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BEC VANTAGE SIMULATED TEST 1

READING TEST

Time allowed: 1 hour
INFORMAITON FOR CANDIDATES

* There are forty-five questions on this question paper.

*  You must write all your answers on the Answer Sheet.
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PART ONE
Questions 1-7

* Look at the statements below and the information about cards on the opposite page.
* Which card (A, B, C or D) does each statement 1-7 refer to?

* For each statement 1~7, mark one letter (A, B, C or D) on your Answer Sheet.

¢ You will need to use some of these letters more than once.

Example .

0  You needn’t spend any money in getting the card.

o/ A B C D
OO .

1 You will know how much money is left on your card.
2 The card is made up of parts that can be used again.

3 This card is used in many outlets across the world.

4 You can save money each time you use it.

5 Customers can enjoy various services by using the card.
6 The product can help your staff work more efficiently.

7 It takes a short time to design and produce a new product.
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Visa Golid Card

A Visa Gold Card guarantees you’ll be welcomed at more than 10.5 million
cstablishments in 247 countries. It gives you access to more ATMs around the world than
any other cards. It assures you of unsurpassed travel, legal and medical assistance , with
just one phone call, and emergency cash if you lose your card. And it offers you Visa's
uamatched range of special cardholder services, from reserved concert seats to the Visa
Restaurant Club,

MasterCard Pocket Teller

It can now tell you how much money you have on your chip, as well as how much you spent
in each of your last ten transactions and when. How? With this little gem of new technology,
the MasterCard Pocket Teller, available for the very first time in the world right here in
Plymouth. It’s like having a mini Automatic Teller Machine in your pocket.

Smart Object
Smart Object has got all the benefits of object-oriented technology without the
drawbacks. Without the time it takes to learn. Without the money it takes to
train. Without the long lead times and high development costs. These wizards
and cue-cards define clear, repeatable paths to build and assemble highly re-
useable application components. And its best-of-breed applications are
integrated with Visual Basic on the PC, yet scaled to support hundreds of

users on all manner of client, server and database platforms.

E————————— |

AT & T Global Corporate Calling Card

If you want to get somewhere fast, it pays to increases productivity for your people who
travel with the new AT&T Global Corporate travel on business and offers comprehensive
Calling Card. It offers competitive international management reports that show you exactly
rates so that you can count up savings on who has spent what each month. And there’s
every card call you make around the world. It no enroliment fee whatsoever.
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PART TWO
Questions 8-12

* Read the article below about the top brands.

e Choose the best sentence from the opposite page to fill each of the gaps.

¢ For each gap 8-12, mark one letter (A—G) on your Answer Sheet.

* Do not use any letter more than once.

* There is an example at the beginning, (0).

THE 100 TOP BRANDS

It was a tough year to build a brand — or defend one
against the corrosive effects of a bear market,
financial scandals, and shifting consumer priorities.
For proof, look no further than the fact that roughly
half of the 100 global brands that Interbrand Corp.
and Business Week ranked this year fell in value
compared with a year ago. (0)...D... .

To qualify for our ranking, brands had to have a
value greater than $l billion. They were selected
They also
had to have publicly available market and financial
data on which to base the valuation. That excluded
some big brands, such as Visa International, the
BBC, and Mars.

according to two criteria; (8)...... .

How do you place a value on a brand? (9)...... .
Business Week selected Interbrand’s method because
it values brands the same way analysts value other
assets: on the basis of how much they’re likely to
eamn in the future. Those projected profits are then
discounted to a present value based on how risky the
projected eamnings are — that is, the likelihood that
they will in fact materialize.

To start the process, Interbrand first figures out that
percentage of overall revenues are accounted for by
the power of the brand. (10)...... . Interbrand
then deducts a charge for the cost of owning the
tangible assets, on the theory that whatever income is
generated beyond that cost is due to intangible
factors. This is the economic value added by things
like patents, customer lists, and, of course, the
brand.

(11)...... - For example, are people buying Shell
gasoline because of the brand name or because the
gas station is conveniently located? Interbrand uses
research and interviews

market with  industry

executives to sift through those variables.

The final phase is to analyze the strength of the brand
to figure out how risks those future brand earnings
are. To calculate the brand’s strength, Interbrand
looks at seven factors, including the brand’s market
leadership, its stability and its ability to cross
geographical and cultural borders. (12)......

Business Week and Interbrand believe this figure
comes closest to representing the true economic value
of that complex array of forces that make up a brand.
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Example;

The risk analysis produces a discount rate
that is applied to the brand earnings to
come up with a net present value of the
brand.

Some attempts rely on little more than
opinion polls or ad spending.

Next, with the help of analysts from
J. P. Morgan Chase Co., Interbrand

projects net earnings for that segment of
the business.

In this environment, just holding your
own is an accomplishment.

E They should be famous and have a good

reputation around the world.

The next step is to winnow the earnings
generated by the brand from the earnings
generated by other intangibles.

They had to be global in nature, deriving
20% or more of sales from outside their
home country.
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PART THREE
Questions 13-18
* Read the article below about teams and management and the questions on the opposite page.

* For each question 13~18, mark one letter (A, B, C or D) on your Answer Sheet for the

answer you choose.

When Colgate launched its then revolutionary
Colgate Gum Protection toothpaste in 1990, company
executives were confident they had a hit on their
hands. The toothpaste incorporated a groundbreaking
antibacterial technology they thought was the biggest
innovation since fluoride. But in the months after the
toothpaste’s six-country rollout, the product’s market
share reached a meager 1% — one fifth of the
company’s projections.

What went wrong? A new round of market research
found that the original launch strategy muted the
“breakthrough” message, the ads positioned the new
toothpaste as a line extension instead of a
revolutionary advance, and the public just didn’t buy
the product’s broad claims. Up to this point,

Colgate’s president, Bill Shanahan, had attended only

quarterly review meetings, now he rolled up his
sleeves to rescue the product, establishing a
worldwide marketing team and meeting regularly with
global business vice president Kathleen Thornhill and
CEO Reuben Mark to follow the team’s progress.
Shanahan and others at the very top sifted through
ﬂwmsearchandtookpanintheadvenismg
development meetings, working elbow to elbow with
the marketing team. Renamed Colgate Total, and
promoted with a retooled ad campaign that stressed the
toothpaste’s 12-hour protection, the product was a hit in
most of the 103 countries outside the United States,
Shanahan continued to lavish personal attention on
the product, putting Colgate Total under the direct
supervision of Jack Haber, then worldwide director of
consumer oral care products, and committing $35
million and a team of 200 employees to the project.
With that kind of senior-level backing, Haber pulled
out the stops, spending $20 million to promote
Colgate Total to U.S. dentists alone. Within two

months of its domestic launch in 1997, the product
captured 10.5% of the U.S. toothpaste market and
within six months muscled perennial champ, Procter
& Gamble’s Crest, out of first place. Colgate Total
has remained number one ever since.

What transforms a good product idea like Colgate
Total into a blockbuster? We spent ten years studying
more than 700 new product development teams and
interviewed over 400 project leaders, team members,
senior executives, and CEOs intimately involved in
product development and launch. Of the hundreds of
teams we studied, just 7% of them — 49 in all —
created products that scored a perfect ten on our
measure of blockbuster success. To achieve that
score, products had to reach or exceed company
goals, customer expectations, profit and sales targets,
gamer company and industry awards, and attract
national attention.

Products don’t become blockbusters without the
intense, personal involvement of senior management —
usually a CEO or division head, In every case studied,
top management played an intimate, active, often daily
role. This approach has been out of favor for decades,
creative teams, the thinking goes, should be
empowered by management and then left alone. Too
much attention stifles innovation. To that we say
“Baloney.” Our work shows that, in the best case,
management involvement should start on day one.
Ideally, senior managers work closely with the product
team to establish must-have features and then help clear
a path for the team, Top managers control resources,
and they have the authority to allow the team to break
rules and cut through red tape. And, crucially, senior
managers serve as cheerleaders and  visionaries,
broadcasting a message of organizational commitment
that attracts buy-in at all levels of the company.
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13

14

15

16

17

18

What happened to Colgate’s new toothpaste ?

A

B
C
D

The results ran contrary to the company’s expectation.
It achieved a great success.

It took a great portion of market share.

The new technology was not popular among customers.

The writer implied that the original launch strategy

A.

B
C
D

didn’t set the target,
failed to appeal to customers.
had the wrong focus.

aimed at a common goal.

According to the article, Colgate Total’s success was due to

A

B
C
D

good marketing strategies.

cooperation of team members.

participation of senior managers in meetings.
total involvement of top managers.

In Paragraph Four, the writer uses the figures to indicate

A

B
C
D

quite a few companies meet the standards.
most companies realize the key to success.
not many companies have outperformed the criteria.

a few companies have done better than others.

According to the writer, the approach that has been popular for a long time is

A

B
C
D

the management should show their consistent concern about innovation.
teams should be subject to the power of the management.

top managers needn’t take part in the research and marketing activities.
team members have the absolute right to do what they want to do.

In what way can senior managers help the production team?

A

B
C
D

They direct and guide the team through the production process.

They set up regulations to be followed by the team.

They urge the whole company to be engaged in the project.

They have the right to reallocate funds and personnel of the company.
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PART FOUR
Questions 19-33

Read the memo below about business report writing.
* Choose the best word to fill each gap from A, B, C or D on the opposite page.
* For each question 19-33, mark one letter (A, B, C or D) on your Answer Sheet.

* There is an example at the beginning, (0).
Memo

To. All Staff Date: Jan. 22, 2003
From: Head of Training Faculty

How 1o write a good business report

The business report is one of the most important communications in business world. To help our staff (0)
-+ A. .. their report-writing tasks successfully, we give some suggestions below ;

1. Collect all the data you need to provide in your report before you begin to write, and be sure that jt is
complete and accurate, Incomplete or inaccurate data about sales, employee (19)...... , or any other

subject can lead the person (20) ...... your report to make an unwise, if not (21)...... decision.

2. Organize the data you have collected so that you can (22)... ... the clearest, most concise, and most
23) ...... report possible. When you can, (24) ... ... information in tables, charts, graphs, or
(28)...... rather than paragraphs.

3. Consider the reader of your report and the subject about which you are writing in deciding what (26). .. ...
to give your report. Under most circumstances, the “you and 1” approach is (27)...... to the “writer and
reader” approach. However, always be sure to gear your report — in all (28)...... — to your reader, and
remernber that someone other than the person to whom you are writing may read it also. (29)...... and
managers often request reports, read them, and (30)... ... them along to others up the (31)...... .

4. Keep your report as short as possible. Remember that you are writing for one basic purpose; to provide
information about a (32) ...... subject. Therefore, unless you have been requested to do so or are
reasonably certain that your reader will welcome your doing so, do not (33)...... personal opinion, or state
your own conclusions or recommendations, for example.
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