SELECTED READINGS
IN ECONOMICS
AND STATISTICS

|

D B H T EERAEY

| BEH REE TEL

V] by Ve =

a“ H

Zx 5l
AZN=)
% 5&9}3& ﬂ:ﬁﬁ
BlESH FRXH

e 2 e n P
@ = 1% &
NSS727 LIXIN ACCOUNTING PUBLISHING HOUSE




WM& sk TIERIE R 3 #4
BEHR KEE THEWU

H319. 4/1675
2008

SELECTED READINGS IN
ECONOMICS AND STATISTICS

@%Sﬁwimﬁ%

I T = v B IR 3t



FHEMKE( CIP ) $E

2 58T R/ R EA R g, — EE S
£t R4t ,2008. 4

(W% 30k TAESE RFVEAM )

ISBN 978-7-5429-2040-9

I. & I.QOK--Qk I.EFHEIH—HM—KX
IV.F222.1

Hh [ A< B B4 CIP 2 1% 5 (2008 ) 55 058325 5

RUmE B
RitmE Fie
HEBRIT BEX

555 CERiEkR

HIREST SfEETHB R
Ho ok EEWAIILFEES 2230 5 BRECSRES 200235

B & (021)64411389 & H (021)64411325
) #it  www. lixinaph. com E-mail lxaph@ sh163. net
M E4JE  www. lixinbook. com Tel; (021) 64411071

% BWHFELE

Nt L AL

890 2k x 1240 ZE % 1/32

4.625

123 F%

2008 4E 4 A 1R

2008 4E 4 B 511K

1 — 3000

ISBN 978 - 7 - 5429 - 2040 - 9/F - 1797
10.00 5T

MESSFNDHE
SWFESFFERME

WATEIT 24, WS AR RRR



MEARSF A AR MR, REMAN WITO ML G, £
L HERR, AWM BME, FEXEF WAL HHE
ENARIRBTERER., M EREEZAFEXTHNE
BT A A, AR TR EERRERI, AT
EAR ISP RAEZHAREET IR CARVEHA K
SEFPLITARIHNEERE,

YA, BT LR EHM LN ERFF EALET
AR EEFEHE—RHBFETHAEUARTESE, —
CBRE VAR ERA (DT RE RHERE SR AEES LR
FRTEANAELWEE AR RN E., KX A
WL RS DL BN G, AXHAEX-RELHTIAR
BEXKRBBHT E. AEFRAIT FE . LTFEH.TH.
SRELFREETEL L, WEASW, BEHRME, AHHN
WEREZKHNE-SGHFTIH ZFHREIAFNERF
H¥E, TRALZEIALIWIREE. HEEAALAS XA
ERRBFR . HHEERE, A B E#A, B3 X
M, hRFRSEE5HRE.

AMEXBMEAE IR BN B RKELEBEKERGRT
BRAB) . IHXLINTHBEEBEEE XS,

AL REHXN IO T RFEPN(EHLELHFRIERT



« 2. SEH IS HAT MR

F10.F U E IS Z IR RELTHMBERSTELH
FROGEF R HET(LELERXUHERIGEF 115
128 BE:BERA(MHEMBERAFTELRERORER 3
B XBAMA¥BEHERFROGES 1.F 2.8 4.5
5. HT.%8.F9R.

AFEHTFRAFLARTIHEXEAF, BESAFX
NEFERAREE DL EAREF  WTHELT LA LR
HEAFEEHHHEESESE TR

AFHREE AEMARLEREEH,

GEXERARELZERHE ANOARERE X2
WEka, AHEEAAEZL BFEX EFHE,

b F &
2008 % 3 A



CONTENTS

R The Cat That Carne Back oooooooooooooooooooooooooooooooooooo 1

“EINF " AN

. The Cuisine Crisis s++++sssesesessssessssssrssssssssssssssrnne 12
BRI

. F-Commerce Takes Off +eeereeescescrssracecrcasancennes 21
L F RIS K

. The Power of Design  «+++ssessseessessracassasssasassasssnes 29
with &

. The Myth of Authenticity sseeseessessessrsessssasssssaens 38
L AIHIE

 Profit and the Poor stessessssssessesserasssrsenssseraccases 47
ZANEESEEPN

. The Big Blue Reinvents Itself Again ecoereeceeseccecceces 56
BHREAEBAR

. Flexible Ways to Business Challenge «++sssceseecesceeces 63
s gk Bk AR A T X

 Srnall is Beautiful ceceseersesreseceerrrsissieserrennaissisane 69
MEERE

10. How Statistics Can Lie «++esssrsssesersrsssanssraseaccanes 74

geit Bkt



+ 2 - $2 3 5 IO IR IR

11.

12.

13.

14.

15.

16.

How to Convince a Student that an Estimator

is 2 Random Varigble seceteeresrseesensascercanrarecanianns 83
kA MG AT R R VAR

Data Analysis sesesssssssssssssannnnneneeeiiiineniiiinnnnninn 93
B

An Alternative Approach to the Mean «seceereeeccee 102
BEHER SRk

How a Statistical Formula Won the War ceceseeceess 111
Gt ARXBRE T RS

Types of Market Research «ssessesssssseseeseriaoacnnans 119
TR TR

Six Sigma’ Applicability to Business Forecasting <***** 130

60 7 B b T B A



1. The Cat That Came Back
“ENFBRER

Richard Tomlinson

Jochen Zeitz is late for his rendezvous with the beautiful
people. The 40-year-old chief executive of Puma has dashed
across Europe to catch the start of Milan’s fashion week, but
@thanks to a delayed flight he is more than an hour behind
schedule. No matter; Everyone is running fashionably late at
this studio complex behind the city’s Porta Genova station.
Stepping briskly from his limousine, Zeitz scans for any sign
of his colleagues among a herd of fur-clad women milling
around. Frustrated, he grabs his cell-phone and tracks down
the studio where, immediately after the Roberto Cavalli
show, Puma will unveil its own collection of non-sportswear
for @the man about town—pants, dress shirts, jackets.

Puma’s leap from the locker room to the catwalk is a tri-

umph for Zeitz and the German sporting-goods company he

@ thanksto pp. owing to, as the (good or bad) result of, in consequence of
E=5,8F BH

@  the man about town np. a person who is constantly in the public eye or in
the round of social functions, fashionable activities, etc, Bf A S AR
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rescued from near oblivion a decade ago.

When Zeitz became CEO in 1993, Puma was a Qdown
at-the-heels sports-shoe business with a brand that ©reeked
of mud and sweat and a balance sheet that smelled even
worse. “It was probably the most undesirable sports name
around, "recalls Zeitz, an imposing, athletic German who is
shod for Milan in a pair of black Puma trainers created by the
hip Dutch fashion designer Alexander van Slobbe.

Today, as Zeitz’s footwear illustrates, the reborn Puma
cat exudes edgy, @outsider @chic. “If Puma were a person,
who would he ®hang out with?”muses Antonio Bertone, the
company’s global brand director. Here’s a guess: He’d go
clubbing with street heroes like Travis Pastrana, America’s
freestyle motocross champion, or star U. S. skateboarder
Anthony Acosta, both sponsored by Puma. He would drive a
Mini Cooper, BMW’s sleek, retro classic, wearing the “mini-
motion” driving shoes Puma has designed especially for the
car. He’d root for the Cameroon national soccer team, whose
skintight, one-piece Puma outfit was banned in February by

®FIFA, the game’s governing body.

® downat-the-heels pp. destitute, slovenly KR, BB K

@ reeked of vp. give out an unwholesome or unpleasant vapour, smell
strongly and unpleasantly #{ % H ¥ B 5K 45K

® outsider n. a person isolated from conventional society HEEA

@ chic n. stylishness; elegance in dress BT

® hang out with vp. associate with 24, KR

® FIFA np. Federation of Intemnational Football Association Epr EFREKE £
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If Puma were a person, he would also be rich. In
2003, Puma more than doubled its net profit to $ 224 mil-
lion, while sales grew by 40%, to $ 1.6 billion. Since
March 2003, Puma’s shares—which are listed in Frank-
furt and Munich—have almost tripled in wvalue. And
there’s plenty of room to grow, especially in the U. S.,
which accounts for about a quarter of Puma’s sales and
where the company has less than 2°% of the sporting-goods
market. That compares with about 5% in Europe, which
accounts for two-thirds of its sales. In the next two years
Zeitz aims to turn Puma into a $ 2. 5 billion global busi-
ness, with half its sales coming from footwear ( compared
with 55% today) and the remainder from higher-margin
apparel and accessories.

But that declaration of intent raises a fundamental ques-
tion; Can Puma grow much bigger without losing the rebel-
lious, dareto-be-different Quibe that defines its appeal—
and translates into high prices and fat @margins? After
all, as Nike, Adidas, and Reebok became global giants,
they lost their subversive, streetwise image. Zeitz insists
that Puma can continue to grow without becoming Nike-
style mass market. But the risks are obvious, “Puma could

become less attractive because consumers think everybody is

(@ wibe n. a mood or an atmosphere produced by a particular a person, thing

or place R, 4N
®@ margins n. profit F| ¥
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wearing the brand,” says Christian Schindler, an analyst
who @covers the company for Lan-desbank Rheinland-Pfalz
bank in Mainz, Germany.

It’s a tribute to Zeitz that Puma is even in a position to
confront this conundrum. In the sporting-goods business,
Puma is the cat that came back from the dead. The company
was born in 1948 when Rudolf Dassler had an argument with
his brother Adi in the German town of Herzogenaurach,
where they had founded a sports-shoe company. Rudolf
walked out and set up a rival business across the street. To-
day, Puma and Adidas (Adi’s company) are still neighbors,
but as Zeitz says loftily, “We live in the same town, but we
don’t really look at each other.”

Puma’s troubles began in 1986, when Rudolf’s son
Armin @took the company public, then retired. A succession
of chief executives failed to address three related problems:
Puma’s centralized corporate structure, its high-cost produc-
tion base in Germany, and its inability to keep pace with
global trends. In the U. S., the world’s biggest market for
sporting goods, there was another problem: Puma had lost
control of its distribution to licensees who ran the business
“only to maximize sales,” says Zeitz. By 1993, Puma was

close to bankruptcy.

@ cover v. to protect against loss, injury, etc. by means of insurance -+ -{R B
® take ... public vp. (of a privately-owned company) seek a quotation on a
stock exchange 247 L7l



1. The Cat That Came Back e 5.

Desperate shareholders turned to Zeitz, the company’s
30-year-old marketing director. It was a risky move, because
Zeitz’s only other career experience had been a brief, two-
year Ospell with @Colgate-Palmolive in the U. S. and Ger-
many. “Of course I was surprised to be asked, ”Zeitz says.

He immediately embarked on a brutal four-year cam-
paign of cost cutting, almost halving the payroll to 367 em-
ployees by the end of 1993. Next Zeitz shuttered Puma’s in-
efficient German factories and subcontracted production to
Asia. In 1996 he pulled Puma back from the precipice in the
U. S. by purchasing the group’s American licensing rights,
thus regaining control of distribution.

By then Zeitz was ready to embark on the second phase
of his rescue plan: transforming Puma into the coolest sports
brand on the planet. He persuaded Monarchy/Regency, a
Hollywood film and TV production company that was loo-
king for investment opportunities, to take a 12% stake in Pu-
ma. Monarchy/Regency gradually built a 40% holding (it
sold its stake last June). That relationship gave Puma free
advertising ; Its merchandise started @popping up in such
movies as JFK and Pretty Woman and such shows as Will
and Grace and Friends.

@ spell n. a continuous period of an occupation or activity TYE(TE SN EH

@ Colgate Palmolive n. ZERBIE—FFRAR GRA R FEHE O BRFHEH)

® pop up vp. to appear or happen, especially suddenly or unexpectedly
HABRb R AR R
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Celebrities such as Brad Pitt and Gwyneth Patrow soon
decided the cat was cool. Two years ago Puma scored its big-
gest marketing coup when Madonna walked into Puma’s San-
ta Monica store on the eve of her Drowned World tour and
bought 16 pairs of Puma’s Mostro designer trainers. “It Qle-
gitimized that product,”says Zeitz gleefully.

Meanwhile, Zeitz has @gone after sponsorship deals to
promote Puma’s sports products. Here, too, his approach
has been deliberately contrarian. He has @shunned deals
with established champions (whom he couldn’t afford
any way) , preferring to go after rising stars with an un-
conventional ®streak who mirror the rebellious image Pu-
ma wants to project. “Puma is not about just winning with
blood, sweat, and tears,”says Zeitz, a runner who goes to
the gym most days. “It’s about having fun while you’re do-
ing it.” A prize early catch was tennis player Serena Wil-
liams, who signed with Puma in 1998. At the time she was
ranked behind elder sister Venus—but would Venus have
dared to wear a diamond tiara on court, as Serena did? Pu-

ma invited Serena to go further, designing a black ©catsuit

legitimize vt. serve as a justification for ffi----- &£

goafter vp. try to get, obtain K EKE . B
shun vt, avoid, keep away from ¥ FF, $JF
streak n. a strain or element of some contrasting or unexpected quality,
esp. in a person’s character < fi, F¥

® catsuit n. a piece of women’s clothing that fits tightly and covers the
whole body, arms and legs &t B B XK

®O00O
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for the 2002 U. S.. Open that predictably offended the
tennis Qestablishment.

Serena’s sponsorship contract wasn’t renewed last year
(she’s gotten too expensive), but there are plenty of other
sporting Omavericks in Puma’s @stable. Meet, for instance,
Nicolas Anelka, the moody French soccer star who has been
dubbed the Incredible Sulk for his refusal to play for his na-
tional team. Or Jamaica’s Olympic athletes, whose mix of
laid-back Caribbean cool and extreme athleticism matches the
Puma feel.

Another key part of Zeitz’s strategy has been to raise
Puma’s profile by opening its own stores. Puma now has 28
boutiques around the world (11 of them in the U. S.) in
fashion centers from Tokyo to Los Angeles. It plans to open
another 12 in the next two years. While it’s expensive to rent
downtown store sites, Zeitz says that unlike big fashion hou-
ses, Puma is “not building stores the size of museums,
where the fixed costs automatically go through the roof. ” He
adds that once the stores pass the startup phase, they make
money (he won’t give figures). “The stores are a great sales

generator because they allow you to really portray Puma as a

brand. ”

D establishment n. an institution or business H1#4 , M Aib$g EHERRBRA R

® maverick n. an unorthodox or independent—minded person; an individu-

alist BEERIRIEMA
® stable n. a group of people having a common origin or affiliation —#f A



8 SIS UM Rk

True to his hands-on management style, Zeitz personally
chose the location for the Milan store, which opened in 2002
on the far side of a recessed courtyard off a busy shopping
street, “It’s a great entree, because we’re a brand that wants
to be discovered,”he says. Inside, there’s mellow @soul mu-
sic playing in the background and a large white @graffiti
board where celebrities who drop by, like legendary Italian
footballer Paolo Maldini, are invited to leave their auto-
graphs, As for the merchandise, it goes from Puma’s basic
athletic shoes (about $ 50 a pair) to golden designer trainers
(more than $200). Upstairs, customers can buy the Nuala
range of @yoga wear designed by supermodel Christy Turl-
ington and pure fashion items like a cream Puma handbag.

A mile from the boutique, the Puma fashion show is
about to begin. The company has @teamed up with Nell Bar-
rett, a British designer based in Italy, to produce a range of
off-field men’s wear for the Puma-sponsored Italian national
soccer team that will also be sold in limited editions in select-
ed stores. The show (which includes Barrett’s own winter
collection of men’s and women’s wear) begins with a film of

an arctic wilderness and ends with waiters serving chilled

@  soul music np, popularized by Black American singers and musicians and
incorporating elements of rhythm and blues and gospel music B+ RK(HEXEHR
AEFHERFZERTEL  CRETHERABETEIRARD

@ graffiti board n. BHK

®  yoga wear np. HIMAR

N

@ team up vp. join in common action or cooperate j-e+-++ &1
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vodka to the guests. In between, there’s only one confirmed
sighting of the Puma logo as the models parade up and down
the runway. “It’s Otone on tone,” Barrett explains after-
wards. “I’m not about being obvious.”

As a marketing exercise for Puma, this may not be as
futile as it sounds. In fashion, “Puma is creating very small
runs to generate @buzz and get celebrities involved,” says
John Horan, publisher of Sporting Goods Intelligence, a
U. S. market research firm. To remain cool, the cat has to
stay in that fast lane, sprinting ahead of conventional taste to
the next promotional stunt. It’s time, perhaps, for Zeitz to
consider swapping those van Slobbe trainers for some old-

fashioned racing shoes.
(X &R R Fortune Mar 29,2004)

Notes

1. When Zeitz became CEO in 1993, Puma was a down-at-the-heels
sports-shoe business with a brand that reeked of mud and sweat
and a balance sheet that smelled even worse.

1993 $ B K ER L AR HITEH, RERAFHTLAHGES)
O, S EEE S O Ak, BT AR ZAME,
2. Since March 2003, Puma’s shares—which are listed in Frank furt

and Munich — have almost tripled in value.

(D tone on tone np. (designating a fabric, design, etc.) composed of harmo-

nizing rather than contrasting shades of colour ESYEE AR - ar
ENER 3

@ buzz n. a strong feeling of exeitement, pleasure, or success 5RFUHI PR
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. Can Puma grow much bigger without losing the rebellious, dare
to-be-different vibe that defines its appeal —and translates into
high prices and fat margins?

BEEREERKBERGE N R XKL F TN LF O
R? ERXBEHFUEMBARBLHERA AT ASHGERNFEE
A1,

. That relationship gave Puma free advertising: Its merchandise
started popping up in such movies as JFK and Pretty Woman
and such shows as Will and Grace and Friends.

AL RAARLIRRT LR &£ RS BA(ATT

CREI(BREXAIFEE TR, LERR BT L)AL
FoAEZRTEAD,

. “It legitimized that product,”says Zeitz gleefully.
BERIOEBERET H T Hedi,”

. He has shunned deals with established champions (whom he
couldn’t afford any way), preferring to go after rising stars
with an unconventional streak who mirror the rebellious image
Puma wants to project.

R ELGREEH RURMARARZ S8, FNMRFEME L
AR EGHE NEBEAARBSFEN LORELE.

. Serena’s sponsorship contract wasn’t renewed last year (she’s got-
ten too expensive) , but there are plenty of other sporting maver-
icks in Puma’s stable.

ERF D REBMG SR EFAAEEBAAZRRR) . FLRE
BRTREARS BEHEGEZ T,
. Or Jamaica’s Olympic athletes , whose miz of laid-back Caribbe-

an cool and extreme athleticism matches the Puma feel.



