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Topic 1: Business and Olympics

1: Learning from the Olympics

By Reena Jana, Frederik Balfour and Oriana Schwindt

When U. S. Women’s soccer defender Heather Mitts hits the field for the Olympics, she’ll
rely on more than her gear, teammates, and fans for support. Mitts suffered a torn ligament last
year and had to sit out the World Cup in September. But she’s back for the Beijing Games. And
her confidence will no doubt be boosted by the knowledge that doctors are nearby, ready to scan
her knee at the first signs of stress. They’ll be using a compact ultrasound machine, the LOGIQ
i from General Electric Healthcare. The 12-pound device can produce detailed images of even the
tiniest tears in her ligament—every bit as sharp as those from the 800-pound machines found in
hospitals.

I’s part of GE’s strategy of using the Olympics to show off its latest innovations. GE
deployed an earlier version of the LOGIQ i at the 2006 Winter Games in Turin, giving researchers

a chance to test-drive the equipment in a high-profile environment where extreme injuries often

occur. Feedback from athletes and trainers, meanwhile, helped improve the machine. And just
as important for GE, sales of its ultrasound equipment used for sports medicine have jumped 75%
since Turin. “The Olympics are a huge marketing opportunity for GE,” says Peter Foss, GE’s
Olympics sponsorship chief.

The Olympics have long been a showcase for cool athletic gear, from the ultralight Adidas
track shoes worn at Tokyo in 1964 by German gold medalist Willi Holdorf to Nike’s lightweight,
moisture-wicking shirt womn by sprinter Kathy Freeman at Sydney in 2000. And the Beijing
Games are no different. Kobe Bryant and LeBron James will sport Nike’s Hyperdunk basketball
shoes, which feature a webbing of liquid-crystal fibers that are five times stronger than steel.
Swimmer Michael Phelps may shave a few milliseconds off his times by wearing a sleek pair of

gogeles from Speedo. And a § 25, 000 bike, with a frame formed from a single, superstrong piece
of carbon fiber, could give a boost to Australia’s track cycling team.

But it’s not just sporting goods and sportswear companies that use the Olympics to drive their
innovation strategies. Companies from a host of industries-architecture, technology, food
production, and more-have benefited from working with athletes or local Olympic organizing
committees to develop fresh ideas. At the 1960 Squaw Valley Winter Olympics, the first to feature
computerized scoring, IBM exhibited its mainframes behind a glass wall, hoping to impress

business customers. Four years later, at the Winter Games in Innsbruck, Xerox showed off five of
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its newest photocopiers, which were used to run off copies of score sheets at the torrid pace of
seven pages per minute.

Watchmaker Omega, the Games’ official timekeeper since 1932, has long showcased new
technologies at the Olympics, even if they have little to do with the timepieces that are the
company’s mainstay. Back in 1964, for example, Omega unveiled a system for superimposing
athletes’ times on a TV screen, a technique that became the norm in sports broadcasting. In
Beijing, the company has introduced motion sensors (to spot false starts) and global positioning
satellite systems (to track rowers). Omega says that showing off inventions from its R&D labs at
the Games boosts its reputation for precision. “Timing a prestigious sporting event gives real
credibility to our brand,” says Stephen Urquhart, president of Omega Worldwide.

French-Chinese Tech Company ASK-TongFang has developed radio-frequency-
identification chips for the Games, similar to technology that retailers worldwide are likely to use
soon to track products from the factory floor all the way to the consumer’s home. The Beijing
organizing committee wanted to eliminate counterfeiting of tickets, so it hired ASK-TongFang to
make tickets with tiny computer chips that can hold various bits of information. For most events,
these contain only fairly basic data such as the seat number, but for the opening and closing
ceremonies each ticket will have the bearer’s name, passport or ID card number, and other
details. The cost: 45 cents per ticket, compared with about 3 cents for regular bar-coded tickets.

Given the billions of dollars Beijing has spent sprucing up for the Games, many of the

Olympic venues have become innovation showcases. The main stadium, by Swiss architects

Herzog & de Meuron, features an unorthodox steel structure that makes it look like a giant bird’s
nest. That spurred Chinese construction companies to learn hyper-precise welding techniques
they had never attempted before. The National Aquatics Center, nicknamed the Water Cube, is
clad in a shimmering blue plastic coating that looks like bubbles. It traps 90% of the solar energy
that hits the structure to keep the building warm, so the facility uses less energy to heat its five
pools. At the basketball stadium, an aluminum alloy skin reflects most of the sun’s rays, so the
gym’s cooling system will use less than half the energy of a more conventional structure.

Most of the innovation, of course, happens on a much smaller scale. PowerBar, for
instance, a Nestlé subsidiary that makes vitamin-enhanced energy foods for athletes, has come
up with a new, user-friendly package for an energy liquid that Nestlé says can boost cyclists’
speeds. These are used by bikers who want a quick blast of carbohydrates when their legs start
to give out. But squeezing the sticky liquids out of foil pouches was messy. So Nestlé
researchers in Switzerland came up with the idea of bite-size gel casings that make it easier for
athletes to handle the goop even while running or riding a bike.

The Olympics are an unparalleled marketing platform, and companies see innovation as a
way to grab the public’s attention. Speedo, for instance, got so much press at the 2004 Games in
Athens for its full-body swimsnits—which help swimmers glide through the water with less
resistance—that it decided not to spend a dime on advertising related to the Beijing Olympics.
The decision “was risky,” says Craig Brommers, Speedo’s vice-president for marketing. But it
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has paid off. The company in February introduced an updated line of full-body suits, called the
LZR Racer, and swimmers wearing them have since broken numerous world records. That has
generated tons of free media coverage, which leaves money to spend on mass-market swimwear
using LZR technology. By the 2008 holiday season, Brommers says, Speedo will offer men’s swim
shorts that repel water like the LZR does and a suit for women that shapes the torso to reduce
drag.

General Electric may be going the furthest with its innovation-related marketing push. It's
building a 16, 500-square-foot “Imagination Center” with displays of new products such as the
ultrasound machine that Heather Mitts will benefit from and a selection of the company’s 400 other
Olympics-related projects. These include rainwater-recycling at the National Stadium, wind
turbines for powering the games, and a small, energy-efficient MRI machine at the Olympic
Village hospital. All told, the company says it has racked up $700 million in sales from the
Games. After the event, the entire Imagination Center and its exhibits will be transported to GE’s
Shanghai offices. Clearly, GE hopes the spirit of the Olympics will live on-not only the spectacle,
of course, but also the fierce competitiveness-to bring new, profitable innovations to market. Says
Foss: “The Olympics are a commercial laboratory for us to prove how we can do a better job for

”
customers.

(From Business Week, Date: 8/07/2008)
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test-drive v. RKky; WE
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torn ligament n. R
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show off A, L5F, HER
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moisture-wicking a. IR
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torrid pace P

timepieces n. BY8F, &, &
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superimposing n. &N

precision n XEE, HH, HRE, BE

counterfeiting n. thiE

radio-frequency-identification chips n. FEHRFIEH
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unorthodox a. FELKH, REM

welding (L] s, B, B

clad a. AEERERH

aluminum alloy skin BeEeRE

subsidiary n. XU, 588

vitamin-enhanced a. HMgELEREN

blast of carbohydrates RN FEBR KL E Y

give out W, AR, R, &K, AR,

squeeze B, ¥ () (out, from), £, E#, HrA (into),
g

foil pouches mHAEE

goop n. FRINARE

bite-size gel casings — B X/DMYBR Rk

unparalleled a. GHH; ZHIR; (MHRIRBIE) B—FX=

i)

resistance n &P (6] R [XF]; e (4]

repel v. B BWE; RE; 30 (BRE); K6 4

torso n. gﬁ:F, ﬁﬁ‘ggﬂzﬁﬁ%

drag v. HR, ff, WESMNE, Hish |

rack V. fBeeeees WERLE, ERLEHE, 78, HHE,

AR, ¥, BEH, #ih
wind turbines REeHl, RAREEHIL

Background Information

Olympic Games

The Olympic Games are an international event of summer and winter sports, in which
thousands of athletes compete in a wide variety of events. The Games are currently held every two
years, with Summer and Winter Olympic Games alternating. Originally, the ancient Olympic
Games were held in Olympia, Greece, from the 8th century BC to the Sth century AD. In the late
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19th century, Baron Pierre de Coubertin was inspired by Olympic festivals to revive the Games.
For this purpose, he founded the International Olympic Committee (IOC) in 1894, and two years
later, the modern Olympic Games were established in Athens. The IOC has since become the
governing body of the Olympic Movement, whose structure and actions are defined by the Olympic
Charter.

The evolution of the Olympic Movement during the 20th century forced the IOC to adapt the
Games to the world’s changing social circumstances. Some of these adjustments included the
creation of the Winter Games for ice and snow sports, the Paralympic Games for athletes with
physical disabilities, and the Youth Olympic Games for teenage athletes. The IOC also had to
accommodate the Games to the varying economical, political, and technological realities of the
20th century. As a result, the Olympics shifted away from pure amateurism, as envisioned by
Coubertin, to allow participation of professional athletes. The growing importance of the mass
media created the issue of corporate sponsorship and commercialization of the Games.

The Olympic Movement currently comprises international sports federations (IFs), National
Olympic Committees (NOCs) , and organizing committees for each specific Olympic Games. As
the decision-making body, the IOC is responsible for choosing the host city for each Olympic
Games. The host city is responsible for organizing and funding a celebration of the Games
consistent with the Olympic Charter. The Olympic program, consisting of the sports to be
contested at each Olympic Games, is also determined by the IOC. The celebration of the Games
encompasses many rituals and symbols, such as the Olympic flag and torch, as well as the
opening and closing ceremonies. There are over 13, 000 athletes that compete at the Summer and
Winter Olympics in 33 different sports and nearly 400 events. The first, second, and third place
finishers in each event receive gold, silver or bronze Olympic medals, respectively.

The Games have grown in scale to the point that nearly every nation is represented. Such
growth has created numerous challenges, including boycotts, doping, bribery of officials, and
terrorism. Every two years, the Olympics and its media exposure provide unknown athletes with
the chance to attain national, and in particular cases, international fame. The Games also

constitute a major opportunity for the host city and country to promote and showcase themselves to

the world.

, ) Difficult Sentences

1. GE deployed an earlier version of the LOGIQ i at the 2006 Winter Games in Turin, giving
researchers a chance to test-drive the equipment in a high-profile environment where extreme
injuries often occur.

BV 722006 FMRALFRizL L, BARSKKBAT LOGIQ i MEMRA, A
RAR—REREGRZEHFRTRMRERVS,

HE s : high profile environment F)#Hi¥ . high profile environment %N “BiAMN, &
ZREBH”, EXGBENEEE T EEMNA] where extreme injuries often occur, HNEREHN
Lt “HiANT ATEM “RERNT SRS, FHIEALBFEHR,
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2. Swimmer Michael Phelps may shave a few milliseconds off his times by wearing a sleek
pair of goggles from Speedo. '

BE: WAKBEFETE/R - EREW LOES IR LLH (Speedo) MMM HIKEME H
2 RICRERRIFILEY,

MRS : shave off IR RIEM . shave off &2 “HIH, #E” WEE, THTHH
MEBAE, ERGTERERFLR, BERMYLH T M Speedo HITKEETT LI F A
£ R It 32 B AR O 4R R S PR R T LA

3. Given the billions of dollars Beijing has spent sprucing up for the Games, many of the
Olympic venues have become innovation showcases.

BiE: ZFRIEEERBHLETH T RELSTHITHOITH, FEREGEELSE
BT RUBTHI B o

MER: given KR SEIF, given XS TLURERANRE, B8 “HEN, HEK, B
R, TERRTIRI” . HEMENSIA give Mt AT RE T AT REFRENE, EHR
H given 5| RHREERENNERRRAANABMERBESTEFH,

{‘{@ Self-Test Exercises

Discussion Questions:

1. Why so many companies want to be involved in Olympic Games?

2. What are the reasons for non-sports companies to be involved in the Games?

3. For Omega whose mainstay is in timepieces, why they are so keen in being part of the
Olympics?

4. How do you generally evaluate Beijing Olympics?
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2. 3.5 Million Meals in 16 Days

For Philadelphia food-services giant Aramark, the Beijing Games are the ultimate logistical
challenge.
After catering 13 Olympics since 1968, Aramark has pretty much seen it all—from

scrambling to get enough staff for the Atlanta Games in 1996 to construction challenges in Athens

four years ago. But feeding athletes, staff, and media at the Beijing Games is its toughest
challenge yet. |

The Philadelphia food-services company is trying to pull off its biggest Olympics while
navigating the particular challenges of doing business in China. The sheer scale of the project is
just the start: close to 20 million servings of rice to prepare, 743, 000 potatoes to peel, and a
million-plus apples to scrub in the process of serving up to 10,000 people per hour. Add in the
challenges of haphazard food distribution and the difficulty of finding Western staples like
cheese. China’s reputation for using high levels of pesticides and hormenes in food production
also has many athletes looking to avoid any food that’s locally grown—putting more pressure on
Aramark to prove the dishes it serves are perfectly safe. “It is a high-risk operation for us,” says
Aramark Chief Executive Officer Joseph Neubauer, whose company has spent the past two years in

Beijing preparing for the 16-day event.
No Household Name

The Beijing Games are likely to draw remarkable scrutiny for a company that's used to

operating outside the limelight. Although odds are most Americans have eaten Aramark food at

sports stadiums and amusement parks, few would recognize the name. The 49-year-old company
employs 250, 000 people in 19 countries—with 20% of its food-service sales outside the U. 5. —
and counts colleges, prisons, and hospitals among its clients. In January 2007, Neubauer led an
$ 8. 3 billion buyout to take the company private. Wachovia Capital Markets analyst Bryan C.
Hunt expects revenues of $ 13.2 billion for the fiscal year ending Sept. 27, up 6.5% from
2007, with a gross profit of $ 1.3 billion.

While Aramark won’t say how much it stands to make from this year’s Olympics contract,

Neubauer clearly hopes to leverage the high-profile deal into more business. China is one of his

fastest-growing markets with annual sales of about $ 100 million. “I don’t need to tell you how
much the Chinese have been looking forward to these Olympics, how proud they are,” he says.
Aramark already runs employee cafeterias for Lenovo Group, Toyota Motor, and Dell operations in
China, and has the contract to feed Formula 1 racing fans in Shanghai.

All the more reason to obsess over getting the Beijing Games right. To start, Aramark had to

recruit nearly 7, 000 mainlanders, mostly hospitality students, to staff its facilities and then teach
them about Western standards of service in a matter of months. One challenge: teaching servers

to make eye contact with customers and engage in some discussion of the food they are ordering.
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Aramark also asked the government to help local farmers learn how to cultivate unusual foods like
squash, while teaching food suppliers the finer points of pizza- and ravioli-making. For Chinese
food, Aramark deferred to a local partner’s expertise, even building a hidden kitchen so that a
renowned local chef could prepare his secret Peking Duck recipe away from prying eyes.

Coping with the country’s nascent distribution network was daunting. Despite China’s size

and population, refrigerated trucks and warehouses are rare. Many people buy food at local
markets, and shipping standards are lax. In March, Aramark, with a local partner, completed
construction of a warehouse in Beijing to allow chilled and frozen storage for its food.

Although it has tried to buy most of its food in China, Aramark is importing somewhere
between 20% and 30% of its ingredients, in part because it’s too hard to find local sources of
such mainstays of European and American diets as turkey slices for sandwiches. Aramark has
been regularly running surprise soil and water inspections at supplier farms, but safety concerns
linger for many. U.S. Olympic Committee spokeswoman Nicole Saunches says the U. S. team
plans to import about a third of the food for its training facility at Beijing Normal University,
standard practice for any Olympics. The U. S. delegation, she adds, “isn’t concerned about the
food that will be served by Aramark.” So far, managers say, they have had no issues over food
quality.

In putting together the massive project, Aramark executives say they have learned as much as
they have taught. Catherine Toolan, Aramark’s executive director for its Olympic Catering
Services Project, says the slow and consensus-focused style of management in China has prompted

her to “become a more patient person.” Then again, nothing spurs action like a looming

deadline. As Toolan puts it: “In the past six weeks people have really embraced decision-

making. ”
Now Serving

By closing ceremonies, Aramark will have dished up:
70, 000 Kilos of chicken
800, 000 Eggs
936, 000 Bananas
3.5 Million meals

(From Business Week, Date; 08/07/2008)

New Words and Expressions

logistical a. GBI

scrambling n. AWM, BEL

pull off Bz, #EF, BRIMMTR, T

sheer a. JREH, 28K, EEM; SHK; REN; BIRKM,;
EHM
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scrub

haphazard

staple

pesticide

hormones

no household name
scrutiny

limelight

buyout

fiscal year

leverage

obsess
cultivate
squash
ravioli
deferred to
prying
nascent
daunting
lax

turkey slices

soil and water inspections

linger
spurs

looming

RV, B, EEE; BRTYE, EOFTHHE

. TR, BAK, BEER

. FERY, KRR, TEER, B, T4, @36
3|

. /RS WX

ElF Ll

n. HE, FHERE, BN, $REE; FHAER

n. AR, BT, UARETREHES

n. &FETFT (FL=H)
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9) Background Information

History of Aramark

From the trunk of a Dodge in 1936 to a multi-national corporation today, ARAMARK’s

The Beginning -

commitment to service excellence continues to meet and exceed customer needs and client goals.

Like every business, ARAMARK started small. In this case, the inventory was peanuts, the

warehouse was the back seat of a Dodge, and the man with the big idea was Davre Davidson. The

year was 1936.

His vision was to put vending machines in factories and offices—places they had never been

before. In Davidson’s mind, his business was not “vending”, it was service. This concept was

shared by another like-minded entrepreneur, William Fishman, who ran Automatic Merchandising
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Company, a vending machine company based in Chicago.

A mutual customer, Douglas Aircraft, brought the two men together during World War IL.
Davidson managed vending for Douglas Aircraft’s Southern California plant, while Fishman
handled vending at its Chicago plant. They shared ideas and became fast friends.

Gaining a National Presence

In September 1959, Davidson and Fishman merged their operations into one, and the
combined company became known as Automatic Retailers of America or ARA for short. In 1960
they took ARA public to infuse the enterprise with new capital and expand the business. At that
time, ARA’s annual revenue exceeded $ 37 million.

Davidson’s operations had been primarily on the West Coast, Fishman’s in the Mid-West.
The two men knew that to be truly national the company would need an East Coast presence as
well. In 1961, ARA gained that East Coast presence with the acquisition of the Philadelphia-
based Slater System, Inc. , the country’s largest manual food service business at the time.

By combining vending and manual food service, ARA became a diversified service provider.
The company continued to diversify and expand over the following decades. Davidson and
Fishman’s approach to entering new businesses was to research the best-managed local companies,

acquire them, and convince key members of the acquired companies’ management teams to stay
with ARA.

ggy Difficult Sentences

1. After catering 13 Olympics since 1968, Aramark has pretty much seen it all—from
scrambling to get enough staff for the Atlanta Games in 1996 to construction challenges in Athens

four years ago.

B B 1968 8, 7E0 13 BRELEURKMSIEF, BHEEFHHE—MN
#13E 1996 LR 2 R EELREAF R WENREEIESHERRE,

MER: “pretty much seen it all” IBHFE, FHEH LZEBENRER “BWRLIRT”, 44
F, EEEENARNZDRERRERSSBPERNEFEYE, HILR %R
B “EnFEE” WER.

2. The Beijing Games are likely to draw remarkable scrutiny for a company that’s used to
operating outside the limelight.

B MTF— P —ELURERBEENATIRR, JtREESRT L Aramark 1524
BN

MER: FIE “draw scrutiny” MARER SR BR”, HTFANREEBELRE ML
MR, REZRXT RS BN, 555 “limelight” 3EEEEHITH, XEHE “B|A
FA”

3. While Aramark won’t say how much it stands to make from this year'’s Olympics contract,
Neubauer clearly hopes to leverage the high-profile deal into more business.

Bk REEAFEBNSFHREBURRSFRESHRN, AHMREBHFERE
B EF RIS REH R E LR,
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MK “stand” Fl “leverage” MIENIE, stand {ESHIAMFEN “¥i3r, BR". B E
TXAUE BN REBRERKRS N FELDEFRUERLERENZ S, FLALLF stand
EEHEZNENBFEL, leverage & “ILIFEM" WER, 58N “HEMNR",
WEAAPERED “FARESXKZSHRHEHREI

4. All the more reason to obsess over getting the Beijing Games right.

BiFE: EARBESRFFAELSE, FRRS,

MR AEBHAFHEE, ZMOEHFLEEKRT “There is...” . RABLRESE
IR HOF B, L AEELMEEMRE ., EHENEUET “Thereis...” FRIMTEER
Aok, MXHREMTRIRBRHETHLREY “$7.

5. Coping with the country’s nascent distribution network was daunting.

BiE: ENXIHERXRARENSHEREERTILASHL,

6. Then again, nothing spurs action like a looming deadline.

BE: HERAMALB REERREHREEIEARRITHNT .

MR “looming” HIEHE. “looming” 3F “HHEERIARERAMNRN" . BFaH
# “deadline”, RIZEMEN “WIHTHEMN . HULBBRRE “HEWE" T.

@ Self-Test Exercises

Discussion Questions:

1. How many times has Aramark provided catering for Olympics before Beijing Games?
2. Have the experiences of catering for Olympics a smooth one for Aramark?

3. Will serving the Beijing Olympic Games bring big profits for Aramark?

4. What are the challenges for serving Beijing Olympic Games for Aramark?

5. What Aramark has taught Chinese and what they have learned in Beijing experiences?
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