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Introductory Unit

Learning Awareness

To learn

« to think about the learning purposes of Reading English for Business
{REB).

- to think about the learning strategies for REB.

« to understand some language features of Business English.







Pre-reading work

+ What do you know about Harvard University?
* What do you know about Harvard Business Review?

* Read the title of the text and guess the meaning of lead.

Text What’s Your Lead?

Nan Stone

1 HBR’s primary editorial goal is to give every reader of every issue at
least one “a-hal” reading experience. The lead article in this issue,
“Exploiting the Virtual Value Chain,” by Jeffrey F. Rayport and John ]J.
Sviokla, provided that experience for me. As one who tends to draft her
letters on a yellow pad with a 29-cent pencil, I still find forays into the
electronic world a somewhat exotic undertaking—not-withstanding my
enthusiasm for HBR’s own home page on the Web.

2 But learning something new that one can apply in the business world is
what HBR is all about. And as I absorbed the concept of a virtual value
chain, [ was reminded of something I heard on a recent trip to California,
when I had breakfast with several subscribers: As we discussed HBR over
our never-empty coffee cups, one executive described his reading of
HBR’s challenging articles as a kind of mental aerobics that stretched his
thinking and exercised his mind.

3 Rayport and Sviokla stretched my thinking. The arguments and
analyses in “Exploiting the Virtual Value Chain” are complex. But by the
time I had finished the article, the skepticism with which 1’d greeted the
authors’ opening sentence—*“Every business today compeies in two
worlds: a physical world of resources that managers can see and touch and
a virtual world made of information”—had slowly but surely given way.

4 As I worked through the concept of the marketspace versus the
marketplace, I learned a great deal that I hadn’t known before about the
value of information and about ways to participate in electronic commerce,
Even more important, 1 began to see how readers in all sorts of businesses
could take this kind of learning and use it as a catalyst for innovative
thinking. We at HBR believe that the majority of our readers will be able
to apply the precepts of the virtual value chain in their own industries.

5 But although we chose “Exploiting the Virtual Value Chain” for the

lead article this time, we know—because you tell us—that any article in a
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given issue may be the lead for you. The editors’ choice may indeed be the
one that you find the most valuable, Then again, it may not.

6 Your lead article from this issue may be Norman R. Augustine’s
humorous advice on turning around a crisis, or it may be our World View
article showing how a Polish shipyard managed a restructuring challenge
probably worse than any you will ever face. Your lead article may be the
interview with British Airways’ Sir Colin Marshall on the topic of
customer service or Thomas O. Jones and W. Earl Sasser. Jr. ’s research
on the limitations of customer satisfaction surveys.

7  Your lead article will be the one that best illuminates your own
organization’s opportunities, needs, and concerns. That is why we make
sure that each issue contains articles on a variety of business and
management topics. To start, scan our hallmark table-of-contents cover.

” our colorful two-page overview. You may

Then turn to “In This Issue,
only have time to read your personal lead article and the executive
summaries we include at the back so that the busiest manager can keep
current. No matter how busy you are, HBR’ s invigorating mental

aerobics can help keep you at the top of your game,

Notes

1. Nan Stone: the editor’s name. Nan B§,Anna 8% Anne FIIB %K.

2. Harvard University: one of the oldest universities in America. It was set up in 1836.
It is located in Cambridge, Boston, Massachusetts. Its first name was Cambridge
College. In 1839 the College changed its name to Harvard after an English Puritan
minister John Harvard, because he had donated all his books and half of his property
to the College. Then at the end of the 19" century it changed its name again, to
Harvard University.

There are many famous colleges, schools and institutes in Harvard University, which
cover subjects such as theology, arts and science, law, education, business
administration, public administration, engineering, applied physics, design and
architecture, dentistry, public health, medicine,

The most famous president of Harvard was Charles William Eliot (1834-—1926) who
was at his post from 1869 to 1909,

3. Harvard Business Review: published by Harvard Graduate School of Business
Education. It is a bimonthly journal, which includes lead articles, books in review,

case study reports and etc. Its first issue was published in 1922.
While-reading work

Subject focus

Answer the general questions a fter skimming the following text.
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a. Explain the meaning of lead article?
b. What is the main goal of the journal HBR?
c. Why did the editor choose Rayport’s & Sviokla’s article for the lead article of
this issue?
Language focus
1. Understanding the meaning of words and phrases in context—indicate
the meaning of the following words and phrases in the text.
Paragraph 1;
that experience (1* sentence)
one (3™ sentence)
yellow pad, 29-cent pencil (3" sentence)
foray (3™ sentence)
exotic undertaking (3™ sentence)
Paragraph 2:
never-empty coffee cups (2™ sentence)
aerobics (2™ sentence)
Paragraph 3:
skepticism (3™ sentence)
Paragraph 4;
marketspace (1* sentence)
catalyst (2™ sentence)
precept (3™ sentence)
Paragraphs 5 & 6.
may be, may not
Paragraph 7;
hallmark (3™ sentence)
keep current (4™ sentence)
invigorating (5" sentence)
help keep you at the top of the game (5" sentence)
2. Language features.
a. Antonymous words and phrases—give examples of the pairs of words which form
contrasts.
b. Tone—make comments on the tone used by the editor to her readers.
¢. Metaphor—give examples of the metaphoric use of words and phrases from the text.
d. Coherence—explain how the paragraphs are linked.
e. Symbolism—give examples to show symbolic meaning attributed to physical objects.

Further work

« Try to explain why the teacher has selected this text to start the reading course.
+ Read a recent issue of HBR and find your lead article in it. Describe the features of

the article which have aroused your interest.







Unit One
Sino-US Economic and Trade

Relations

To learn

« to understand and use interview language for business

* to express one’s opinions

» to understand the meaning of words and phrases in context

+ to use vocabulary items in the field of trade relations

+ to differentiate viewpoints from facts







