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Lesson One

Life in the Office

from New International Business English , 1997

Office life is different from country to country. The following is about of fice
routines in the USA .

Woman
Man :

Woman :
Man

Woman :

Man .

Woman

Woman

Man

First of all, when do people start work in American offices?

Right, well the official workday starts at 9 A. M. This should really mean 9
o’ clock——not ten past or half past nine.

Would you say that people work very hard in offices in America?

Well I don’t know about employees in your country. But some nations have
a philosophy that you work when the ‘boss’ is around. And anytime he’s
not there, one can relax by reading the newspaper or whatever one likes do-
ing in a personal way.

And things are different in the States, you’re saying?

Well, in America one is being paid for your time. So employees are expect-
ed to? find other work if their own desks are clear, or to help someone else
with his or her work. But you never sit idle, or doing nothing.

Yes, as the saying goes: “Time is money.”

: Exactly. Your employer ‘owns’ your time while he is paying you for it.

That is precisely what ‘time is money’ means. And anyway the boss
doesn’t ask more of you than he is doing himself: he will probably work
through the lunch hour himself and even take work home at night.
Talking about lunch hours. What about them? Do you have to take them
seriously? l

: Oh yes, sure, of course. The employee’s lunch hour should be taken within

the period allowed, unless you are officially discussing company business-
say, on a business lunch. It’s the same too with the end of the day. [ mean

work until the day officially ends at five o’ clock, unless you are in an office

@ be expected to; BiK -+
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Woman :
Man :

Woman :
Man :

Woman :
Man :

Woman
Man :

Woman :

Man :

where *flextime’ @ is the accepted practice @.

Oh, so you have the flextime system, do you? I wasn’t sure about that.
Oh yes, sure. Flexible working hours, that is, starting or ending work ear-
lier or later—I know that is Very.common in Europe. But here in the USA
it is still relatively new. Certainly there are a million or so Americans on the
system today. And the number is growing. Well for the same reasons as in
Europe—to keep traffic and commuting® problems down. And as more
women now work it gives more family time.

Could you say something about contracts of hiring in America, please?
Well it’s different in America from, say Asia, perhaps Europe too, 1’m not
sure. We are more democratic®, I think. It means perhaps that we won’ t
develop such a permanent relationship between employer and employee. I
know that in some countries people relax when they have once got a job,
because they know they will almost never be fired—unless they do some-
thing awful.

You mean that your employer can just fire you in America?

No. no, no. There are, of course, legal protections in the USA. So em-
ployees cannot be unjustly® fired without good reason. Workers must do a
good job, produce well, and get along with their colleagues—or they can be
‘let go’, as it is called.

From one day to the next, you mean?

Weli it’s rarely done without warning®, but it is important to remember
that in the United States you are a member of a business firm and not a
family. It makes a difference.

I wonder, is the physical or external® appearance of office life different
from European offices?

Well, I have heard people comment on the informality® found in American

CESECEGRONCN NS

flextime ['fleks taim] n. ¥ T FEad i) & (B R REROS R E R TatBI T 8702 E FHaE)
practice ['praektis] n. B, T, L4T

commute { xsmjut] vi. (RIEEHEK B ZE)RAKZE L FH

democratic [ demskreetik] adj. BRI

unjustly [.andzastli] adv. R4S FHE, R4 IE b

warning ['womin] n. B4, 85, By

external [ikstaml] adj. FHER, 5P, BWEY

informality . infoimaeliti) n. JEER, FHALY
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Woman :

Man :

offices. And this is certainly a little difficult for people who are more used
to a hierarchical® system to adjust to, of course. But there are some very
formal® offices, too, say, in big banks, law firms and major corporations.
But in many establishments the atmosphere is loose and easy with a lot of
joking, and teasing®, and wandering in and out of offices among all levels
of employees.

Well, that’s about it, I think, oh, except to briefly mention all those cof-
fee breaks I’ ve heard about in the United States.

That’s right. Nearly all-large offices have coffee wagons that circulate® for
mid-morning and mid-afternoon coffee breaks. But you should remember
that although 15 minutes is allotted® twice a day for relaxation and chatter,
many employees take coffee to their desks and keep on working. In small
offices the coffeepot is often ‘on’ all day and employees take coffee whenev-

er they like or they can make tea for themselves.

(850 words)

Notes
1. This text is taken out of New International Business English compiled by Oxford
University.
2. 1o keep traffic and commuting problems down: 223 B 358 & AT F F BRI
FL3E 3 i8] |

Exercises

Reading Comprehension Questions :

1. Which aspects are discussed about office routines in the USA?
2. What’s the meaning of the word ‘idle’ in page 17

3. What’s the relationship of an employer and an employee in the USA?

D hierarchical [haisrakikol] adj. %4 H EF K
@ formal ['fomal] adj. ERK, W FALY®
D tease [tiz] vi. RF, W%

@ circulate ['sokjuleit] vi. TG

® allot [shot] vi. 48, %
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Sentences for Translation :

1. In small offices the coffeepot is often ‘on’ all day and employees take coffee
whenever they like or they can make tea for themselves.

2. Your employer ‘owns’ your time while he is paying you for it. That is pre-
cisely what ‘time is money’ means.

3. But in many establishments the atmosphere is loose and easy with a lot of jok-
ing and teasing, and wandering in and out of offices among all levels of em-
ployees.

Sentences for Remembering :

1. Your employer “owns’ your time while he is paying you for it.

2. .. .in the United States you are a member of a business firm and not a family.

3. Nearly all-large offices have coffee wagons that circulate for mid-morning and

mid-afternoon coffee breaks.
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Lesson Two

So Why Buy a Network Computer?

from The Economist, January 18th, 1997

“So Why Buy a Network Computer?” is an article about a new kind of comput-
er which is cheap and can be connected by a network to larger computers that hold
most of the data and software. The article looks at why network computers might be

successful in the future.

Even though network computers offer fewer savings compared with PCs® than
their backers® claim, most analysts expect them to be selling in the millions of units
within the next three years. Why? Mostly by going where PCs have not gone before:
replacing mainframe terminals and telephones in the office, providing combination
mobile? telephones and “personal digital assistants” on the street, and offering cheap,
easy-to-use devices attached to televisions at home.

As a replacement for mainframe terminals, the arguments for network computers
are rarely economic. International Data Corp, a market-research firm in Mas-
sachusetts, estimates that network computers will cost about 25% more than main-
frame terminals to run. But they offer more flexibility®, and an opportunity to link
data entry, an activity that has traditionally been mainframe-based, to more modern
Internet technology. There are still at least 30 million mainframe terminals in use,
and perhaps 20% of the world’s 200 million PCs are doing nothing more than acting
as terminals, often for data entry. Replacing these could give network computers a
corporate foothold®; this is likely to be their first big market.

In the home, network computers are sold as different products: $ 300 boxes de-

signed to use a television as a screen and a telephone line as its connection to the Inter-

PC: M ATEH

backer ['baka] n. i

mobile ['moubail] adi. FTH3NEY, Al E ey
flexibility [ fleksibiliti] n. R¥E#E, &R
foothold [futhould] n. 37 B A5, B4b

6 e
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net. A device that can simultaneously® monopolize® both the TV and the telephone
seems a recipe for monstrous® family rows®. Happily, the rows may be muted® in
America by the fact that the typical home has at least three televisions and many have
at least two telephone lines.

Do customers want these boxes? WebTV, the first home network computer
widely available, sold fewer than 50,000 units this Christmas, despite glowing trib-
utes® 10 its speed and ease of use. A clutch of similar machines due for release this
year may do better: some are expected to add the features of a network computer to
popular games machines from Sony and Nintendo.

Perhaps the biggest market will be for hand-held machines that combine the best
of personal digital assistants and mobile telephones. Nokia, a Finnish firm, already
sells such a device: an expensive digital handset? that opens to reveal a simple com-
puter that can do e-mail, Web surfing, and the usual organizer jobs.

The fact that it does none of these especially well—the transmission® limits of
cellular® networks slow Web surfing to less than a third of the typical modem®
speed—is perhaps less important than it can do it at all. Such machines are a new
product that will reach more of the world and more types of consumers than have ever

been done before. As, of course, the PC has done in its time.

( 506 words )

Notes

1. mainframe terminal: F YL ¥, X B 15 W 4% IR 55 B8 A 4 o
2. personal digital assistant: > A ¥ BhER, B) RIS F 1L 60 5 2055 B 4b R 304
3. International Data Corp: f#K IDC, HBEr¥iE /S &

@  simultaneously [ simalteiniosli] adv. R8¢

@  monopolize [ manopalaiz] vt. Z#f

® monstrous ‘monstras] adj. (FB FINRiES) B ; BAM
@ row [rau] 2. $00, mbiE

® mutedad). BHTH, TSR

® tribute ['tribjun] n. iA, R E;

@ handset ['heendset] n. BUIEWFE, FRPL(ZEMMEEE L o)
@  transmission { treenzmifon] n. %

@ cellular ['selulo] adj. ¥EREY

@  modem ['moudem] n. %)M 5%
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Massachusetts [ maesotfusits]: FREEIE ZEM (EEM %)
data entry: ¥IEH A

be a recipe for: B A+ SOEINTS

Nintendo: {EX %, H A< H F I VLB bR 24

Exercises

Reading Comprehension Questions :

1.

3.

What are the three parts of the computer market in which network computers

might be successful?

. Why could network computers get a corporate foothold by replacing main-

frame terminals?

What will cause family arguments in the American home from the context?

Sentences for Translation :

1.

2.

Even though network computers offer fewer savings compared with PCs than
their backers’ claim, most analysts expect them to be selling in the millions of
units within the next three years. )

A device that can simultaneously monopolize both the TV and the telephone
seems a recipe for monstrous family rows.

. Web TV, the first home network computer widely available, sold fewer than

50,000 units this Christmas, despite glowing tributes to its speed and ease of

use.

Sentences for Remembering -

1.

[N

“There are still at least 30 million mainframe terminals in use, and perhaps
20% of the world”s 200 million PCs are doing nothing more than acting as

terminals, often for data entry.

. Nokia, a Finnish firm, already sells such a device: an expensive digital hand-

set that opens to reveal a simple computer that can do e-mail, Web surfing,

and the usual organizer jobs.

. Such machines are a new product that will reach more of the world and more

types of consumers than have ever been done before.
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Lesson Three

What Is a Market?

by Robert S. Pindyck & Daniel L. Rubinfeld

Markets and prices are two words that are a part of our everyday language, but it
is important to be clear about their meaning.

We can divide individual economic units into two broad groups according to func-
tiom—buyers and sellers. Buyers include consumers, who purchase goods and ser-
vices, and firms, which buy labor, capital, and raw materials that they use to pro-
duce goods and services. Sellers include firms, which sell their goods and services;
workers who sell their labor services; and resource owners, who rent land or sell min-
eral resources to firms. Clearly, most people and most firms act as both buyers and
sellers, but we will find it helpful to think of them as simply buyers when they are
buy‘ing something, and sellers when they are selling something.

Together, buyers and sellers interact® to form MARKETS. A MARKET is a
collection of buyers and sellers that interact, resulting in the possibility for exchange.
Note that a market includes more than an industry. An industry is a collection of
firms that sell the same or closely related products. In effect®, an industry is the sup-
ply side of the market.

Markets are at the center of economic activity, and many of the most interesting
questions and issues in economics concern® how markets work. For example, why do
only a few firms compete with one another in some markets, while in other markets a
great many firms compete? Are consumers necessarily better off® if there are many
firms? If so, should the government intervene® in markets with only a few firms?
Why have prices in some markets risen or fallen rapidly, while in other markets prices

have hardly changed at all? And which markets offer the best opportunities for an en-

interact [intoraekt] vi. M EER
in effect SEFR
concern {kansom] vi. &----o X

better off HERLIFEE % , 4 IE R E %
intervene [intovin] vi. T8 ,FH|; to intervene in W&, FH

GECESECHS!
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trepreneur thinking of going into business? Markets provide the possibility of trans-
actions® between buyers and sellers. Quantities of a good are sold at specific prices. In
a perfectly competitive® market, a single price—the market price—will usually pre-
vail®. The price of wheat in Kansas City and the price of gold in New York are two
examples. These prices are also usually easy to measure. For example, you can find
the price of corn, wheat, or gold each day in the business section of a newspaper.

In markets that are not perfectly competitive, different firms might charge dif-
ferent price for the same product. This might happen because one firm is trying to
win customers from its competitors®, or because customers have brand loyalties that
allow some firms to charge higher prices than their competitors. For example, two
brands of laundry detergent® might be sold in the same supermarket at different
prices. Or, two supermarkets in the same town might be selling the same brand of
laundry detergent at different prices. In cases like this when we refer to the market
price, we will mean the price averaged across brands or supermarkets.

The market price of most goods will fluctuate® over time, and for many goods
the fluctuations can be rapid. This is particularly true for goods sold in competitive
markets. The stock market, for example, is highly competitive—there are typically
many buyers and sellers for any one stock. As anyone who has invested in the stock
market knows, the prices of any particular stock fluctuates from minute to minute and
can rise or fall substantially® during a single day. Similarly, the price of commodities
such as wheat, soybeans®, coffee, oil, gold, silver, or lumber® can also rise or fall
dramatically® in a day or a week. We often want to compare the price of a good today
with what it was in the past or is likely to be in the future. To make such a compari-

son meaningful, we need to measure prices relative to the overall® price level. In ab-

entrepreneur [ontreprona:] n. W&
transaction [ treen'seekfon] n. %25

competitive [ kampetitiv] n. Z5 K

prevail [ priveil] vi. £RE, AT

campetitor [ kampetita] n. 5 H

laundry detergent ¥t ¥

fluctuate ['flakejueit] vi. B3l B4R
substantially [ sabsteenfoli) adv. #1249 Wi
soybean ['saibin] n. K&

lumber ['lambs] n. [ % ]A#t

dramatically [dromatikoli] adv. XREI#EH, 51 A B, R
overall ['suverod] adj. 2R ; adv. HEIPEEK

860G OEBE O
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solute terms, the price of a dozen eggs is many times higher today than it was 50 years
ago, but relative to prices overall, it is actually lower. Therefore, we must be careful
to correct for inflation® when comparing prices across time. This means measuring
prices in real rather than nominal® terms.

The nominal price of a good (sometimes called its “current dollar” price) is just
its absolute price. For example, the nominal price of a quart® of milk was about 40
cents in 1970, about 65 cents in 1980, and about 90 cents in 1993. These are the
prices you would have seen in supermarkets in those years. The real price of a good
(sometimes called its “constant dollar” price) is the price relative to an aggregate?
measure of prices.

The aggregate measure most often used is the Consumer Price Index (CPI). Per-
centage changes in the CPI measure the rate of inflation in the economy. After cor-
recting for inflation, was milk more expensive in 1993 than in 19707 To find out, let’
s calculate the 1993 price of milk in terms of® 1970 dollars. The CPI was 38. 8 in
1970 and rose to about 144 in 1993. There was considerable inflation in the United
States during the 1970s and early 1980s. In 1970 dollars the price of milk was there-
fore

38.8 -
142 < $0.90=80.26

In real terms the price of milk was lower in 1993 than in 1970. Put another
way, the nominal price of milk went up by about 125 percent, but the CPI went up
271 percent, so that milk prices fell relative to inflation.

To eliminate® the effects of inflation, we measure real (or constant dollar)
prices, rather than nominal (or current dollar) prices. Real prices use an aggregate

price index, such as the CPI, to correct.for inflation.

(943 words)

inflation [infleifon] n. i %% Bk

nominal [ nominl] adj. 4 X9

quart [kwot] n. ER(=1/4mt)

aggregate ['zgrigeit] adj. & i+#, BREN, B
in terms of # 8, 1B 48

eliminate _ilimineit] vt. HEBR, 1B
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