.20~21)

1. vision n.
1) ability to view a problem; foresight and wisdom in planning W2 /7 ; 8848 1 ; i W, ; iR 22 )
e.g. We need someone with real vision to lead the party.
RIMNTERGHEAN A AT XK.
2 power of seeing; sight #/7
e.g. I've had my eyes tested and the report says that my vision is perfect.
HHRIER AL T M EREHEREOW A EE L.
3) what is seen on a TV or cinema screen; picture &4
e.g. We get good vision but poor sound on this set.
X 15 L AL AR BT » R 35 R4
2. articulate
1) v. to express or state clearly i 25 B 4 Hoi
e.g. She articulates so clearly for a ten-year-old.
Xf—~ 10 G W F R UL, MR IREE ) AR B R A, ?
I'm a little deaf, please articulate your words carefully.
AL HF, HRIE s 2 .
2) adj. able to express your thoughts and ideas clearly and effectively RE3 k5 25 Y
e.g. She’s an articulate speaker.
3. constituency: n.a group of people with similar attitudes or interests who are likely to support a
particular idea or buy a particular product (—#t) #3135, (—HO BB E ; (—#D) FHZ
e.g. Mr. Jones has a natural constituency among steel workers.
BN TR — .
4. The Shape of Things to Come: the type of situation you can expect in the future 4 319 % J& 77 Jil
e.9. They claim that this new technology is the shape of things to come.
FATAFR X FFTE AR SRR T R R ITI)
5. commitment n.
1) something one has promised to do; pledge Z#, 5247 ; &iE; (5iF
e.g. His political commitment is only skin-deep.
HBEA bR RR R S,
2) state of being dedicated or devoted (/7 , ik &



( The Pr.

e.g. We are looking for someone with a real sense of commitment to the job.

FA ] E S HER S T X TAEMIA.

6. embody v.

1) to represent or express something abstract in tangible form () &3, (ff) Bk
e.g. She embodies her principles in her behavior.
i A 2 B R WA ZE T3 .
2) to include or contain fJ &

e.g. The latest computer model embodies many new features.

EHREITT RN R &2 6.

. consolidate v.

1) to combine several small things, especially companies or organizations, into one large unit
(A E]L D & (BEAD
e.g. to consolidate several small farms into a large ranch &)L~/ 376 - —4> K3
2) to make the power, position, or achievements you already have stronger or more effective
so they are likely to continue JL[ , ik
e.g. The company is consolidating its hold on technology.

8. EMU: Economic and Monetary Union (ki) 22 3% 5 6% fBk %
9. vulnerable (to): adj. that can be hurt, wounded or injured 532153, #81 ; 5 2 W . TS

10.

11.

12.

e.g. The government should help the most vulnerable groups in our society.
BRI % A B 55 SREA
This procedure has improved, but it is still vulnerable to criticism.
scrutiny: n. the act of examining something carefully or thoroughly 12 i 4] i #b kS 25
e.g. Careful scrutiny of the company’s accounts revealed a whole series of errors.
Their activities have come under police scrutiny.
outperform: v. be better than something else; do something better than someone or
something else # it
e.g. His knowledge of history outperforms mine.
il i g st IR L 3R .
These planes outperformed their foreign competitors.
XL RE A A I 3 A X B KL
(Wﬂoi‘,:e “out-", as a prefix, can be used with many verbs, nouns and adjectives, meaning
bigger, better, greater, longer, further, etc. than someone or something else. Students are
advised to refer to dictionaries for more examples. )
top-notch: adj. (informal) very high in quality &1 ; — i HY
e.g. a top-notch university

European Ambition 2000 (pp.21~23)

13.

vibrant: adj. lively and exciting 7oA <1 5 76 R
e.g. avibrant city; a strong vibrant market economy
Shanghai is becoming a vibrant, fascinating city.

R IEFEAR A B A TR AR



14. GDP. gross domestic product [ 47 sl
Cf. GNP, gross national product [ R/: 7 Sl
15. benchmark: v. to provide a standard that something can be judged by PA------ Ry B HEARHE
16. identify with (something) : AN 5 EFYH LR - HRFYERREK
e. g. We require an environment in which employees identify closely with the success of the
company.
BATRE A R TATERRARAT A C 54 Bl R U B S B R A H AR,
17. contribute (to): v.to help to make something happen 5| it
e.g. Air pollution contributes to respiratory diseases.
BRI Y T I E S .
The scandal certainly contributed to their defeat in last election.

E RSB R A R I

A. Development of your presentation

esentation Style (pp.9~10)

1. Analyze the audience.

Begin with an attention getter.

Preview the main points of your talk.

Limit the discussion to no more than three points.

Explain who, what, when, where, why, and how.

in longer presentations, include previews and summaries as you go along.
Close by reviewing your main points and making a memorable statement.

N o e wd

B. Visual aids
1. Use visual aids to show how things look, work or relate to each other.
2. Use visual aids to highlight important information.
3. Use visual aids to create interest.
4. Select appropriate visual aids.
a. Use flipcharts, boards, or transparencies for small, informal groups.
b. Use slides or films for major occasions and large groups.
Limit each visual aid to three or four graphed lines or five or six points.
Use short phrases.
Use large readable type.

Keep charts and graphs simple.

© © N o o;

Make sure the equipment works.

C. Delivery
1. Establish eye contact.
2. Speak clearly and distinctly.
3. Do not go too fast.
4. Be sure everyone can hear.
4
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10.

Speak in your natural style.

Stand up straight.

Use gestures in an appropriate and natural way.

Encourage guestions.

( The Product Is You!

a. Allow guestions during the presentation if the group is small.

b. Ask the audience to hold their questions until the end if the group is large or hostile.
9. Respond to questions without getting sidetracked.

Maintain control of your feelings in spite of criticism.

| D,,Languageﬁctivitis%s Gttt

A. Study the language related to companies and company activities.

o jisteinetime f’&ﬁ] ?ﬂ?%’)ﬁﬁ*%‘%%ﬁn B PEAF o W0 B2 A HE 67 1)
& s F AR (R
PLC public limited company CGEED AT RN A BRAF
ISO International Standards Organization [ Pran fEfL A ZL
CNC computer numerical control TR HLEAS 5
AGV auto guided vehicles A 3l 544
CIM cryptographic information management | %55 B

B. Complete the following graph according to the passage “Message from the President”.
Ist: We needed to link it very directly to the European environment of unification, its attendant
increased competitiveness and industry consolidation. (Para. 4)

2nd:
3rd:
4th.

Sth:

Our ambition had to be based on outperforming our competition. (Para.5)
Our ambition had to stress the need for increased productivity and responsiveness. (Para.8)

Our ambition had to emphasize employee ownership — in a broad sense. not only as
shareholders. (Para.7) ’

Business Excellence provides the framework for running our businesses. (Para. 8)

C. Tell if each of the following statements is TRUE (T), FALSE (F) or an INFERENCE (1) according
to the passages “Message from the President” and European Ambition 2000.

1. F—(Para. 1) The president says “Honeywell’s vision for our operations in Europe, Middle East

and Africa has been clearly articulated for our shareholders. ..

constituencies should be uncertain about any aspect of our vision for the future.”
2. I-—The “message” does not state it clearly, but we can infer from what is said that a plan, no
matter how ambitious it may be, can be realized only by the joint efforts of all the
employees in the company. The last paragraph also implies this idea.
3. I The last sentence in the first paragraph: In addition our vision for. . . must fully support our

None of these

-

J



4. F—

global ambitions. because we are such an integral and significant part of... “The
constituencies” refers to “the shareholders, customers and employees”. The importance
of their efforts and support is self-evident.
They (Honeywell Europe, Middle East and Africa) are an integral and significant part of
Honeywell Inc. ; they are equally important.

5. T—Line 8, the first paragraph. .. .our global ambitions. . .

6. F—

The second paragraph:... to paint a crystal-clear picture — “The Shape of Things to
Come” —of the future state we will create.

7. T—The third paragraph
8. T—“The Shape of Things to Come” means “the type of situation you can expect in the future”.

9. F—

In this context, “the bright future of the company”.
Para. 2, p. 22

10. F—(Para.4, p.22) The companies we have chosen to benchmark are all good companies. We

have set our target to outperform them. .. (Note the meaning of “to benchmark”. )

11. T— (Para. 7, p. 22) What a powerful combination we have when all of those businesses are

driven by the entrepreneurial spirit of smaller independent companies while enjoying the
resources and scale of our large corporation.

12. T—(Para. 8, p.22) We are also implementing a standard employee opinion survey across the

region. This is enabling us to obtain feedback on important subjects from our employees,
and will direct. . .

D. Choose the definition from Column B that best matches the word in Column A.
l.e 2j 3.a 4 g5 h 6f 7c 8d 9 b 10 i

E. Crossword puzzles.

Across Down

3. scrutiny 1. efficient
5. objective 2. illustrate
6. strategic 4. mould

7. potential

F. Complete the following sentences with the words given below.

1. commitment 2. articulated 3. criterion 4. embodies
5. objective 6. via 7. attributes/ attributed 8. integral
9. merged . 10. scrutiny 11. credibility 12. prospered

W@Extended Achvitics

igning a poster or a logo

Ask your students to read an introduction to a company which appears on Page 117, and then

work in groups of 3 or 4 and design a poster or a logo for the company. After that, have students
exchange information with their partners.

6
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An effective poster will help you to get your main point(s) across to as many people as possible.
Here are some tips for students to make an effective poster.
An effective poster should be:
Focused: Focused on a single message.
Graphic: Let graphs and images tell the story; use text sparingly.
Ordered: Keep the sequence well-ordered and obvious.
Creating an effective poster requires planning, art, science, and attention to details.
Planning: Before starting work on your poster, consider message, space, budget, format (single
sheet or multi-panel) , and deadlines.
Focus: Stay focused on your message and keep it simple. Create a mock-up and dispense with
unneeded details.
Layout: Use a clearly defined visual graph to move readers through your poster.
Headings: Use headings to orient readers and convey major points.
Graphics: Clear graphics should dominate your poster.
Text: Text should be minimized in favor of graphics, and large where used.
Colors: Colors can make a poster attractive and improve readability, but be aware of different
implications of color in different cultures.
Editing: Edit ruthlessly to reduce the amount of text and focus on a results-oriented message.
Software: There are many packages you can use to create your poster. Make the best of your computer.

Here is a sample poster based on the text:

Yangzhou Jianghai Stationery Co. , Ltd.
Artist Brush Maker

Yangzhou Jianghai Stationery Co., Ltd makes artist brushes for oil painting, watercolor painting,
painting gouache and cosmetic brushes, broadly used in the fields of painting and calligraphy, arts and
crafts, advertising and decorating, medicine, pottery, food industry and so on. With an annual output
of 42,000, 000 brushes covering 8 categories and nearly 1, 000 articles, the products have been
exported to over 50 countries and regions in Europe, America, Asia and the Middle East.

Advanced technology and equipment on show to visitors

Computerized management
Professional research
Process quality control systems

Employees with the company — 500 experienced workers; over 100 technicians

Company’s concern— quality, variety, clients and market.

The company regards good quality as its life.

alyzing company annual reports
Ask your students to read the article “A Message from the Chairman” (pp. 118~121), make use
7



of the worksheet “Analyzing Company Annual Reports” (p.24) and then in groups of 3 or 4 analyze the
annual report of Ford Motor Company.

The following is for your reference.

1. What is the message of the whole statement?
It is about the company’s past performance and its driving innovation: The Way Forward,
including how they will do that.

2. What is said about past performance?
The company was solidly profitable and growing around the world in 2005. But when William Clay
Ford, Jr. took over as CEO at the end of 2001, Ford Motor Company was unprofitable, losing
more than 3 billion dollars that year. In 2002, they launched a major effort to revitalize their
company. They took a number of important steps in 2005. To strengthen the balance sheet
and cut costs, they sold the Hertz Corporation and restructured their agreement with
Visteon (their parts supplier spin-off). They reached an agreement with the UAW that would
help them reduce health care costs in a reasonable way. They began a major rationalization of
their supplier base.

3. How are future events seen— positively or negatively? How is this expressed?
But the market conditions they confronted are no longer what they used to be. They are facing
a turning boint in the industry: the automotive business had shifted to full-scale global
competition. The price of gasoline keeps rising and environmental pollution has to be minimized.
It is time for the company to take a bold new approach to meet the challenge. A more far-
sighted approach taken to create shareholder value; focus on long-term goals of building brands
and customers; Innovation to be accelerated. because the history of Ford is a history of
innovation, which is its legacy. “The company was founded by an innovator”. Innovation is the
driving force of the company. “We have more great products on the way. We have a
comprehensive and realistic plan to move us forward. And we have the dedicated and talented
people of Ford Motor Company determined to deliver outstanding results, all of which gives me
great confidence in our future.”

SDEES S

1. LX(p.18)

REMAERELH
RBESRA LT RS

HSTHIE ST R R B TR F M M0 5 2% AL IR A 7L 048 45 200 FR 2 B L 4 T AR A
M55, ARICIEH 36 4, HIRTEHRAB A R S RUE B IL R PR A T LRSI . 2S5l i s A
Rl S 22 P s SR B P R . AR AR LA RIRLBE 77 200 K24 65 000 854 %5 7 H AL o A 3 R g 2 7
HFRUHCEE A7l PRt S A R b v IR 55 TG I 36, SETEMIR TR LR 2 1 U 4 R IR 38 SR 2 P 1A
MIBE . IERIEPIER BRI A (15420 5 BRI AL NS — F 4K 15 1S09000 ATERY Ml . A2 A 6 48
BRATAT AV SR 5552 SWHE 3 1 SR P e B IR 551 B B A2 BT 2l Sk

S WE R RIBAR
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R TR
FL TR ST R
N7 AR 46 ol

AEVENE: 2.6 12
AKEATNBL: 190 AL AU 20 REIE S AR

2. Rl (p.18)

BXEE~RERAF
EF BB HLEERA R

HYERE T A R AL SL T 1984 48, REDCERA MR K AT . BV ALERNT
T AR TR, HEZE BRR, FERWR TR P WS E W F e 8 il Ak &% g (R i AT 3RS
FRALE SNt e T . AA BN A A A RFFEARB R SMBRERR. BHAEAKEEIHLEH
EMEETARTNSE BT AL EAEETRTEN TR, TR ERENERIA RS, R
TIEERER B LMEE R AW % P T R M, 1993 FAFA YR TFER/ L LKL EFRE
JRBEAL " H ARG T S E RHE BS5750 BEARIALE.

ESWE R R A

e3

BT

B RS

LaEVENER: 6450 77
AL BT AEL: 590 AL UL RIHERS AR

3. TR (p.19)

TR REHERAT
B AR B % WA

TR REAFARAFR—FE 22 0 0 ML 8, HAREES O T 1985 45, AR p e F7lk
FERE VS BB R ZE BB

TR REHA RA FIR/R B0 B P B — 2 - ROFERM AR HhER 40 RAEL
A, AP WAL TR S0 L KRR i B AR E ST

ARRRNNITIWARAE, BRI X —S ARSI BURR AL FIR S % P B 8 Sc okt BRUB Y,

ESYWE RRIBA

FIN ¥ AL AR

HREHLIMBE RS

Z 4K

& H bR B T AR AL

LNEPENLE: 4 100 77
AL G TAE: 65 AL U2 ABIBEA AR



4. YA(p.19)

WAL S E A PR
i AU

WLy 2% B 7E H A 2 E FIER N ER ST 1 FH U P it SRR AE 7= i &, A TR A BRI T
BEHRGHN ., % FEMRERERZGEH TN TRAERARESG. KE8ks KPP AR5 EF4%
ML AR ELS M THREBNEHMAREAIHMES A &, TREEMELRES AN, FET MR
AT DA N R4 1 280 T AL,

A HAL R AR R TAERS & TERA A LN SRS, BB AR kE &R
AR, TR B2 BBl T N BBV B SIS BOR , B LUK ME M EE , LLE 24 4
FMERIE A . AT RE ALY K 3500 77, Bt LB HKERES —.

[\ ZWE BRI

WA E R GE

< BT AN T4 8 EAR &

Ffl— ALK

HEIR5IE RS

AT NS 320 A

5. Message from the President (pp. 20~23)

HHiEE
ERFiE

B E A IR REBRM AR AEE MDY 5532 B 0T 5 C K WA B A RN TR BRI E P B8
J 5L RIS A VK PRI ATT RO R 5. X SR 25 AR DT 2 WP S LA AT AT — 7 % F A1) o e 128 58 B R 104
Pl —JF A BRI . 5300, BIEFH IR A FITERRM A FIAE ML 5518 B 1035 SR AT 52 4 A
YRR, O BRATTR R R 5 /R FRA B R AT B A B B A — 4% .

AT B “ WML 200075 BN 1) B bR R R4 — IR T T 15 B A R SR Bl B —— B Se I TS 1R
D, BT T B — H ARG 3T R A SR X — R TR E R . TR ATTER R AT £ KR
2000” HLRY Wi B ENB Bh AN 26 a7 , A ERR T HRATR AW B TR BATH B A EI L AT SR AR
JAVLBIN & 7 BRE IO LSO RE . RATEH B B A0S R B % SCILX — B A iR 2 B3

RN BE L 20007 A JFU A SRS LA BT 0 T Ml B ke AR LG e A

H— KAV EACE 5 RN — R R LU R B2 T K B R BT AU R 35 AT 3 4 BB R — .
KR T IS — QUi T S BRI A Al & 3 RFIF T 8, IR 1 TAE M S0/ A 7 818 76 K
BT EHOT  REAFARME ACHE SENRAMBEAR &I, BRERARA 1992 FLE
HOPT 47 FAR) N AR 45 TG RATHSERH FiX —303605 30 . RS SR E AR @3R8
F PR M 1B e F R TR IR 8 BRI P IR R . (ERRMN I D IR RS TR T B AT ]
H OB R A S BT B A .

H AR R FHE T RRRATO TR F . RATELSE B AR ETRITOE S, £
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RER M ER KA L RHER AT 25 %0 50RT 50 %, FA A% 2 Ik SR atis BUS-HE 2 BT 25 % MM fiz .

2 AT HEC TR R A R WK B ) FBGER  S BeRE ) . X — A RS, B R B /R %
10



PEHE RS IMBRNEAR . FLLERMNACHLSBE S, RAITHEE LR, BaH A=
RIFERRES . XFE, RATHE Pl ERIEE m MR X SR A,

B, AT R DGR R TP AULRBR AR, RS X LM, il
AN BATE T RIFFTBAR KRR BAEC B, BRITBTEEBRANDIEZRIUEN A FFEENE
KT AR TP 1 A 1 SR M 4 1, R IR IRAT A A A0 BA B 4 R e 5 R AT T A e 0o T R B 5 4
# IR ELIX — AR R BT R B . MR ERH /RO ARG R 58 £ A, R
11K AR E] 2000 L AL BARH PR AR R A B R B /RRG.

BJa, BREBARMAFMSERME TER, HAN MK RN RRERES S
R EHTFAEGRAE, (B E /KRB | P AR A1 i 3 X 4 B0 BB B 6 AR A R AIE h 30k, oV “ BB 4k
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EH A

BEINBA TR PPN 0 R B AR B B A 5%, T HR B E T EAR N EF BTHRE A
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“ WAEETA TG I8 R TR A2
& NE P RIE M ERRE S B TAER

W TSR

& MU R B 5 R

& LU A SO 3 7 i AT RS K

& ENTERMEH RIFH LA RESR

I i} Notes to Data File (pp.118~121)

Passage 2 A Message from the Chairman

B

1. driving: adj. used about people or things that influence something strongly or make it happen
HEBERY
e. g. Wiliam was the driving force behind the business.
BRRMENZ A A RBHEEAY .
2. solidly profitable:
solid: adj. not superficial, genuine BSCHT ; BLIE /)
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