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CEO of Wal-mart: H. Lee Scott — Mr. Perfect
Surrounded by Letigations
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1.1 We Care About Environment Protection
FAIREIMR /1

1.2 We Want Tell the Customers that We Are Trying Hard
AV SR, RAVRST /6

1.3 We Are Responsible for the Employees
ARG T /11

1.4 We Aim to Building an Environmental-friendly
Supermarket

AV TITEIMET /16




imEXIE:
#* BPI500328 CEOh M

2

Former CEOQ of P&G : A.G. Lafley — Good at
Observing Women’s Needs
EaRAMEFERTE - EEL
ETRARLERK

2.1  DesignIs Our Core Competency B2 RA TR LEEST 121

2.2 I Never Expect to Be the CEO
REAEREEAEEPITE 27

2.3 Innovation Came from Inside BIF#RK H NH /32

Former CEQ of General Electrics : Jack Welch — a
Pure Professional Manager
BABRSHERERITE: A% - BRHF
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3.1 Profits Are Important FIZ5REZE /37
3.2 How to Be an Excellent Leader
WAL F A /42

FormerCEQ of General Motors: Rick Wagoner — a Proud Giant
BERASREHNERRITE: BEX - LERN
—HIBE A

4.1 We Are Developing Alternative Fuel Vehicles
WATTETF AR BUREHA G /48

4.2 How Can We Turn Around the Recession
FATIT R R /54

4.3 We Are Positive About Our Prospect
FATRFATHIRTFARR I /59



Co-founder of eBay: Pierre Omidyar—rFounder of the

Permanent Free Market
SBMolig A Z—: RIRR - BAHBE—KAE
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6.1 | Never Really Felt the Need to Be Inspired by Outside Heroes
TS A CRESNA SR H S /71
6.2 | Was Pursuing My Passion RABERFRITE 177

Co-founder of Drupal Plan: Dries Buytaert—Fioneer

of CMS
Drupalit RIB9BIIE A Z2—: EEHT - RS
F iR B IR

Open Source |s Here to Stay and Grow

FEIRAE O R BE A /83
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LI o e

8.1 There’s No Authority in My World Fp it FBEA AR /89

8.2 It's My Job to Make Oracle the Biggest Software Company on Earth

BT S5 RiE B SO R R R /95

8.3 We Have No Choice but to Persevere

TR, RAIBITCESEE /100

8 ‘ CEO of Oracle: Larry Ellison—Father of Oracle
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7.2 We Are Facing with Credit Crisis
HFefiTmimE 5 eIl /90
7.3 Our Distinctiveness of Citigroup Relies on Service

HATEHEA B M Z b TET IR /195

CEO of J. P. Morgan Chase : Jamie Dimon —
a Savior in Wall Street
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We Need to Restore Confidence FA B EHY S0 /99

CEO of Johnson & Johnson : William Weldon — a

| Decentralized Leader
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9.1 Our Products Are More than People Used to Believe
FATH ™ i L AR R Z /1104

9.2 'We Have Both the Internal and External Innovation
BATE NERHTMINMERHT /109
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. | CEO of Dell: Michael Dell—Legendary American Entrepreneur
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10.1 I Make Decisions on Investment

R B ERE /114
10.2 TAmBack #[FET /119
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10.3 I Think Internet Is Fundamental to Our Businesses
FIN A PRI BA TR R AR EZ /124

10.4 There Is Now a New Relationship with the Customer
AT S BB TESL T —FPH LR /129

CEO of Microsoft Corporation : Steve Ballmer —
Leader in Global Software Developers
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11.1 I Am Proud of Our Achievements
H BN TR BRI /134

11.2 T'm Very Bullish About the Employee Base and What It
Can Accomplish FXFIRATHY 53 TEEAL, LLAABATHTRE
R ATFIHRMEST, ERIFEAFLK /139

11.3 IAm Trying to Be a Successful Leader
KB A — 2 ISR E 144

11.4 We Are Terrific in Recruiting Talents
HAVERBAA LHAFRE /149

CEO of Time Warner : Jeffrey Bewkes—a Saver of the
Media Giant
HAENAEFRITE: RNHBE - LERH
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12.1 I Believe We Are Moving Consistently with Other
TV Medias
AN T HAR A B REAR T B —2 /154
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12.2 My Vision of Time Warner’s Bright Future
XTI GIEIE AR R /159

CEOQ of Best Buy : Brian Dunn—Leader of a New Sale Mode
BEERXEBRITE: 7XE - BE
— I RHEEXNE | WE

13.1 Leadership Means More Responsibilities to Me
W45 S BRI ELHITUE /164

13.2 Experience in Best Buy Helped Me
R ITAeERLR#E TE /170

CEO of Kraft Foods: Irene Rosenfeld—the Most
Influential Business Woman

FRBEREFRITE: UM - SHERE
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14.1 Survive in Depressing Economy it £ 3555 5% /175
14.2 Marketing, Innovation and Competition

B . BT RZES /180

CEO of Cisco : John Chambers—Father of
Digital World
BREATEERTE: 98 - RAGT—BFHER2L

15.1 The Evolvement of Leadership Is Important
GFITXGRHABREZE /185
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15.2  The State of the World Economy Is Not Positive
AT BRAZ R /191

15.3  The Worst of All Possible Times About the Economy Will
Go Through £ 3 RIMERIRT &0t 500 /196

15.4 The Pace of the Growth of the Internet Is Fast
PRI I 4 R A B EAR AR /201

CEO of FedEx : Frederick Smith—Father of FedEx
BHREATEHBHITE: BEEER - hFH
— “BXFBRiE” 25

16.1 The World Was Going to Change
R R AT 1206

16.2 To Make the Employees’ Job Easy
{53 TATH TAERAF e /212

16.3 The Biggest Growth Prospects Are International
BRI R AR E E L2 B /217

CEO of Disney: Robert lger—New Leader a Reporter “Tyrant”
BHITRATERFRITE: TE% - IR

LHIRPH “RE” WA

17.1 Optimism Is a Very, Very Important Part of Leadership
IR E R E R PREEREEN D /222
17.2  Focusing the Company on What Really Would Drive
the Most Value Going Forward
RZES NIHESRENS J 8 m Qs 2 M EA R 227
17.3 The Key to All of This Is Creatiuty and Quality
—— : n
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CEO of Apple: Steve Jobs—Creator of Apple Mythology
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18.1

18.2

18.3

Podcasts Are Gonna Remain Free
BmEka—HREFRBIRES /1237

It’s Still Very Early in the Music Revolution
AR T R LRI R B /242
Apple’s Online Store Is Better than Dell’s
SR L RS LCEUR L /248

CEO of Google: Eric Schmidt—Mythical
Figure in [T Industry
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19.1

19.2

19.3

Consumers Was the Hardest Customer to Satisfy

TH B8 A R o /2 B /253

The Vast Majority of Revenue Is in Text Ads
Correlated with Searches

FER LR IR TR REEEN) & /258

The Gap Between What Computers Do and What
Humans Do Is Very Deep
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CEO of Wal-mart:
H. Lee Scott—Mr. Perfect

Surrounded by Letigations
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Reporter (id#)

A1 T R

Lee Scott (Z=-HiFHEF)

Reporter: When you started focusing on the environment

at Wal-Mart, you were under an organized attack from
union-backed groups that were attacking you for wage
policies, immigration policies, health policies, but not
necessarily for environmental policies. So what made
you decide to bring the environment to the forefront of
what Wal-Mart was doing?

Scott: It’s consistent with what we say our purpose
is, and that is saving people money so they can live
better. We looked at what Sam Walton started and
how he developed the company. It was by c¢liminating
waste, bringing in efficiencies. And by thinking about
sustainability from our standpoint, it really is about how
do you take cost out, which is waste, whether it’s through

recycling, through less energy use in the store, through

back v. X#F

wage n. I#H
immigration n. BE
environmental adj. IFIERY
forefront n. HXEEMAE
consistent adj. —%H

We Care Ahout Environment |’I‘IIIEB|IOII
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eliminate v. JHER, 1RER
efficiency n. R
sustainability n. TTHEFEEM
standpoint n. 7%
recycle v. [EU
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the construction techniques we’re using, through the
supply chain. All of those things are simply the creation
of waste. We found it’s consistent with the entire model
we’ve had since Sam opened the first store.

Reporter: So it’s all about cost reduction. It’s not about
trade-offs? Is there never a point where you say, gosh,
this is going to cost us a little more, but it’s going to be
much better for the environment?

Scott: Well, there are things that you, as a busines’s,
have to think about that something may be more cost-
effective but is just wrong
—pollution of the water or
those kinds of things. Those
things come into play. One
of the things people talk
about is, will people pay
more? Our question is, why
should they have to? If you
can take the waste out, if you
can take the cost out, and you can provide people who
are working people living paycheck to paycheck with an
opportunity to be more sustainable, we think they will
react to that, and they do.

Reporter: Will your consumers pay more for products
that are environmentally green? Is there any willingness
to pay more for something that is perceived as being good
for the environment?

Scott: Depending on the store, you see a difference in
how people are reacting. Where you have a store that’s
in a higher-household-income area, you can see that
people can afford to and are willing to pay a little bit
more. People in general are living paycheck to paycheck
for a broad amount of American society. It’s not that
they don’t care about sustainability; it’s that they can’t

afford to pay more. They can’t pay a dollar more for the

construction n. Ei&

creation n fliE
reduction n. &
trade-off n. R

pollution n 5%
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paycheck to paycheck $EFH/K&ETRF

opportunity n. &
sustainable adj. TIHEFEEM
willingness n. FE



cleaning supply. They can’t pay $3 more for a T-shirt.
Reporter: If we impose either a tax or a cap-and-trade
system on carbon emissions, that is like a tax, that means
that those shoppers at Wal-Mart will have to pay more for
most of the things they’re buying from you, doesn’t it?
Scott: I think that’s very possible. We believe a carefully
crafted carbon program is something that probably is
inevitable and probably positive. What we would ask is
that people be mindful of the general population and not
be so ideological that we simply say we’re going to go
from here to here and, yes, people have to pay more but
it’s worth it. How do you craft something that does the
right thing for the environment and for sustainability but
doesn’t leave behind the basic population that we serve
the most?

Reporter: Is 60% to 80% by 2050 too much? A 60% to
80% reduction [in carbon-dioxide emissions]?

Scott: You're outside of my knowledge base. We have a
very small Washington office. We have no scientists. We
are a retailer, and we operate stores that serve customers.
Reporter: But let’s take it to a level that you understand
very well, and that is that you have done all that you’ve
done in the past three years. You’ve focused on products,
you’ve gotten your suppliers focused on these issues,
you’ve gotten your trucking ficet focused on these issues,
you’ve gotten your stores focused on these issues. And
yet with all of that, you’re still growing your carbon
footprint by, according to your own reporting, what, 8%
or 9% a year. So how, after making all the efforts that
you’ve made in the past three years and you still see your
carbon footprint expanding at that rate, can we possibly
hope to do 60% to 80% reductions by 2050?

Scott: First of all, we have started on a program that has a

long, long way to go. At the store level, we have what are

impose v. 3&fM
carbon n. %
emission »n. HIEY
shopper n. &

craft v. ¥FUFHIE
inevitable adj. AEEHEAY
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mindful adj. EEH, BHEMH
ideological adj. BRM, =K
retailer n. TEH

fleet n. ZEPA

carbon footprint TRHFE
expand v. H K, H#iN
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called PSPs, which are Personal Sustainability Programs
which encourage Wal-Mart employees to embrace a
cause in areas such as environmental sustainability or
personal health. We have, I think, 500,000 people who
are signed up and have started recycling or using CFLs
or that are doing something related to wellness. We have
these groups of people working on different things from
our supply chain all the way into our communities.
There is an energy about it, and it’s real and it makes a
difference. But it is simply the start.

Reporter: On an issue like packaging, of course, there’s a long
way you could go. There’s significant groups of people out
there now who are saying we shouldn’t be bottling water. Why
bottle water? It’s just an environmental waste. How do you
decide? You're still selling bottled water, I assume?

Scott: A lot. If the customer wants bottled water, we are
going to sell bottled water. Buteven if you’re going to sell
bottled water, you can sell it and have less of a negative
impact. How have you arranged your transportation so
that it’s the most effective that it possibly can be? How
do you price in a way that can help a customer make a
choice that is more environmentally effective?

Reporter: You have set as company goals zero waste
and 100% renewable energy. Those are very ambitious
goals. What you haven’t told us is when.

Scott: I don’t have a clue. We are not scientists. And
so do you set a goal that you’re going to reduce this
by this and this by this and you put the time frame out
there? I'm almost 60 years old. You want to put a time
frame out there of 10 years when I’m long retired and
if they don’t hit it, it doesn’t matter. Why do that? Why
not just say that ultimately we think this is possible that
the technology will develop, that there are things that

embrace v. (FAUIEIAEN ) FFH
signup 5 -BAR

wellness n. S MEE

community n. BfE

package n. B3

assume v. 548, Rig
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transportation n. iZiX, B
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