PEARSON

—

Longman

e g S R iE
Powerhouse

An Intermediate Business English Course

DT iR # iz F0m A B

Listening & Speakmg Teacher’s Book

David Evans Peter Strutt
REEH 5 315) Ama

o
wanil

i
SEHE HRMT

Higher Education Press




PEARSON
L i e———

Longman

iR iERMAE 7

I_istening & Speaking Teacher’s Book

David Evans Peter Strutt

(RIEH #%35) Kb

SEHE R

Higher Education Press




EsE. 01—2006—17702

Powerhouse Teacher’s Book Intermediate, © Addison Wesley Longman Limited 1998.
This edition of Powerhouse Teacher's Book Intermediate is published by arrangement with Pearson Education Limited.

#4531 T W5 F Pearson Education (AT HMRER) BEHWRE. TREZFEHE.
For sale and distribution in the People’s Republic of China exclusively(except Taiwan, Hong Kong SAR and Macau SAR).

SRFFEARIMEEN (BEFAAFETEEE. RIIFITERITEEBBX) HERST.

BHEMS%E (CIP) ¥iiE

KRS IOERHHE. (1) BUTAHB/ () BX
#i (Evans,D.), () ¥rfehrfe (Strutt,P.)%; (&
BRFIE) WHmAKRG. —Ibtu. BEHF HRY,
2006.8

F 4R Powerhouse Intermediate Teacher’s Book

ISBN 7-04-017714 -5

I .. T.0%...OfH... 0Kk .. .HH—
RE—WTRBF—RFFR—BFESEHRR V. H319.9

A B R CIP BT (2006) 55 091349 5

HEEET B%SHE HRt - MEHRL 010-58581118

# o dEETWRBRESKE 4 S % H&H 800810 - 0598

BBEISREY 100011 M  #t  http: //www. hep. edu. cn

2 ¥l 010 —-58581000 http: //www. hep. com. cn
2 # BeHREBRITERAR M EITR  http: //www. landraco. com
£p Bl LR EFEEONERAF http: //www. landraco. com. cn

BEEBE  hiep: //www. widedu. com

F X 889x1194 1/16 B & 200648 A% 1M
Ep ¥ 7.75 Bl X 2006 4 8 A 1 IKENR
¥ ¥ 250 000 E it 21.30 LX)

ABMART . BT, BALHREE, EPABEBYER1RE RS,
RALERE ®BuR
WMEE 17714-00




pall
e

(EIE° BFEIT) RINBMURE

~

* f£: AR HE-F

Bl £ 1 (R EBENF):
I F F B OF ZTAEM KR O£

B (UHRKEZEANT):
EXE EWIE AYE 0 B F P FRE X=HEH F K F gaA
BHR B £

(PR W9 45 F BT BLELAE 1 Fm A )
ES Gn: FIRAE

Bl ¥ . & # A£%

] % Bk M 4R &%

R¥HmE ® £ KE|ZL
L B%#miE KL
BERE KL
HEEIT EhKk
KRBt W B F OF
EERI K&
HENSH # R



A EF MK

BEHEF HRHEHREE BEREF HR EMRSFTTHES BT 3 R(h4E
AR EFEERL) , AT AN AN M RBFREATERE, WS RE  EBKRBR
MEFE. ATHPTHBRT , RPEENSENR, BARE RABRRPERARER, Rt
KR A ITBOERE R TR RERE VL R IL R BN AL T T . HAERALTAR
ERBAATH , 88 KRBT RER , A LR RA AR

RBREHEE: (010) 58581897/58581896/58581879

f&  X. (010) 82086060

E - mail: dd@hep.com.cn -

Wbl AETRRXESNKE 45

BEHE BT HE SR E

B 4R: 100011

W HiERITHRIE: (010)58581118




Acknowledgements
‘Coca-Cola’ and ‘Coke’ are registered trademarks which identify the same product of The Coca-Cola Company.

The Publisher would like to thank and acknowledge the following sources for pictures, copyright material and trademarks reproduced on the
following pages:

Byte: 7 1 & br; 30 (Twentieth Century Fox/The American Entertainment Partners); Pictor Uniphoto: 43 tc, cr, & tr, 90r, Tony Stone: 43 bl &
cl; 90 d, Telegraph Colour Library: 43 tl & br, 90 bl, 102 t, Picturepoint: 102 b




i1

:[]

FEREREFRHEAN, REBERLSHFRSMWALRERA, RS EEMRE. AR RFER
SMEW RN ERZERE, HSMRE—DRARBENEAMNES AT REEHEK.

(CREFRBIRBEPFERGATINC4 EROME: “KERBHFWEFRREFFENREBZAARS,
AR EE T, ERAIES S TSR AP RARBARCEHET R LMPHmMERRER.” XEEE L
EREAGEENE. i, SERURBATRELBERALHAFRNREBE, HREL, ETHARER.

AT EiF i R REAXBERR KE I HT R, BEEE MRS 13 T E A 8K H AR E A R #Market
Leader f1 Powerhouse Z5| ¥, B XPHEHM RN (KREHFEE) RIBM . XHREHM UEMSHRE
Rk, @R asmeE, B EkOA R, EeiiSHR UL EASARNES MR ZXEEE, ZR7H
MAEIHERBT 2HNEI SR, BERRPEIFHFRE, AMRBSHEXBEHRITRSEROREN  HXIH
E AR S EENR AN, MERAEREM R LR T A RXBHFMIRNERAE PR LERNIFEILE.

(AR %EIB) RIIEH R B 2RI i RS N RS FRIBEM . (ITRHE) 1
HEEERALEL T ILANME:

BEGFEHEEZINATARSINRESRY, ARATHHSHT. (WREE) R —-EBRIEEN. BT ‘&
%7 Ml FIIAERBERNEIZERBNRBHE. WHHHAEMEL, BHTEZE2H, EHREANE
WHBE. W4, &, DEAARMBEE, HBWR L) H R0 aE b8 ol i 2 >) #6555 A L B vt i 8
“WH~ WiE, FAESMBETHOBSEDSHIBIET TR &, FEEEEBESHRENRRN, TRIAR
ERSNIR, DABEARBESPEIEST. REGEFZRENHNEB,

AEHEMEGFIHERXEI S| EIRN. (WREER WEALFERER . RAEERLHZRERP, b
BEIAETABL, WEAR. ETXMHER, 2BHEMAFERBETER. LA, #ENEFES, SN
HRHEET AR ENRIEISEXFES. BAXRESFTURLLHNBESFXRFERASR, AFERBEEMHILE
A ESRAACHRRMNA, NHEFRFEEEANECHIES, HEMIIFEUBA.

gt i, ARSI ITIFRERA ., (WHHE) WAL AES RSN ES, § “W, “3.
“GR7 FHANCESIET—, ‘0" — R FERBRHS . 5 —ERPEE D, DERXHOEFZERAE
B, ¥ EUAEENERR, MEFZRENT TERM, ‘4 M PRET KEBHBRAE, ARBHEE
R R T RRERIE, SABEEH—F. WL S5RIESEE, AWRGIBITFES.

H¥EFEFE, HERXBERUFNIE. (WiRERE) BF (EEAL), RTREERHERNA. #
ERiBE, PEIEEDIMBEEEINSES], THREAPEERER. FEBLARERETW,

(UT i)Y UHBERHAFRLLARMRALSHERARRESESR, SHEER, B, 8HF
B, B, EAREEISNA, IRMEEFERSEEMR, RREFTRM, EFRENBETELE, I
KIEHwBBEL .

ABEFAMEKA, THRERE, BEATERZR. BREMESINLLOEEFERIFE, WiTUENEE
B EHRBHM, B UAEAKFEEBREREM TLENSAM.

e
2005412 B






page

introduction 4
map of the Course Book 6
module-by-module notes 8
copymaster: ' 54
grammar review 62
tmnsm'pt 82
key to extra activities 99
notes & key to grammar review 102
index 113




® 00O OO0 OO 00000 O0OOSOOO LSOO OOOOOOO0OOOS0 0000 OCOEESOOOOO®OOS

introduction

Powerhouse is a language teaching course that offers business English with a definite ‘business’
flavour. Wherever possible the course teaches authentic business language as it is used in
authentic business situations. For this reason, it draws on an extremely wide range of authentic
sources. Material has been taken not just from business books, newspapers and magazines, but
also from novels, political speeches and even Hollywood movies, in an attempt to bring learners
as close as possible to the kind of language that businesspeople really use!

Powerhouse has also been designed to offer teachers as much flexibility as possible. It can be
followed as a complete course, or you can dip into it wherever you like. Each of the ten modules
of the Course Book is based on a business theme and is divided into five double-page spreads;
each of these double-page spreads is a complete and free-standing lesson. The map on pages 6
and 7 allows you to find your way round it at a glance, or, if you want to reference the course in
more detail, try the indexes at the back of this resource book.

The language level of the course is broadly ‘intermediate’. However, early modules of the
course include material that allows the teacher to ‘pick up’ learners from lower-intermediate
levels, while material in later modules ‘reaches up’ to learners at upper-intermediate level.

The course is aimed primarily at in-work professional and businesspeople, but is also
appropriate and accessible for learners who have not yet started their careers.

Powerhouse: a flexible, authentic approach to business English teaching

THE STRUCTURE OF  The ten modules of the Course Book are each themed around a different area of business. Every
THE COURSE  module contains the following double-page spreads, each of which makes up a free-standing lesson.

Vocabulary

A double-page spread introduces vocabulary relevant to the subject of the module. A typical
spread will introduce language through an authentic text, and then provide activities for
development, practice and personalisation.

Doing business 1 and 2

These two double-page spreads in the middle of each module introduce business communication
skills. They often begin by analysing an authentic model — for example an extract from a film
script — and then go on to provide learners with the language and the contexts in which to
develop their skills in each area.

Many of the skills practised — for example presentations, telephoning and meetings — are
familiar from the standard business English syllabus.

Focus

An activity — often, but not always, some kind of discussion — based on the theme of the
module. This often also involves analysis of authentic ‘case study’ type material.
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Social skills

A systematic look at the social skills that businesspeople need, including practice in areas such as
breaking the ice, showing interest and developing conversations. Again, authentic contexts are
provided through the use of extracts from films, novels and management texts.

For more detailed reference to the contents of the Course Book, consult the Index of Course
Book teaching points.

Extra activities

This part provides extra listening and speaking exercises.

The Powerhouse Teacher’s Book

As Powerhouse has been designed to be a flexible and adaptable course, this resource book does

not aim to tell teachers how to ‘use’ the Course Book. Instead, you will find:

I Answers and suggested answers to activities in the Course Book

2 Background information on business ideas, personalities and companies mentloned

3 Suggestions for further reading

4 Occasional notes on teaching the material

5 Further activities, mainly presented in the form of photocopiable pages (Copymasters),
towards the back of the book

6 Grammar review

7 Transcript to listening

8 An index of teaching points in the Course Book

9 An index of authentic material, people and companies mentioned in the Course Book.
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connections

General business VocABULARY

OBJECTIVES  To review/introduce general business vocabulary
To provide an opportunity for the group to get to know each other

BACKGROUND  Big Night

Big Night is a film about two brothers who are struggling to make a profit from their Italian
restaurant in a small town outside New York. As a ‘favour’, a rival restauranteur says that he will
arrange for a major recording star and his band to eat at their restaurant one evening. In the
hope of gaining much-needed publicity for their restaurant, the brothers spend their little
remaining money on lavish preparations for the star’s visit. But, as the movie progresses, it
becomes clear that the star is not going to turn up and that the ‘big night’ has been nothing
more than a trick to bankrupt them and drive them out of business. Towards the end, the
brothers confront their rival and ask him how he could have done such a thing to them; this
definition of a businessperson is part of his reply.

Big Night (1996) Directed by Stanley Tucci and Campbell Scott.
Screenplay by Stanley Tucci and Joseph Tropiano.

ANSWERS  An average worker?

1 union 2 spouse 3 retirement age

Doz'ng business 1 ANSWERING THE PHONE

OBJECTIVE  To practise receiving a phone call

BACKGROUND  Edison and Bell

Although Thomas Edison did not invent the telephone (it was invented by the Scotsman
Alexander Graham Bell in 1876), he was one of the great inventors of the late nineteenth
century, who made major contributions to the development of the light bulb, the record player,
motion pictures and the electricity supply network. Both Bell and Edison were also extremely
influential as businessmen; in fact, they were responsible for setting up two of America’s most
important companies. Bell’s telephone company was later renamed American Telephone &
Telegraph (AT&T), while Edison was the founder of General Electric.

Further reading

Bill Bryson’s book Made In America (from which the quote in the Course Book is taken) looks at
the history of American English and is particularly interesting on the way that business ideas and
new technologies have influenced the language.
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ANSWERS

OBJECTIVE

ANSWERS

&' CONNECTIONS X3

Glengarry Glen Ross

Glengarry Glen Ross is a movie based on a stage play by one of America’s leading playwrights,
David Mamet. It tells the story of salesmen working in a Chicago real estate office, who are put
under an enormous amount of pressure to sell houses in new developments with names like
Glengarry and Glen Ross. The scene quoted in the Course Book comes from near the start of
the movie and shows one of the salesmen, Shelley Levene (played by Jack Lemmon), in a
frustrated attempt to get through to a potential customer on the telephone.

Glengarry Glen Ross (1992) Directed by James Foley. Screenplay by David Mamet.
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Ahoy!
1 Ahoy! Yes! What? Silence.
Glengarry Glen Ross
0% P il ok TR . M A U ST BT A SR B
2 1 Could I speak to Dr Lowenstein, please?
2 Tll get back to him.

Phone phrases

1 FROM SCRI HER POSSIBLES

Askmg for the other person's name Sould you P Tl o's calling?
Saying that you'll phone again later Il get back to him. I'll call back later.

Doing business 2 GETTING THROUGH

To practise making a phone call

Phone verbs
110D 2a e 4 e 5.d

2 Other possible phrasal verbs: ring back, call back, pick up (the receiver), look up (a number)
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2 QUESTION

He's left the company. ‘Would you like to speak to the new man?
He doesn't know the name of the new man. Can you spell that for me?

Focm CULTURE AND COMMUNICATION
OBJECTIVE  Discussion

BACKGROUND  Riding the Waves of Culture

Riding the Waves of Culture by Fons Trompenaars (Pub: Nicholas Brealey, 1993) is a guide to
understanding cultural diversity in business. Trompenaars is the Managing Director of the
Centre for International Business Studies in the Netherlands. His book is based on research
involving 15 000 employees in 50 countries. He believes that there are seven main ‘dimensions’
of cultural difference. Here is a very brief summary of them:

1 Universalism versus particularism — are abstract principles (universalism) more important
than the practical requirements of individual situations (particularism)?

2 I#dividualism versus collectivism — do you think of yourself primarily as an individual or as
part of a group?

3 Neutral or emotional — do you appear detached or engaged in your business dealings?

4 Specific versus diffuse — is your business life prescribed by the demands of a contract
(specific) or does it involve your whole life and personality (diffuse)?

5 Achievement versus ascription — does your status depend more on what you've done
(achievement) or on who you are (ascription)?

6 Attitudes to time — which is more important: the past, the present or the future? Is time
linear or circular?

7 Attitudes to the environment — which do you believe is more important, nature or nurture?

ANSWERS 1 1b 2a 3b

Social skills inTRoDUCTIONS
OBJECTIVE . To practise introducing yourself and others

BACKGROUND  Glengarry Glen Ross

This extract comes from the stage version of Glengarry Glen Ross (it doesn't appear in the movie)
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and shows real estate salesman Richard Roma trying to start a relationship with a man he’s met
in a bar — James Lingk. We later learn that, during the course of a drunken conversation, Roma
has managed to persuade Lingk to buy (and even to pay for!) a house — a decision which, of
course, Lingk later regrets. (For more background on Glengarry Glen Ross see notes on page 9.)

Wall Street

Wall Street is the story of a young Wall Street broker called Bud Fox (Charlie Sheen) whose
dream is to work with one of America’s most successful and ruthless financial wheeler dealers —
Gordon Gekko (Michael Douglas). Bud’s father (Martin Sheen) is a union leader for an ailing
airline — which gives Bud a source of valuable inside information to trade in return for Gekko’s
favours.

The scene in the Course Book comes from the second half of the movie. Bud has invited his
father and several colleagues from the airline’s union to his flat to meet Gordon Gekko.

Wall Street (1987). Directed by Oliver Stone. Screenplay by Stanley Weiser and Oliver Stone.

ANSWERS Introducing yourself

1 FROM SCRIPT HER POSSIBILITIES

31 greetvth'e other person

Alternative versions

Conversation Sentence
1 3
2 1

Greeting phrases

.. polite way of asking for someones name sorry, we haven't been ntroduced.

Introducing other people

1 7 Bud Fox introduces four people.
2 Dr Wilmer.
3 Mr Gekko.

2 1 think you know ...
And I want you to meet ...

3 Alternatives: I'd like you to meet ... This is ... I'd like to introduce ...




