


o
»
X

Business Quotation

BB e
g A AN

. 4
B LA R

Zie Pk 255 Zhi i

BT N B HY i+t



RELAE FHR
HE R AR

[
Shangjie Miaoyu
£ WX OB E H# &KF

BRI ARBBRHEREST
(MRETHREER/PR 1 848)
BT AR W R EOE B HEE O HI IR
BRILAABEHR) PR
F A< 850 x 1168 2K 1/32-Ep ¥k 12 6/16
7 %:300 000
200146 1 B 1A 2001 4E 1 55 1 WENRY
ER ¥ 1—2 000

~

ISBN 7 - 207 - 04795 - 9/G+976  E#r:15.60 7T

WARDREN . RN, WS AT RIRRCR e
Hilik: MR R I X R RS 1475 MESe: 150080



=
o}
2

s

Al

BER AHLRF, EHAIF;EELSH L, &
VEFHEERYY , EANY R EREZEY T %
RHEEAE, HL . SFEHBBAUREShE—
MAE MM Y HETET Fo EXSBHEBAN
ERHL EBHFAG L AREHNHALCLRAR S
FREH-BESLEHINARNEER. XPHER
AR BRBER, AARLLRME TR A BME, A
AN ERRERIE £, AFREFHETHREE
REHFHAR DAY REL KFEA, UEE R4, 2t
ARURSEAXNEEYDE BRER ARG ET—
o F P RA R TR R R B TR R R
F B MR EEEFALTS AT BBARET
ERETWH, HYWRAFEATLELXMEAE B M
AFAFRE LB AREBEAEE RRLEE. 2
BGEARR EERE EHTLTIERNR EREL,
BREEEE, TEBE, IRV ERA) £.2
RBE B4 RAT BRI R AR BB E
S KA ERBH KXEXHGEXE,XHF
o RPRAREERKBRRK, XAHALHERX, £
REMA %, REERTEEBRMAE R RNFY

. 1 .



B E

B RERRRAERELIH, XRAREERX, ¥
MERE Rk R, B FELEENE BTRE —F
SRMER. RHWMEXHREN KW A TRELY
CEXHRk, FEXFRLREFTRHEPRE, Aot
AR AR PERAAEERN TR FETUALY
BUNIARLPE, EH CHTRINAERBA .

HEE
200043 A 30 H



=
GRZEBRR e (1)
=310 LACIXITITITTITRPIPRPRYRR 4)
Podfleeeeerereesterenenaaanes )
ﬁi&;& .................. (15)
m,&mﬁ .................. (19)
ééﬂ'fﬁ}ﬁi ............... (21)
FR cerrrrseieiniiniiinnn (24)
ﬁﬁ B{Jﬁm ............... (28)
@ﬁ_\]‘k ..................... (34)
m?‘c ........................ (38)
FEBE ceereieriniiin (41)
HEAMBERN oo 43)
BIRLGE ceeeeremrerronenne (48)
=0 JRTTTTTTTTTPPOPROS (51)
27 : RIILLITIPIIIT IS PR PRY (58)
TRIN cevreremrereonninnens (65)
%Ki)‘( .................. (69)
M'nﬁjﬁﬁ .................. (73)
&@b ........................ (76)
. G AT (80)
BRL cooerereerernennnns (86)

B% ¢

K
VI ceerevvrrenrceneeicnes (88)
B ceeeeenrnnnenniieen (90)
JIR] coveerccecaninniiniiinn, (92)
HEFE cecoerccecncincann (94)
JZE coveerrneenrorcarninnan. (97)
FERRIEE cvvvvvnnrnnnnnnnn (100)
325 ........................ (103)
b RLTTTTITTTTTITTPR (106)
5. ¢ RTITTTCTITRITIPEPIPIPRY (108)
BWEFMGEHE - (110)
771 SRCLTICIPEPIVOTPTSTITPR (113)
ﬁﬁﬂﬂ%ﬂ" ............... (117)
ﬁgﬂ ........................ (122)
J/E.‘Jk% ..................... (128)
b &AL ;1% ) RRICITTTICTRTIITR (132)
BEHFERLEN veevrneeees (133)
fﬁg ........................ (135)
Ekyﬂ;:g[ﬁjﬁ; ............... (136)
%E)\ﬁ .................. (138)
h: - & T RPPY TP PTTEPEPITERRY (140)
gey& ........................ (142)



b= ¢ 7 KRTITIT Y PRIV PPPPPPR (144)
13| IELLETI TR TP T POPSPRPON (146)
BHZR ceevemrrnmncinniinnee, (147)
stz '} E . ERETERETRT TP (149)
o F - COICLRIRITITITPT P PP O (153)
BFEEB e (155)
{@% ........................ (159)
TBEFAHIRR +veeveveroneees (161)
Eﬁ%ﬂﬁﬁ ............... (163)
-5 CLTLTTTIVITETTPPRRRIRRTR (167)
172 - SO PR TIP P PPTRPIPTRRY (169)
ﬁ_\lk;é%; .................. (172)
LAl seeeeereesennninennieans (176)
ﬁﬁ»wm{ .................. (179)
= CITETTTTIVLPITTIPPOTIPLY: (183)
b7 - -SRI TICTITTIRTTIPIOTIPLY (188)
RS 2y s RRTRTTTRPIPRRRRED (189)
-2 O PICPICTPPICRISTEED (193)
PRIl LR (198)
TG oeeevrrseeerens (201)
/-7 RS CIS O CEPTPRIPICPIPLY: (203)
/47, STPRTLTERTPTEPEOPORIPLY: (208)
Y <20 ELITTITTIPTOTEISPPTILY (213)
FTHARER eeeemnneienennnns (215)
R RRITICTTTITRLORRPITINLY (220)
O %5@;{5% ............ (230)
CERACE R Y R (234)

-2

TRFY -oveereorrermrinninnin (240)
- £ = RO P PP TP PR PPTTTPPR ('244)
FZT i RREESRTTRITPETPTPRTPR (249)
b315 - R RRLRE RO PP EPEPEP (251)
Bﬁi ........................ (253)
PR ereereneennrennans (256)
ﬂ(g ........................ (260)
|2 37 RERECRTCRLPLTEPIPLIPL P (263)
R -vverenrmnereneeneenines (266)
FUIG coveverrmeniinnnnine (268)
Ef? ........................ (271)
{*m%—ﬁ;ﬁ ............... (275)
. -SSP (278)
;@ﬁ; ........................ (280)
% - RISTCIPTITTPVICTIPIOVLY: (282)
T T T T TT I TP (284)
CE:% 7 R (287)
- - (295)
BB R TR cevceveeceeeees (299)
E TS RO (304)
*i%ji)‘( .................. (3%)
H LA cveeeererrersenes (309)
ﬁﬂF ........................ (313)
ﬁiﬁ ........................ (317)
;0 EETTTTOTICTIVISTITPIITLD (319)
BT covererneresssnaessnnans (324)
71 RRCCISRTTIPIRIULLLRLTLY (332)



TERBE -wovvevevrmvnniincenins (340)
R (344)
ﬁ;’a ........................ (346)
i = ZTITTTPRYSTYPRIPRRPPPOR (349)
ﬁﬁ,ﬁ- ........................ (360)
gillk ........................ (362)
453 EETETPETRYIRTRITIVRPRIPD (364)
M‘g ........................ (367)

-F -SRI (370)
59 NCLLLLT YT PP PP PTPPPRPP O (372\
i B {-REITITIPIOPPPPRYRTPRPIPR (374)
i B NEIZLTTTTTRTPPPRYPRRIPPRR (380)
S - £ SRTERITIY PRV PE PP PRRPRPRS (382)
HERE A cooeerereensernmnnnns (385)
30 1) - 42: RRCERITRIRRIPRE (386)



Y ES e N .

?% ﬁ 2 E E JE 51'] First Principles

KRIBEIRITREF o KBEMNFERES BT, KITEXE
Wi, BRIEXAIUT %

Always be nice to bankers. Always be nice to pension fund manag-
ers. Always be nice to the media. In that order.

——Hanson M8 , Hanson > $#HRA T EEHK

BT, AR ATUOR 54748 Bk £ [ K P G AR A R b A R Bk €5, ],
BB (BRI EAR RAEZE BB Y3 T 28 ) , W A B I % 76 i B 10
)5 (BpEEAR R —#F) , IR BB, K&

To be successful, keep looking tanned, live in an elegant building
(even if you’re in the cellar), be seen in smart restaurants (even if you
nurse one drink) and if you borrow, borrow big.

——Aristotle Onassis , tt 55 B 3k
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NEBRBEENRBEREAR AER LR S OBHEEENE
BARPMREERAELSHA/ARTENFTEA MR, L
BAXRRBIUEAERHCREFREHEILE R,

The priority in life is to keep an eye on the business and not to get
lured into the social high life, being exhibited around by the groupie-type
poseurs who wish to be seen with the new blue-eyed boy.

——Alan Sugar, Amstrad AFERAFHBA ERK

HEBEREAN REETHM, FRAZR, S50, &5
fibfil. WMBREABCUMEFX—, HB S

Start with good people, lay out the rules, communicate with your
employees, motivate them and reward them. If you do all those things ef- -
fectively, you can’t miss.

——— Lee Tacocca , RGN LRI EHRATE

B, A AT RAERA LS, B BHACERNEHE
KERBIESE, H=, BFMUMANEMEWE,

First, make yourself a reputation for being a creative genius. Sec-
ond, surround yourself with partners who are better than you are. Third,
leave them to get on with it.

——David Ogilvy, Ogilvy & Mather 2T 8I%& A, WPP AHBERATM
HAMBC, K EEBE,

T AR B AR AR D S S 5 B T Tt 1 B R
B T2, BA A BT ERTASRE N R BHEER
o U T A B 1 ; P 5 0 Y B B8, LABY
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Hitch your wagon to a star; keep your nose to the grindstone; put
your shoulder to the wheel; keep an ear to the ground; and watch the
handwriting on the wall.

~—Herbert Prochnow , 2 MY E—EARBITHWELAR
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YoHTRARMEE Wk, BHF AR OREBER, X
JLRFFA ARY, Y&t EREERL, X—BRULRZEAE
RAMPA R BK, RS FEARZAEANNRBEER,
BT EFURFRERENEREMBRHOFN,

(ERBARFBNEFLEFRE LBRERTLENH
BRT W)

To be an accountant is a choice of the head, but no the heart. For
almost all of us, to be an accountant is a second choice. It lacks the vo-
cational flavour of the doctor or the cleric, the romance of the armed ser-
vices or even being an engine driver, and the bom instinct and natural
ability of the artist and musician. )‘
Trevor Holdsworth B+ , B R h A A WP, GKN A#FRL
ANEEEK
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I have the highest regard for accountants, but they are essentially
score-keeping and generally are not creative when it comes to the entre-

preneurial approach.

—— Brian Wolfson B, Wembley >t ER AR EEK

(&) BT P f9 B R B R R
(FEABARE BHMREFL L RE)

The closest to Hell I’ ve ever been.

~——— Chris Blackwell , Island Records 22T 114 A

B4R X, R A, ﬁﬁ’dﬁﬁ%%%%ﬁb‘ﬂ'ﬁﬁ
T, TR,
I wake up every moming and thank God that I’ m not a chartered ac-
countant any longer, but involved with property.
—— Godfrey Bradman , Rosehaugh >3 BHRAANMEK KBRS H RN
T8

WG BRRRMEAZHRZA . RITWERNBEHRR
A SRS ANERRK, R BB N, IBMAE BAES A
1A B R AR — RS ALK, iE AR B R M TR
PR, XSGR E R B ML F RS, TES T —BL A
BIEH

In your report here, it says that you are an extremely dull person.
Our experts describe you as an appalling dull fellow, unimaginative, tim-
id, spineless, easily dominated, no sense of humour, tedious company

- 5
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and irresistibly drab and awful. And whereas in most professions these

would be considered drawbacks, in accountancy they are a positive boon.

——SK (R AE R A KR —#89) ( And Now for Something Com-
Pletely Different) -

SR BN JEMEREZ A
An accountant is a man who puts his head in the past and backs his
ass into the future.

Ross Johnson, RJR Nabisco 2T WERBRRERUITE

REBAERMNSITMR—KBEZEBZA

You know we accountants are a much misunderstood lot.

——Kenneth Cork Bt , Cork Gully 2TIHERRAMKA  KEREE
MERATHEMEEER
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BT ERAFEERBITEBBRARE,
Advertising is the most fun you can have with your clothes on.

——— Jerry Della Femina, Della Femina , Travisano & Partners 2 & BI4E
&R

JUEM SR RN I RS B AR B R RS,
Advertising reacts to and reflects society and cannot hope to change

~—— Roderic White, Lansdown Euro ERBEA TR I H

B ERE AR FER KRB,
Advertising is the rattling of a stick inside a swill bucket.

——George Orwell, XE ¥ ZRLIER
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Advertising is the very essence of democracy.

Bruce Barton, Batten, Barton # Durstine & Osborn 2> T XK

TEAGE-EXREREEP O R—AEERESR
RRBE—FNERERHF- RO TERE, [ EPHE—ONE
R RIREZEYHES

The advertising man’s only moral obligations are to shift his client’s
stuff — be if soap powder or politics - and to honour the integrity of the
product. The singular and cardinal sin in advertising is the unsubstantiat-
ed claim.

—~—— Jacques Séguéla, Roux, Séguéla ¥ Cayzac & Goudard 2T A

MFRESHKFBEZFHT EANFEEEFZ—, SHK
B S, EAMERELBCREANABBINRKRER L
9Bz Lz: P8

One of the main jobs of the advertiser in this conflict between plea-
sure and guilt is not so much to sell the product as to give moral permis-
sion to have fun without guilt.

Ernest Dichter M+, OEER, BOBEEASHRERRZ
AR EZR

WA &I REFA

Telling lies does not work in advertising.

———Tim Bell B+, Lowe Howard - Spink & Bell 23R T MER
€, MENRE ALK RME)
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HREEHERETHERAMLY, BEXHR2BMNABRZRH
B, XHERFWE, WRNRERDOATFIR,

Consumers know perfectly well that advertisements are biased. They
expect them to be biased. It’s not dishonesty. It’s a fair garme that the
consumer understands.

Tim Bell B+

BRI HEREAREANBERLHIBSRMEEDT R
RSB EE— KA,

Advertisements push the principle of noise all the way to the plateau
of persuasion. They are quite in accord with the procedures of brainwash-
ing.

~———Marshall McLuhan , %45 i

REARE, ENZRE—FERONE, BN YEFTFEWA
RMERIRE, WREHAB, RIFHELMEMISTZACTRE
HMRE,

I’ ve always had a passionate belief that advertising should be s force
for good and that it should enrich the environment and not impoverish it.
People aren’ t stupid and I don’t worry about them buying things they
don’t want. :

——— Frank Lowe, Lowe Howard — Spink & Bell A3t BRATIBA

X B E BT MR R BT SR,

He surest protection for the consumer is that the product is well ad-
vertised .
—— Robens W)% , National Coal Board BI{EE %



