b m IR TIRE



W R R 7238 5

(55 —#f)

7 I ¢ [# ] Paul White 433%

ﬁﬂ@&'iﬂi‘dﬂ
EH - T - B - B



BEERERE (CIP) 8

FARFTWMAIREREE. B (K] B4 (White, P.) HE.
—JtE: HRERERAFIEAF, 2001

ISBN 7 — 5062 — 4669 — 4 :

1.%-- 0.08---Of- I.3%&E-REY - . E V.H319.4
HE MR A E 518 CIP $E& S (2001) %5 03906 5

FIRDWARBER (B

& ¥ 8% [F]Paul White
WEHE: THR BER
Mgt B B

R i AREBHBARILREAE
17: HAEBHERAEIEEAF
(B RAH# 1375 % 100010 3% 64077922)
: BHHTE B IE SN IS
s AL ICBRERIT

TR NE
2w

: 7871092 ZEX 116

: 15.5

: 289 F

:2001 551 A% 1AR 2001 4E1 A% 1 KEPR

&4 9 H
5 & W N

ISBN 7 — 5062 — 4669 — 4 /H+375 FEM: 27.00 T

BREAE BALE



Z
o

BUFE A 240l BRBR W HE F A BRI B BRRE ST, AR AR A%
i F6HE S .GMAT .GRE & 25 rP B 32 5 T 1R 5 49 LB, anfaT ZE s 5 v
MHIR b 575 B8 B SC BB e B AR A R, T REEE 2 T H LRI,
ABIERF XX~ RE 1

A BTt SCRE N R S B S, AV IR 3 LB 3B A Stk AL AR IE B
FRAR XEZR KN ANWFEEAN .

KB 4o F LGS

1M E BEER, MAXERLEM 2 hESH, HLAEHABETH
£, A8 TFiFy KALE, B4 RRAERNEEERA,

2. BAXEFHEN RITBRAGETHH BREFAAOBBRAR ARAEESALERX
HRA ,

3. XFRAE P, ELS L BREAHE LR, LESHES HiE,

4. BRI HREF MHFHE FREAEEZREHNPBHRKEHRRGHHER,
AWB A LOREATHNFIRIFINGHR, BEERBTAESE,

S.EILiEBEHR Em, Ak E AN EAETRARBETRAL BARGE S,

SMABRENA F AT ERPTBE K ASE MM EEEEEF Paul
White,

HABHE T NFEAEBINAR Y E AR K AR T  BIRK E IR 2T
AR ANTE T, TE LT R BT !

w OE
2000 £ 12 AFit=



2 FIRD MR SRR

Contents

Unit One The Long March »+=«ssseeerrrreseraeeeiniiiinniii, (1)
Unit Two The Internet Economy: the World’s Next

Growth Engine .......................................... (14)
U/nit Th,'aee On Their Feet Agaln‘? .............................. (29)
Unit Four Building Wealth:New Rules for Individuals,

Companies, and Nations ++e-+sseeereererseeeeeaienns (46)
Unit Five We’ve Got Mail—Always «+-++«sreereeeernmerremnnne. (68)
Unit Siex  “Smart” Plants Will Keep the Garden

Looking Rosy «++resresrresrmmmmnmineniniiiiiin, (78)

Unit Seven  Vanishing Before Our Eyes cecoceeeeereeecceeens (87)
Unit Eight Why We Need the Fig Wasp  coceeeecererceceenees (103)
Unit Nine The Search for the Young And Gifted «--«:--+- (115)
Unit Ten The Hidden Face of Beauty —--creveeveeeeeeeeceeees (124)
Unit Eleven Bush Computers Track Wildlife — «coceveeeeere (134)
Unit Twelve The Elephant Lobby «+eseeeerereeearsinienienee. (144)
Unit Thirteen Staggering Giants «reeseeeseeeeeeeemmnsseennens (154)
Unit Fourteen Decoding the Human Body  «:-=eeeeeceeeeeeee (166)
Unit Fifteen The New Midlife:Short But Sweet -+:--+-+--- (180)
Unit Sicteen Dad Aain  ---eeerereeererssrseemmmnnreeneiaennn, (193)

Answer Key ............................................................ (205)
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Unit One

The Long March

Starting Time: Minutes Seconds

“Made in China” lost its novelty long ago. The label has become
ubiquitous in much of the world, affixed to shoes, toys, apparel and a
host of other items produced for global companies. What is a novelty,
however, is China-made goods sold under Chinese brand names. Only
a handful of Chinese firms so far have the money and the management
expertise to establish international brands; most of the vast remainder
are struggling to attain even national recognition. But the pioneering
companies testing the waters overseas could be on the threshold of
something big.

Some believe that individually, with the help of enterprising local
management or eager multinational partners wanting to add new prod-
ucts to their stable, Chinese brands could become a global phenomenon
within a decade, marketed on quality and exotic appeal, as well as
competitive pricing. Says Viveca Chan, Hong Kong-based managing
director at Grey China, an advertising agency: “If there’s one country
in the world that has ample potential for taking brands global, it’s
China.”

In the short-term, the strongest promise is in Chinese medicine,
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herbs and specialty food, as well as goods that play to the romantic for-
eignness of China—whether in cosmetics, fashion or music. Says
Kevin Tan, general manager for China of market-research firm Taylor
Nelson Sofres in Shanghai: “There’s still a lot of mystique associated
with China. If you’ re taking something like cosmetics, which is im-
age-driven. . . suddenly you’ ve got a strong player.” Also making a bid
to go global are a few trendsetting Chinese beverage and beer brands.
Further down the road there is brand-potential for products such as
home appliances that can offer quality at a competitive price.

Some of these brands will eventually go abroad via joint ventures
or mergers and acquisitions. For their foreign owners, the brands will
provide speedier access to China’ s consumer market and distribution
channels, while at the same time serving to complement the owners’
premium brands in global markets.

But building a brand takes time, money and marketing savvy.
Some Chinese brands have nudged into the international market on the
back of competitive pricing, but have also utilized other strategies.
Jianlibao has highlighted its Asian appeal, presenting itself as the pre-
ferred rehydrating sports-drink of China’s athletes, while Meidi, an
air-conditioner maker, is pushing for greater brand recognition. Others
like Haier, one of China’s leading home-appliance producers, have
pointedly steered away from price, competing instead on product quali-
ty and an efficient distribution and after-sales service. In another ex-
ample, the American direct investment firm, Asian Strategic Invest-
ments Corp. , or Asimco, has positioned its recently acquired Five Star
beer as a premium brand.

Of course, global sales don’ t mean global brands, as Grey
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China’s Chan points out. And it’s still early days for Chinese compa-
nies. For a start, investment funds for brand promotion are hard to
come by, says Chu Liangjin, the Qingdao-based director of the over-
seas division of China’s Tsingtao brewery. “No more than 5% of our
total export sales can be reinvested in promoting our brand overseas”,
explains Chu.

Although targeted at SOEs ( state-owned enterprises )—private
companies have greater spending freedom-—the 5% limit is bound to
hamper Chinese brands. Jianlibao, for example, has invested about
$ 10 million to sell its brand in the U.S. market, but Li Jingwei, the
company’s general manager, knows that’s just a drop in the bucket.
Sitting in his office at Jianlibao’s industrial complex in Sanshui, a 40-
minute drive from Guangzhou, Li reckons that to successfully generate
brand recognition among Americans, the company needs to spend at
least $ 50 million—100 million on marketing. He has no doubt that
consumers will like Jianlibao’s range of sports and soft drinks (which
taste remarkably like Coca-Cola’s Coke, Sprite and Orange Fanta),
but explains that “we need money to invest in promoting ourselves. ”

Says B. C. Lo, Hong Kong-based vice-president and director of
external affairs at Coca-Cola China: “I’m not sure whether they can
really penetrate the U. S. market or become an international brand,
but certainly they are a strong competitor in China.”

Indeed, Jianlibao, which exports to more than 20 countries, will
need a great deal more money and years before it can be considered a
serious player abroad. Last year the Chinese company sold just
200,000 cases of drinks (there are 24 bottles or cans in a case) in the

United States.
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Although the company has funded a host of promotional events—
donating $ 100,000 for U.S. flood relief in 1997, advertising at Miss
America pageants, sponsoring the $ 20,000 Jianlibao Cup Golf Tour-
nament in 1997—its marketing efforts pale in comparison with those of
the likes of Coca-Cola.

One promising area for Chinese brands in the global marketplace is
white goods of low-to-mid-technology. By some estimates, Chinese
brands have roughly 90% of the domestic market for refrigerators and
washing machines, 70% ~80% of the market for air-conditioners and
60% for color televisions. “In many areas the quality of products has
improved to the point where they are quite marketable”, says Philip
Day, a vice-president at consulting firm A.T. Kearney in Hong Kong.
“What we’ re now seeing is Chinese companies getting their act togeth-
er in terms of marketing.”

Haier is among the best-known white-goods brands in China. Un-
der the guidance of its dynamic president, Zhang Ruimin, the company
has turned from being a loss-maker into an exporter. It claims that
more than 60% of the imported washing machines in Japan are made
by Haier, and that in the U.S., it holds a 20% market share for 36-
litre to 180-litre refrigerators. In the first 11 months of last year,
Haier-brand refrigerator exports to the U.S. reached $ 15.6 million,
up from $ 12.6 million for the whole of 1997.

Mario Zhu, an analyst at ABN Amro Securities in Shanghai, says
Haier’s marketing team has helped build the company’s reputation in
Europe and now in the U.S. “They have research centres that give
them updated information on market demand,” she adds. They do

aggressive advertising and they’ ve got good R&D.” Haier’s Zhang
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says the company’ s strengths are high quality and good distributors
with good networks for sales and service.

Certainly, Haier doesn’ t spend much on marketing, compared
with the amount earmarked by most international companies. In the
U.S., Haier’s promotion budget accounts for only a paltry 1% of its
American sales. The company has opened a specialty shop on New
York’s Fifth Avenue and in March hired a design company in Los An-
geles to determine what American consumers liked best in a refrigera-
tor. Zhang admits Haier hasn’t “developed a real brand name yet” a-
mong average American consumers, but points out that it’ s starting to
get some recognition among refrigerator makers, distributors and spe-
cialty shops.

Another Chinese brand in the U.S. market is Meidi. A collective
enterprise that churns out air-conditioners in Guangzhou, Meidi in
1997 achieved $386. 5 million in sales, of which $70 million
stemmed from exports. In 1998 the company stressed overseas mar-
kets, and as a result expects exports for the year to reach $ 80 million
out of total sales of $ 604 million, according to Peng Qiang, director
of the company’s overseas division. He believes the “time is mature”
to develop the overseas market for Meidi, which competes on both
price and brand recognition. “We are attending more overseas exhibi-
tions to further improve brand recognition and have spent more on ad-
vertisements, especially in Hong Kong”, Peng notes.

Chinese brands under the wings of foreign companies usually have
the advantage of plumper marketing budgets and better access to man-
agement expertise. But although overseas companies typically buy

these brands to gain access to China’s consumers and distribution chan-
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nels, they also can have larger plans for their acquisitions. “The multi-

nationals that are buying up Chinese brands are not going to restrict

their business to the domestic market”, says Day of A. T. Kearney.

“Some of these brands aren’t necessarily going to be pitched against

premium brands abroad immediately, but they might be pitched in oth-

er segments of the market. I’d look at China in the long-term as being

the source of significant competition for multinational brands globally. ”

Finishing Time: Minutes
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Exercises

I . Give brief answers to the following questions, using your own words as much

I.

as possible :

1

W

~N N v B

9.

. Why do you think the passage is titled “The Long March”?
2.

What is hampering Chinese firms from making their brands internationally

known?

. What quality gives Chinese goods a marketing advantage?

. Why are foreigners interested in acquiring Chinese brand names?
. What is different about Haier’s marketing strategy?

. How has Haier’s marketing team promoted the company abroad?

. What types of Chinese goods have the best prospects at the moment in the

international market?

- Why do you think it is difficult for Chinese brands to gain world recogni-

tion?

How does the writer develop the theme of this passage?

10. Which of the following best describes the writer’s view of the international

1

future of Chinese brand goods?
(A) Pessimistic

(B) Dismissively scornful

(C) Cautiously optimistic

(D) Uncertain

Rearrange the following sentences in logical order :

. Chinese household appliances are now good enough to compete worldwide.

2.

Joint ventures with foreign companies will help Chinese-brand products “go
global.”

. Chinese companies need more marketing expertise and funds to promote

their products abroad.
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V.

. Haier has started to gain recognition among US consumers.
. You can find goods made in China all over the world.

. Chinese products have great potential for global sales.

~N O W A

. Recently Chinese goods sold under Chinese brand names have started to ap-

pear abroad.

. Answer TRUE or FALSE to the following statements :

1. Goods made in China have only recently appeared on the world market.

2. Most Chinese brand names are not well known throughout China.

3. Viveca Chan doubts if Chinese goods can compete successfully abroad.

4. China’s home appliances will penetrate foreign markets before its cosmetics
do.

5. Foreign companies want to acquire Chinese brands primarily for global
sales.

6. Jianlibao relies upon its Chinese background to promote its drinks abroad.

7. Jianlibao spends more on marketing than Coca-Cola does.

Replace the italicized words with simple, everyday words :

1. The label has become ubiquitous in much of the world , . . .

2....most of the vast remainder are struggling to attain even national recog-
nition.

3....wanting to add new products to their stable, . . .

4. There’s still a lot of mystique associated with China.

5. But building a brénd takes time, money and marketing savuy.

6. A collective en;(erprise that churns out air-conditioners. . .

7. Jianlibao has highlighted its Asian appeal, . . .

8. ... has positioned its recently acquired Five Star beer as a premium brand.

9. Although the company has funded a host of promotional events. . .

10.Haier’ s promotion budget accounts for only a paltry 1% of its American

sales.

- Choose an appropriate set phrase from the list below for each blank. Make

changes where necessary:
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A. testing the waters B. image-driven

C. strong player D. go global

E. further down the road F. steered away from

G. hard to come by H. drop in the bucket

I. pale in comparison J. getting their act together
. The five dollars my uncle gave me was compared to my tuition

fees.
. Garments are products; neither price nor quality is the decisive

factor in sales.

3. Microsoft is a in the international computer business.

. When the company first invested in China, it was only of the

Chinese market.

. These days, if a company doesn’t it will find it difficult to make
profits.
6. The economies of the Third World to those of the advanced coun-
tries.
7. I would never have been a success if had not been bad compan-
ions.
8. Because of the prevalence of pirating, genuine CDs are nowa-
days.
9. We have started making low-technology products, and so high-technology
items are for us.
10. The sudden surge in profits shows that those companies are at
last.

Paraphrase the following :

1. But the pioneering companies testing the waters overseas could be on the

threshold of something big.

2. .. .serving to complement the owners’ premium brands in global markets.

3. And it’s still early days for Chinese companies.

4. . ..to successfully generate brand recognition among Americans, . . .



