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\ What is Market Leader and who is it for?

The authors

Market Leader is a multi-level business English course for business people and students
of Business English. It has been developed in association with the Financial Times, one
of the leading sources of business information in the world. It consists of 12 units based
on topics of great interest to everyone involved in or studying international business.

This new Advanced level of Market Leader features authentic texts and listenings
throughout, reflecting the latest trends in the business world. If you are in business, the
course will greatly improve your ability to communicate in English in a wide range of
business situations. If you are a student of business, the course will develop the
communication skills you need to succeed in a profeséional environment and will
broaden your knowledge of the business world. Everybody studying this course will
become more fluent and confident in using the language of business in a variety of
contexts and should further his or her career prospects.




| Introduction

Margaret O’Keeffe (left) has over 15 years’ teaching experience and now teaches English
in companies. She has taught at both the Pompeu Fabra University and La Salle
University in Barcelona, Spain. She is the author of business English materials for the
Universitat Oberta de Catalunya in Spain and is also an online tutor with the university.
Her background is in the business world, working for both British Airways and British
Telecom before becoming an English language teacher and CELTA teacher trainer.

Iwonna Dubicka (right) has over 15 years’ experience as a Business English trainer,
including teacher training and six years as Director of Studies of English at In Company
Languages in Barcelona. She has also been an online tutor for the Universitat Oberta de
Catalunya, Catalonia’s open university. She is also the co-author of various English titles
together with Margaret O’Keeffe, including English for International Tourism (Pre-
Intermediate) published by Longman.

\ What is in the units?

Listening and You are offered a variety of discussion questions as an introduction to the
discussion theme of each unit. You will hear authentic interviews with business people.

You will develop listening skills, such as listening for key information, note-
taking and summary writing. In this section, you will also extend your
vocabulary by learning useful new words and phrases. A good business
dictionary such as the Longman Business English Dictionary or a monolingual
dictionary for advanced learners such as the Longman Dictionary of
Contemporary English will also help you to increase your business
vocabulary.

5 You will read authentic articles on a variety of contemporary topics from the
Reading and ! iy :
language Financial Times and other newspapers and books on business management.

You will develop your reading skills. You will also be able to discuss and
respond to the issues in the articles. There is a language review after each
article and related exercises in the Grammar reference section for each unit.
You will be able to revise language and structures which are common
problem areas for advanced learners. You will become more accurate in your
use of English at an advanced level.

; 5 You will develop essential business communication skills, such as giving
Business skills ‘ ] 1 L i g .
presentations, dealing with questions, taking an active part in meetings,

negotiating, strategies for telephoning and teleconferences, English for
networking, as well as using the language for a variety of business writing



Review units

Introduction |

tasks. Each Business skills section contains a Useful language box which
provides you with the language you need to carry out the realistic tasks in the
Course Book.

The Market Leader case studies are linked to the business topics of each unit.
They are based on business problems or situations and allow you to use the
language and communication skills you have developed while working
through each unit. They give you the opportunities to practise your speaking,
listening, reading and writing skills in realistic contexts. Each case study ends
with a follow-up writing task. A full writing syllabus is provided in the Leader
Practice File.

The Market Leader Advanced Course Book also contains four review units
which recycle and revise material covered in the preceding three Course Book
units. Each review unit is designed so that it can be completed in two

sessions or on a unit-by-unit basis.



Unit 1
Being
international

page 6

Unit 2
Training

page 14

Unit 3
Partnerships

page 22

Unit A

page 30

Unit 4
Energy

page 34

Unit 5
Employment

trends

page 42

Unit 6
Business

ethics

page 50

page 58

Listening and

discussion

Reading and

language

Business skills

Case study

Public speaking

International
presentations

Business idioms

Networking
Writing: replying to a
formal invitation

~
Working for Logistaid

Writing: accepting an
invitation

Consultant interview

Time to break out
from campus

Multiword verbs

Telephone strategies:

clarifying and
confirming

Writing: e-mails

Training at SmileCo
Writing: e-mail

,
A PPP debate Infrastructure: Negotiating: being Konopnicka Airport
Experience of the 1990s vague and being takes off
has put people off PIECLE Writing: executive
Dependent prepositions Report writing: layout summary
Passive and structure
.
Revision: Units 1-3
~

The future of natural
gas

A dream of a
hydrogen economy

Discourse devices:
linking expressions

Problem-solving
Proposal writing

Energy saving at
Supersun

Writing: report

The future of work

India: Call centres ring
the changes
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Using inversion for
emphasis

Resolving conflict
Writing: e-mails

Delaney: Call-centre
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Writing: internal
e-mail
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Business Life: Corporate
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the waffle

Multiword verbs

Ethical problem-
solving

Managing meetings
Writing: action
minutes

Stitch Wear clothing
Writing: action points
from a meeting

Revision: Units 4-6

Grammar reference: page 118 Writing file: page 134 Activity file: page 142
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page 62
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page 70
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Unit C

page 86
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Doing business
online

page 90

Unit 12
New business

page 98

Unit 12
Project

management

page 106

page 114

Listening and

discussion

Reading and
language

Business skills

7 I

Case study

Changes in
international banking

Marconi repays
£669m of debt

US Airways vows to
rise again
Language of trends

Giving presentations
Describing financial
performance
Writing: introduction
to a presentation

Cost-cutting at
Erstaunliche Autos
Writing: summary of
presentation

Choosing and
managing consultants

Could it be you when
they need an expert?

Negation using
prefixes

Conditionals

Negotiating sales

Writing: terms and
conditions

Mobi-net: It’s their
call

Writing: summary
of consultancy
agreement

Strategy and
successful imitators

Growth mode
Idioms for giving
examples

Brainstorming and
creativity

Writing: mission
statements

The company
makeover
Writing: report
summarising
proposals

Revision: Units 7—9

Successes and
failures in e-business

Net gains on the shop
front

Cleft sentences

Presentations:
summarising and
dealing with questions
Writing: presenting
information on a
website

Improving the online
experience

Writing: proposal of
recommendations

Everywoman: helping
women start their
own businesses

The bruises of the
bandwagon

Noun phrases

Telephone strategies
Chasing payment

Writing: a letter
chasing payment

Copisistem: the next
step

Writing: job advert

Talking to two project
managers

Not enough good
project managers?

Cohesion

Writing: briefing
multinational teams

Teleconferencing

Leatty Shanghai: a
construction project

Writing: assessment
report

Revision: Units 10-12

Glossary and notes: page 162
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discussion
Public speaking

L__I Reading and language
International
presentations
Business skills
Networking
Writing: replying to a
formal invitation

I:I Case study
Working for Logistaid
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A 1

e

‘ Without knowing the force of words,
it is impossible to know men.
Confucius, Chinese philosopher (c. 551479 BC)

Llstjeiz::?lgs. :igg @) Discuss these questions.
1 Do you ever have to speak to an audience? How does/would it make you feel?

2 Have you ever heard a speaker who you felt was inspirational? What
techniques did he/she use to engage the audience?

3 What, for you, makes a good presentation?

“ —
ot et A ™ e

4 What might be some of the issues to bear in mind when giving a presentation
to an international audience?

Q Q 1.1 Three business people talk about their experiences of giving
presentations to international audiences. Listen and choose the best
summary of each speaker’s main point.

a) Always organise the room so that the important guests are at the front.
b) Don’t make as sumptions based on the audience’s reactions.

c) Be careful with the language you use when giving a presentation.

d) Be aware of and try to be sensitive to local customs.

e) Using jokes and humour is a good way to get the audience on your side.
f) Question-and-answer sessions are universally popular.

e O 1.1 Listen to each speaker again, take notes and answer these questions.
What did Michael realise when he was talking to a group of executives in Geneva?
How does he describe his speaking style, and why does he want to change it?
What does he plan to do as part of his preparation for his next presentation?
What did Arianne find out when she was due to speak in Thailand?

How does she usually organise a room when she’s giving a talk?

What did she do on this occasion?

In Japan, how might people in an audience show they are listening?

How might an audience show their approval in Germany and Austria?

oOoN NVl D W N R



Unit 1 Being international |

0 Complete these tips for giving presentations to international audiences using
the words and expressions in the box. There is one item you don’t need.

delivery gestures greet handout pace
rephrase row script visual aids

Be careful when you choose the colours for your ............ 1, For instance,
yellow has negative connotations in many countries, including Mexico,
Peru and Iran.

Usinga . ciiaponsen 2 can help with international audiences. It can keep you
focused on precise language. It can also be used as a ............ 3 for your
listeners after you speak.

Adjust the ............ 4 0fyoUniy i ol 5 to reflect what the audience is
used to. North Americans prefer faster speech, whereas Europeans and
Asians typically prefer more time to process information.

Take care, especially where language barriers may exist, to fully under-
stand questions from your audience. Don’t hesitate to ............ 6 them
to check your understanding.

Be sensitive to how different audiences react to ............ 7.In some
Asian cultures, for example, audiences find fast, sweeping arm movements
distracting.

If you’re going to ............ 8 your listeners in their language, make sure
you know how to speak it. And be sure your choice of language has your
intended meaning.

G Discuss these questions.

1

2
3

4

How would you ideally set up a room for a small meeting/a seminar/
a conference?

Which colours have positive and negative connotations for you?

Apart from speaking, how else can audiences show their reaction to a
presentation?

What advice would you give an overseas speaker about giving a presentation
in your country? Think about some of the following:

e seating arrangements

¢ length of speech

e body gestures

e audience reactions

e visual aids

¢ use of humour and personal anecdotes
e taboo subjects

e question-and-answer sessions.



| Unit 1 Being international

Reading and
language

slang expression or word used
in informal conversation

SRR T

¢

£

jargon words and expressions

used by a particular profession
or group of people, which are
difficult for other people to

understand

&

4

R, L S SRR i e T e

buzzword a word or phrase
that suddenly everyone thinks <
is very important and uses all

the time

PO

Grammar reference:
Business idioms
page 118

é
§

i

o Look at the dictionary entries and say whether the examples indicated in

jtalics in the text below are a) slang or b) buzzwords/jargon.

1
2
3
4
5

6

Hey guys! Anyone fancy a coffee?

This cutting-edge technology will radically transform the way we work.
Just 25 per cent of the company’s turnover comes from the home market.
Could you pop into my office, I'd like to bounce some ideas off you?

The cracker somehow hacked into the bank’s computer system during
downtime by using a backdoor.

We aim to empower the customer to make informed choices.

Read the magazine article about giving international presentations and
answer these questions.

N OOV pd» W N R

Why does the writer use the quote at the start of his article?

How could the speaker say this differently so that people could understand him?
What does delivery refer to in the second paragraph?

Find two examples where the writer helped other people with their presentations.
Where can you get help when preparing your talk?

What should you do when members of the audience ask you questions?
What examples of ‘non-verbal messages’ (paragraph 11) can you think of?

Read the article again and find business idioms and expressions that mean
the following.

1

it is potentially problematic and dangerous (paragraph 2)

2 an unsafe strategy (paragraph 3)

oON NVl W

make possible or happen (paragraph 3)

most complete (paragraph 4)

not do things correctly (paragraph 4)

make as much use as possible of (paragraph 5)
explaining too much (paragraph 9)

don’t understand (paragraph 11)

Using the word given, complete the second sentence so that it has a similar
meaning to the first. Use a maximum of five words.

;|

His speeches have inspired thousands of people. (proved)

Can you explain this to us simply? (give)
Canyou :issaovessos of this?

They’ve arranged the annual conference. (made)
They have ............ the annual conference.

He has summarised his presentation in this handout. (provided)
Helse: i & v his presentation in this handout.

You could hire an intercultural communication specialist to help you prepare
your talk. (someone)

You'could hire L. :5.. .5, intercultural communication to help you prepare
your talk.

We have to conclude the seminar now. (bring)

IEStimer o ot a conclusion.

An international audience’s non-verbal messages can be misinterpreted. (open)
An international audience’s non-verbal messages can be ............ ,

You can’t assume anything with an international audience. (any)
Yolrcamb oot 20 with an international audience.



INTERNATIONAI. PRESENTATIONS

Unit 1 Being international |

HOW NOT TO SOUND LIKE A FOOL

Author and coach Tom Leech describes
how careful crafting of your message
and style to appeal to international
audiences can serve as a passport to
success.

“We really appreciate the chance to
talk to you folks from Japan. We have
some new ideas we want to bounce off
you that we think will really blow your
minds.”

Given today’s high degree of busi-
ness and governmental linkages, presen-
ters often find themselves speaking to
audiences from countries other than
their own. Language and cultural differ-
ences make this a vastly different pres-
entation situation from what speakers
may be used to. The stakes can be high
and the pitfalls many, so wise presenters
will consider these differences in prepa-
ration and delivery.

When presenting internationally, the
fundamental requirement is to recog-
nize that business as usual is risky busi-
ness. “They” are not the same as “we.”
We speak different languages, even if
we both speak English. In addition to
alternative meanings for the same
words, we also act differently and view
things from different perspectives.
These issues set the stage for communi-
cation difficulties and potential misun-
derstandings.

The concept of presentations differs
among cultures. In the United States,
full-blown graphic presentations are a
standard part of business. This style of
presentation may not apply in countries
where business proceeds in a less struc-
tured, slower manner and often on a
one-to-one basis rather than in groups.
Without knowing your audience, you
can easily head down the wrong track.

Plan, Plan, Plan
The importance of careful planning
cannot be overemphasized. Learn all
you can about your listeners and how
they do business. Use experts, such as

the Department of Commerce and 10

embassies that know the specific coun-
try well. Tap into advice from other
local business people with relevant
experience. Review the dos and don’ts
guidance available in many publica-
tions. Organizations specializing in
international meetings or managers of
international hotel chains can provide
valuable consulting and handle
arrangements in other countries.

Pre-meeting Tune-Ups

Rehearse your presentation, prefer-
ably with listeners who are knowledge-
able about the target country and culture.
Adjust your speaking pace so partici-
pants can readily follow you. When nec-
essary, rework your spoken message so
it flows better. Simplify convoluted
phrases that even English speakers can
barely follow. In coaching an executive
for whom English was a second lan-
guage, we identified several phrases he
kept stumbling over. We replaced these
with words he could pronounce more
easily.

Allow time to meet with inter-
preters, if they will be used. Especially
review any technical terminology to
help them stay with you.

On the Scene

You and your audience need to have
presentation content that is understand-
able, accurate, and received positively.
Use explanatory titles to increase com-
prehension. Tie your words closely to
the visual aids. Lead your listeners
through the aids, using a pointer to help
them track you.

Summarize frequently and be aware
of information overload. Whilst coach-
ing a presenter heading for Japan, I
immediately concluded that he was try-
ing to cover too much, so we signifi-
cantly reduced the amount of material.
Reporting back later, he said he quickly
realized he still had too much informa-
tion.

Watch your language. Avoid slang,

Tom Leech, author and coach

colloquialisms, clichés, metaphors, and
other expressions that mean nothing to
the listeners. Limit acronyms and jar-
gon, and then explain those you do use,
checking for mutual understanding.
Explain key concepts or data in several
ways and allow ample soak-in time.

Listen intently to questions and
comments. As appropriate, paraphrase
them before responding to make sure
that the question is understood correct-
ly. Be patient if it takes a while for your
audience to comprehend your message.
Be aware that your audience’s non-ver-
bal messages may mean different
things from what you think. Facial
expression, eye contact, hand move-
ments, touching, use of space, and tim-
ing are all ripe areas for misinterpreta-
tion and irritation. Be slow to make
assumptions on the basis of non-verbal
messages. Keep checking and be
patient—they can’t figure you out
either.
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| Unit 1 Being international

Business skills

Q Look at the following tips on communicating and networking with people you
Networking don’t know or don’t know very well. Which o.f these tips are essential,
desirable or best avoided in your culture? Discuss your answers.

1 Ask the person questions about themselves; don’t just talk about yourself.
Show that you are really interested in the other person’s answers.
Remember the person’s name if you have met him/her before.

Arrange to meet again in the near future.

Allow the other person to finish his/her response without interrupting.
Compliment the person on their tie/bag/jewellery, etc.

Introduce him/her to someone you know.

Remember parts of previous conversations you have had with the person.
Give him/her your business card and ask for his/her card.

Make regular eye contact during the conversation, including with members
of the opposite sex.
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Q Good networkers often have a couple of questions prepared. Look at these
examples and decide which one(s) you would and wouldn’t use. Give reasons
for your choice. Add five of your own questions to ask a person you meet for
the first time or don’t know very well.

Useful language ]

Questions for networking What do you recommend | do/see (in
How much do you eamn? your town/country/region)?

What do you like most about (living What'’s the weather like in your coun-
in.../your job/this event)? try/city/region at the moment?
What’s your opinion on (this restau- What do you think of the new boss?
rant/event/place)? What's the political situation in your
Do you come here often? country/city/region at the moment?

G O 1.2 Listen to the following conversation between some delegates at a
conference on intercultural communication in business held in Brussels.
Tick (4) if you hear the speakers do any of the following.

Melanie Konrad
Ask for confirmation
Greet someone
Compliment someone
Accept a compliment
Agree with someone
Express interest
Refer to a previous conversation
Exchange business cards
Refer to future contact

O 0N OV W N R

Uoo00ododo
Uooo0o0000

[Ty
(=]

Introduce someone to a useful contact

Q Work in pairs. Introduce yourself to another participant at an
international conference.
Student A: Turn to page 142.
Student B: Turn to page 149.



