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1. Survey: Are you a born leader?

Direction: Read the following 10 questions and circle Yes or NO for each question.

1. Y or N: Are you comfortable making decisions and taking action?

2. Y or N: Do you show concern for other people’s needs, interests and goals?

3. Y or N: Can you accurately understand the needs and motivations of others?

4. Y or N: Do you have an accurate under-standing of your own shortcomings not
just your strengths?

5. Y or N: When pursuing a goal, do you maintain a positive attitude despite
difficulties?

6. Y or N: Do you listen closely (rather than guess what the other person is going
to say before he finishes)?

7. Y or N: Are you comfortable making presentations and speaking in public?

8. Y or N: Do you know how to use humor to relieve tense or uncomfortable
situations?

9. Y or N: In difficult situations, are you able to stay calm and sensible?

10. Y or N: Do you watch how others react to better understand your own

behavior?
2. Quotation

Direction: To what extent do you agree or disagree to the quotation?

The best leaders are in harmony with their followers.

The next best are those who are respected.



MEEEGARBFERAD (0

Then it comes to those who are feared.
The worst are those who are despised.
— Lao-tzu, The Way of Life

Text A

Richard Branson — the World’s Greatest Brand Builder

(http://img. timeinc. net/time/daily/2007/0703/bspacenutz_0305. jpg)

In the modern world of business, Richard Branson is
an anomaly. In an era dominated by strategists, he is an
opportunist. Through his company the Virgin Group', he
has created a unique business phenomenon. Never
before has a single brand so successful across such a

Notes :

1. Virgin Group Ltd; a conglo-
meration of separately run
companies that each uses the




diverse range of goods and services. Branson is the
ultimate brand-builder.

In the film Four Weddings and a Funeraf, a
character jokes that his friend must be the richest man in
Britain, but the friend says: Of course not. There's the
queen. And that Branson bloke® is doing terribly well.

Britain’s best known entrepreneur, Branson has been
doing “terribly well” for more than three decades now.
He started his first business at the age of 16, and was a
millionaire at 24. Now in his 40s, Branson is a regular
entry in Forbes* magazine’s list of the richest men in the
world.

Today, Branson is the driving force at the centre of a
web of somewhere between 150 and 200 companies,
employing more than 8000 people in 26 countries. His
commercial interests span travel, hotels, consumer
goods, computer games, music and airlines. You can
even buy a Virgin pension or investment plan.

Yet Branson is more than just a businessman, he is a
popular public figure — admired by parents and young
people alike. One of a generation of business leaders
who grew up in the 1960s, he has been described as a
“hippy capitalist’®”. To this, he has added a reputation
as an adventurer — setting a new world record for
crossing the Atlantic, and almost losing his life trying to
- travel the globe in a hot air balloon.

Branson claims that Virgin was started from a public
phone booth with less capital than most people would
happily “blow®” on a good night out at a restaurant.
Despite his wealth, he remains unrelenting in  his
commercial ambitions. At times, he seems to launch new
ventures on an almost daily basis. “A ruthlessly ambitious
workaholic,” is how one biographer described him.

Virgin brand B4 &R,

- B R L A 2 ST 3 R B

AT

. Four Weddings and a Funeral,

a 1994  British
comedy film which features
Hugh Grant s & { Y-~ #§ 3L #0
— AL ETF 1994 4, R~
FREAK - 2 ERMWEER
BERHA.

romantic

. bloke: (slang, chiefly British)

a fellow, a man [ 8] /T,
Fk

. Forbes: an American pub-

lishing and media company.
Its flagship publication Forbes
Magazine is America’s oldest
business magazine. %Mt k&
ALY RIAR AR BT T MY TE
T & (BT ) Yk R %
HE PR

. hippie: a person who chal-

lenges and rejects many of the
conventional standards and
customs of society. With his
infformal  style and non-
aftitude,  Richard
Branson has been called a
“hippy capitalist. ” # g7 + &
VGRS IHB, i
PRI AT ML Y BB 1R R
BN MR ARR

conformist

. blow: (slang) to spend

(money ) freely and rashly

[EIELE(R) BB
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Branson's greatest commercial achievement, to
date, is to create what is the world's first universal
brand’. Other famous names have become synonymous
with the product they sell; Hoover vacuum cleaners,
Coca-Cola, and Levi Strauss to name just a few. But only
Virgin transcends products.

Yet despite its remarkable success, Branson would
have us believe that none of it was planned. He gives the
impression that the Virgin phenomenon is one of those
odd things that happen to people sometimes. Yet, he
makes it look and sound so simple.

An outspoken critic of business schools and
management theory, Branson likes to portray himself as the
ordinary man on the street (despite his comfortable middie
class origins). He is the small guy who outsmarts the big
guys. His account of how the famous Virgin logo came to be
is typical of the way things seem to happen at Virgin.

“When Virgin Records® became successful we
followed our instincts...,” Branson explains. “In the
beginning, the music reflected the *hippy’ era and our
logo reflected that too. Then when Punk® came along we
felt we needed a new image ... Rather than spending a
fortune coming up with the new image, | was talking to
our graphic designer one day explaining what we wanted
and he threw on the floor his doodling — the now famous
red-and-white Virgin logo — which | fortunately picked up
on the way to the loo™.”

It sounds so casual, but the words mask a
remarkable entrepreneurial mind, one that has re-
invented business to fit the times he lives in.

(592 words, from 10 Secrets of the World’s Greatest
Brand Builder )

4

7. universal brand; Virgin's 200
companies wortd-wide are tied
together by the values of one
universal brand; Virgin. #4324
R T 48R 200 RARRE L
— e, B R

8. Virgin  Records: In 1973,
Branson entered the recording
business and formed record
label Virgin Records. 1973 4&,
WS ERR Y, BIMER IS
A

9. Punk: Punk rock RZE# & K

10. loo; ( slang, chiefly British)
toilet [ &8 ) Bl FF



Words and Expressions
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10.
11.

12.

13.
14.

15.
16.
17.
18.
19.

20.

anomaly /o'momoli/ n. one thatis peculiar B2 ¥4 ; F4

era /'iara/ n. period in history f&; 4%

dominate /'domineit/ v. to enjoy a controlling position B, B
strategist /'straetidzist/ n. an expert in strategy %% %

opportunist  /'spotjumist; (us)-twin/ n.  one who takes every opportunity to
gain an advantage #4 % 3%

diverse /dai'va:s/ a.  very different from each other & ] 49

. uUltimate /'altimit/ a. better or more important than all others BEY; BE
24
entrepreneur  /;ontrapra'na:/ n. person who organizes and manages a
commercial undertaking 43 %
. reputation /repju (:) 'teifen/ n. (an) opinion held about someone or

something, esp. by people in general %#; % #
span /spzn/ v. extend across
unrelenting /'anri'lentin/ n.  having a lot of determination T ; K&
b/ A
venture /'ventfo/ n. a course of action, esp. in business, involving some
risk in expectation of gain Rk L ey RAn; REHE ; K&k E
ruthlessly /'rublisli/ a. cruelly xi5ey
workaholic /,warko'holik/ n.  someone who spends most of his time working
and has little interest in other things T 4k%=
biographer /bai'sgrefa/ n. one who writes an account of another person’s
life 4&ie# %
synonymous /si'nonimes/ a. having the same or a similar meaning El 3L #
tfranscend /tren'send/ v. to pass beyond the limits of A& #k
remarkable /ri'mazkebl/ a. unusual; extraordinary 3k A&
outspoken /aut'spsukon/ a. stating one's opinions frankly 3 &#y; &= R
e
critic  /'kritik/ n. . a person who gives judgments about good and bad
qualities of something % ; #irE
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21. account /o'kaunt/ n. a narrative or record of events itk ; R4

22 outsmart /aut'sma:t/ V. to gain an advantage over someone, esp. by using
a clever trick % pE

23. instinct /'instigkt/ n. a natural ability to know what to do in a particular
situation A

24. doodle /'duidl/ v. draw aimlessly esp. when one is bored or thinking about
other things #Li; &3

25. driving force np. the power that pushes or urges forward 37

26. consumer goods np. goods, such as food and clothing, that satisfy human
wants through their direct consumption or use ¥ &5

27. pension plan np. a system designed to provide people with a pension after
they have made regular payments over a long period of time BAk&3t X

¢, xercises

I. Reading Comprehension
1. Determine whether the following statements are true or false. Write a T for true and
an F for false.
1) Virgin brand has been successful across a wide range of goods and
services.
2) Branson is one of the best-known entrepreneurs and brand-builders in
the world.
3) Branson’s commercial interests cover a wide range of businesses except
finance.
4) Branson is admired by young people but is unpopular with their
parents.
5) Branson was nearly killed when he crossed the Atlantic in a hot air
balloon.
6) Virgin was started from a small amount of money.
7) Virgin, the world’'s first universal brand, was synonymous with its
product.
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8) Branson likes to portray himself as the ordinary man of middle class
origins. ‘
9) Branson would like to convince us that none of his successes was
planned.
10) Branson decided on a Virgin’s new logo almost instinctively.
2. Questions for discussion
1) What does the writer want to tell us when he refers to the lines of film Four
Weddings and a Funeral?
2) In the modern world of business, why is Richard Branson called an anomaly?
3) In what aspects is Virgin different from other famous brands such as Coco-cola,
Hoover and Levis Straus?
4) What impression does Branson give despite his extraordinary success?
5) How did Virgin's new logo come about?

II. Vocabulary
1. Word Derivation
Fill in each of the blanks with the given word in its proper form.

1) | rejected his proposal out of an feeling of distrust. (instinct)

2) Branson has been admired for his extraordinary mind. (entrepreneur)

3) The country has become a tourist attraction for its rich ethnic and cultural

. (diverse)

4) The boss has been very of his employees’ conduct when they are at
work. (critic) '

5) She was married to an young lawyer when she was 20. (ambition)

6) The victims of the pension fund fraud have no idea how to get their
money back. (fortune)

7) David Maraniss wrote a famous of Bill Clinton and it is titled “ The First in
His Class” (biographer)

8) Do these patented inventions have any value? (commerce)

2. Blank Filling: Complete the following sentences with words in the box. Change the
form when necessary.



