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内 容 提 要

本书为专业英语教材 ，可供高校工商管理和涉外经济贸易等专业使用 。 全书共

２０章 ，较为系统地介绍了企业管理和国际商务的基础理论和业务知识 ，内容涉及企业

和社会 、企业所有制形式 、企业管理 、企业文化 、产品 、营销 、生产管理 、人事管理 、财务

管理 、商业法 、跨国公司 、电子商务 、保险 、国际贸易等众多领域 。 每章除课文外 ，均配

有难点注释 、重要工商词汇以及与课文内容紧密配合的词汇练习和翻译练习 。 本书

编写过程中参考了多种国外近几年出版的有关著作和刊物 ，内容和文字新颖实用 ，时

代感强 。它既可作为高等学校的专业英语教材 ，也可供相关专业人员自学参考 。
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　 　本书为专业英语教材 ，供高校工商管理和涉外经济贸易等专业使用 ，亦可供
相关专业人员学习进修之用 。

近年来 ，由于我国经济蓬勃发展 ，逐渐融入全球经济 ，就业市场对于既懂商
务 ，又能用英语进行交流沟通的人才需求量越来越大 。 本书较为系统地介绍了有
关工商经贸的重要概念和基础理论 ，同时保留了语言教材的特点 ，使读者能兼修
外语和专业 ，做到一举两得 。

本书共二十章 ，内容涵盖企业和社会 、企业所有制形式 、企业管理 、企业文化 、

产品 、营销 、生产管理 、人力资源管理 、财务管理 、商业法 、跨国公司 、电子商务 、保
险 、国际贸易等众多领域 。 每章分几个独立的小单元从不同方面介绍一个专题
（内容多的专题分两章叙述） 。课文中的生词 ，可在同一行的右侧见到释义 。 每单
元后的注释（N otes） ，均针对各单元的难点（包括专业上的和语言上的）作简要的说
明 。练习包括讨论题 、词汇练习及阅读和翻译练习 ，在内容上与各章内容紧密配
合 。为便于读者掌握工商词汇和术语 ，每章辟有重要工商词汇 （K ey B usiness

T erm s） ，书末附有用英语解释的工商术语表（G lossary）和练习答案 。

本书取材于多种国外近几年出版的有关著作和刊物 ，内容和文字新颖实用 ，

时代感强 ，深入浅出 ，容易掌握 。 所有材料都曾用于教学实践 。 本书教学进度可
根据学生英语基础和每周课时数而定 ，一般在一个或两个学期内学完 。

本书原名枟国际商贸英语基础阅读枠 ，初版于 １９９６ 年 。这次修订重版 ，除吸收
使用院校意见对原有章节进行修正外 ，还增加了保险业务和电子商务等有关内
容 。这次修订出版得到了华东理工大学出版社的大力支持 ，在此特表谢忱 。 在本
书编写过程中 ，承黄崧林先生审阅了部分章节 ，并得到了张毅 、李鸣春等同志的热
情支持和帮助 ，在此也一并致谢 。本书虽经修订 ，错误和疏漏之处仍在所难免 ，尚
望读者不吝指正 。

编 　者

２００５ 年 ５月
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C hapter 1 　 B usiness and Society

　 　 　 　 　 （企业与社会）

　 The Social R esponsibility of B usiness
（企业的社会责任）

　 　 Social responsibility is the obligation a business assum es to m axim ize its

positive im pactand m inim ize its negative im pacton society
［１］

．T his contrasts w ith

the traditionalrole in w hich com panies considered only the profits oftheirbusiness

activity ．Social responsibility suggests that such narrow interest underm ines the

overallbenefits to society
［２］

．

A dvocates of socialconcern
［３］
believe thatbusiness should take an active role

in im proving society and solving socialproblem s ．T hey believe thatbusinesses ，by

w orking to im prove the overall society ，can often im prove their operation and

profits in the long run
［４］

．

O ne of the strongestargum ents for the socialconcern of business is the prem ise

thatsociety grants organization the right to exist
［５］

．Cultural norm s
［６］

— som etim es

expressed through legalm eans — allow businesses to form and function
［７］

；actions of

individuals in society enable them to flourish ．Business leaders should not forget that

their rightto existcarries an obligation to serve society摧s goals ．Business organizations

should serve society rather than society serving business
［８］

．Itis the m oralduty of all

units of society — including business — to strive for a better w orld ． A s overall

conditions im prove ，allthe com ponents of society w illbenefitaccordingly
［９］

．

In m any cases ，a com pany w ill m ake greater profits in the long run if it

considers benefits to society ．Custom ers actually vote for products and com panies

w hen they m ake a purchase
［１０］

．If a product is priced fairly ，satisfies their needs

and has no negative side effects
［１１］

，they w illprobably buy itm ore than once ．But

if the productfails or has negative side effects ，they w illprobably select another

productand m ay becom e so angry at the m anufacturer that they never purchase

n ．责任

n ．影响

n ．利益

n ．前提

n ．手段

vi．兴旺 ；成功
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another oftheirproducts ．W hen enough people believe a business no longer serves

society摧s bestinterests ，they m ay pressure the firm into its grave by boycotting

its goods or services
［１２］

，influencing officials against it ，condem ning it in the

m edia
［１３］

，or patronizing other firm s
［１４］

．Socialconcern can also benefit short唱run

profits
［１５］
because ofcurrent public expectations ．Because the public now expects

business to benefit society ，a firm that m aintains a good record w illfind it easier

to hire better em ployees and w in m ore custom ers ．

A lthough socialresponsibility m ay seem an abstractidea ，m anagers consideriton a

daily basis as they dealwith realissues
［１６］

．To be successful，a business m ust m onitor

changes and needs in society
［１７］
in order to behave in a socially responsible w ay ．

［ 1 ］ Socialresponsibility is ．．． on society ：（企业的）社会责任系指企业须承担责任 ，尽

量扩大它对于社会的积极影响 ，减少其负面影响 。

［ 2 ］ underm ines the overallbenefits to society ：破坏社会的整体利益

［ 3 ］ advocates ofsocialconcern ：提倡企业应担负社会责任的人

［ 4 ］ in the long run ：从长期来看

［ 5 ］ society grants organization the right to exist：社会赋予企业生存权利 （英语中 ，

business ，organization ，enterprise ，firm ，venture 等词均可泛指企业）

［ 6 ］ culturalnorm s ：文化规范 ；社会准则

［ 7 ］ to form and function ：形成并运作

［ 8 ］ rather than society serving business ：而不是社会为企业服务

［ 9 ］ allthe com ponents ．．．accordingly ：社会各组成部分均会因此受益

［10］ Custom ers ．．．they m ake a purchase ：顾客在购买商品时 ，其实是在对产品和企业进

行投票 。 vote for ：（投票） 选举 ；表决

［11］ side effects ：副作用

［12］ pressure the firm into its grave by boycotting its goods or services ：通过抵制该公司产

品和服务将其逼上绝路

［13］ condem ning itin the m edia ：通过媒体对其进行谴责

［14］ patronizing otherfirm s ：惠顾其他公司

［15］ short唱run profits ：短期利润

［16］ realissues ：实际问题

［17］ m onitor changes and needs in society ：密切注意社会的变化和需求

v ．抵制

v ．谴责

v ．惠顾

a ．抽象的
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　C onsum erism （保护消费者利益）

T he public dem and for m ore protection of buyer摧s rights is called

consum erism
［１］

．In A m erica ，about２３０ m illion people spend m ore than ＄３ billion

every day ．T hey are satisfied w ith a lotofthings ：productavailability ，varieties of

goods ，opportunities to w ork ，and a high standard of living ．

Butas consum ers dealw ith business ，som e serious problem s occur ．H ere are

justa few com plaints from the files of a consum er protection agency ：“W hen I

bought this coffee m aker they said ‘satisfaction guaranteed
［２］
’ ，but I have been

trying to return it for three w eeks and the com pany refuses to give m y m oney

back ．” “ A w ashing m achine repair person gave m e an estim ate of ＄２５ ， but

charged ＄１１０ for the job ．” “Ihad m y haircolored in a beauty shop ；the colorw as

aw ful，m y hairw entflatand m y scalp burned fora w eek ，and there w as nothing I

could do but let it grow out
［３］

．” In the U nited States ，the １４３ Better Business

Bureaus
［４］
around the country receive an average ofone m illion com plaints filed by

consum ers ．Better Business Bureaus are nonprofit organizations that businesses

organized to m onitor and controlunethicaland illegalpractices
［５］

；m ost dealw ith

poor service ．

In m any countries ，consum er legislation
［６］
encom passes four basic areas ：the

right to safety ，the right to be inform ed ，the right to choose ，and the right to be

heard
［７］

．

The rightto safety ．T he rightto safety m eans thata productm ustbe safe for

its intended use ，m ust include thorough and explicitdirections for use ，and m ust

have been properly tested to ensure reliability and quality ． To ensure product

safety ，business m ustnot know ingly
［８］
sellanything that could result in personal

injury or harm to consum ers ． Law s have been passed to keep dyes and other

chem icals outoffoods ，to require the w arning “m ay be injurious to yourhealth” to

be printed on cigarette packages ， and to force the recall of autom obiles w ith

defective brakes
［９］

． D efective or dangerous products also do harm to public

confidence in the ability of business to serve society ．

n ．埋怨 ；投诉

n ．头皮

v ．提出 ；提起

（诉讼等）

v ．包括

a ．明确的

n ．染料
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The right to inform ation ． T he right to be inform ed gives consum ers the

freedom to review com plete inform ation about a product before they buy ．T his

m eans thatdetailed inform ation aboutingredients and instructions foruse are to be

printed on labels and packages ．T he right to be inform ed also applies to services ．

T he true costofborrow ing m oney and repaym entterm s
［１０］

，for exam ple ，m ustbe

clearly stated in a contract．

The rightto choose ．T he right to choose ensures that consum ers have access

to
［１１］
a variety of products and services at com petitive prices ．T he assurance of

satisfactory quality and service ata fair price is also a partof the consum er摧s right

to choose ．T he right to choose m eans that com petition is free to flourish
［１２］

．N o

com pany becom es so dom inantthatitlim its consum ers摧 opportunities to find new ，

im proved ，and less expensive products ．

The right to be heard ．T he right to be heard assures consum ers that their

interests w ill receive full and sym pathetic consideration w hen the governm ent

form ulates policy
［１３］

．It also assures the fair treatm ent of consum ers w ho voice

their com plaints about a purchased product ． Consum er concerns
［１４］
have been

heard at the top levels of governm ent because of the efforts of consum er

advocates
［１５］

，w ho take it upon them selves to
［１６］
inform law m akers about issues

and problem s im portant to consum ers ．In addition ，m any trade groups
［１７］
have

been organized to process grievances
［１８］
so that consum ers can appeal beyond a

com pany
［１９］
if they are unable to solve a problem w ith the m anufacturer or

provider ofa service ．M ostbusinesses realize thatone highly dissatisfied ，vocal
［２０］

custom er can have a w idespread ， negative im pact on its im age or reputation ．

T herefore ，m ostbusinesses try very hard to reduce consum ers摧 dissatisfaction and

resolve their com plaints ．

［ 1 ］ consum erism ：顾客至上 ；用户第一主义 ；保护消费者利益

［ 2 ］ satisfaction guaranteed ：保证满意 ；不满意包退

［ 3 ］ m y scalp ．．．butletitgrow out：我的头皮灼疼了一个星期 ，我除了听天由命外 ，什

么办法也没有

n ．成分

a ．有竞争力的

a ．主宰的 ；控

制性的

a ．同情的 ；体

谅的
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［ 4 ］ BetterBusiness Bureaus ：［美国］商誉会 （系民间商务监督组织 ，类似我国的消费者

协会）

［ 5 ］ m onitor and controlunethicaland illegalpractices ：监控违背商业道德的和非法的经营

活动

［ 6 ］ consum erlegislation ：消费立法

［ 7 ］ the rightto be heard ：投诉的权利

［ 8 ］ know ingly ：故意地

［ 9 ］ recallofautom obiles w ith defective brakes ：召回刹车有毛病的汽车

［10］ repaym entterm s ：还款条件

［11］ have access to ：能购买 ；可获得

［12］ free to flourish ：通行无阻

［13］ form ulates policy ：制定政策

［14］ Consum er concerns ：消费者关心的问题

［15］ consum er advocates ：消费者利益的倡导者

［16］ take itupon them selves to ．．． ：他们自愿地 ⋯ ⋯

［17］ trade groups ：商业团体（此处指像 Better Business Bureaus 那类保护消费者权益的

团体）

［18］ process grievances ：处理投诉

［19］ appealbeyond a com pany ：不限于只在一家公司投诉

［20］ vocal：说出来的 ；畅言无忌的
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　B usiness E thics （商业道德）

E thics are principles ofrightor good behaviors ．T hey involve m oralvalues as

to w hat conduct is proper ． A nd business ethics involve other m oral values

existing in society
［１］

．A s one businessw om an said ，“M any of our m oraldecisions

are borderline
［２］

；som e people view a certain practice as being unethical，w hile others

think itto be totally proper ．” M any influences in society determ ine w hich behavior is

ethical．

W hile each individualdevelops a code ofw hatis ethical，w e are influenced by

law s ，culturalattitudes ，professionalcodes ，and individualvalues
［３］

．M any ethical

standards are defined by law s ．Butthe law does notcoverallunethicalconduct；it

m erely tries to preventserious violations ．Since hum ans m ake law s ，som e ofthem

are notperfectand others are later found to be unconstitutional
［４］

．Still
［５］

，m ost

authorities agree that abiding by the law defines a m inim um guide for ethical

behavior
［６］

．For exam ple ，the law states thateach citizen m ustbe honestin filling

tax returns
［７］

，yetrecentsurveys indicate thatas m any as ４０％ of the population

cheated on their incom e tax returns
［８］

．A lso the law states thatem ployees should

not stealfrom their em ployers ，yetm any w orkers see nothing w rong w ith taking

office supplies hom e for personaluse ．

V alues are accepted standards ofbehaviorw ithin a given society ．A llsocieties

develop broad唱based
［９］
values thatare generally accepted by m ostofits m em bers ．

Com m unities ofpeople usually share com m on view s ．O ften ，these view s affectthe

values and conduct of business in local areas ．For exam ple ，m any com m unities

believe that stores should not sell alcohol beverages on Sunday ．A nd ，in fact，

citizens m ay exertpressure for passages of law s
［１０］
thatprohibit doing so ．Stores

in other areas m ay rem ain closed on Sunday m ornings ，not because of law s ，but

outof respectfor the com m unity摧s values ．

A lthough w e m ay allgrow up in the sam e society ，there is a broad range in

the values w e adopt．Individual values vary w ith background ，fam ily ，religion ，

and environm ent ．Som e people think itis allrightto m islead custom ers
［１１］
in order

to get a sale ．O thers m ay choose to lose the sale rather than m isrepresent the

n ．行为

n ．调查

办公用品

v ．禁止
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product
［１２］
in any w ay ．In one survey of business people ，１９％ said they had quit

a com pany for ethical reasons ．Som etim es a com pany m ay try to influence an

em ployee to act against personal values ．In the sam e survey ，８７％ said it w as

w rong to com prom ise personalvalues
［１３］
even if the success of the com pany w as at

stake
［１４］

．W hile individualvalues vary ，m ostpeople agree that it is w rong to lie ，

cheat，steal，and purposely m isrepresent ．

A re business practices becom ing m ore unethical？T here is no easy answ er ．In

A m erica ，bribery ，profitgouging ，price fixing ，em bezzlem ent，m onopolizing ，and

other illegal practices
［１５］
cost consum ers m ore than ＄４０ billion a year in higher

prices and taxes ．A spokesperson for the U ．S ．Cham berofCom m erce
［１６］
says that

the extentof bribes ，kickbacks ，and payoffs is “pervasive”
［１７］

．A recentstudy of

３ ，０００ executives by the A m erican M anagem ent A ssociation
［１８］
found that m ost

em ployees feltpressure from theircom panies to com prom ise theirpersonalvalues ．

A nother study by the O pinion R esearch Center
［１９］
of５３１ top and m iddle m anagers

reported that４８％ feltthatitw ould be allrightto pay bribes to foreign officials if

thatw ere an accepted w ay of doing business in thatcountry ．

Can society thrive w ithout som e m inim um standards of honesty and ethics ？

N ot likely
［２０］

． Since business depends on society摧s survival， a certain level of

honest dealing is necessary ． T he capitalist system glorifies pursuit of personal

interest
［２１］

，but business people understand as never before that they cannot be

successfulw ithout the trustofothers ．

Som e business people feel that it is sim ply good business to be ethical
［２２］

．

E thical behavior stim ulates others to be m ore cooperative and prevents angry

behavior by com petitors ， peer com panies
［２３］

， and governm ent agencies ．

C ustom ers like to trade w ith honestcom panies ，em ployees value fair bosses ，and

investors feelm ore secure w ith law唱abiding
［２４］
com panies ．

［ 1 ］ business ethics involves ．．．in society ：商业道德涉及社会上的其他道德观念 　

business ethics ：商业道德 ；职业道德

v ．离开

n ．骗取 ；欺诈

a ．弥漫的 ；遍

布的

v ．兴旺发达

n ．追求

v ．激励

n ．机构
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［ 2 ］ borderline ：边界上的 ；不明确的

［ 3 ］ W hile ．．．values ：尽管各人有其自己的道德标准 ，人们还是受法律 、传统观念 、职

业准则和个人价值观的影响 。

［ 4 ］ unconstitutional：违犯宪法的

［ 5 ］ Still：尽管如此

［ 6 ］ abiding by the law defines a m inim um guide for ethicalbehavior ：遵守法律是道德行为

最起码的标准

［ 7 ］ tax returns ：纳税申报单

［ 8 ］ incom e tax returns ：所得税申报表

［ 9 ］ broad唱based ：宽泛的 ；包含面广泛的

［10］ passages oflaw s ：通过法律 ；立法

［11］ m islead custom ers ：误导顾客

［12］ m isrepresentthe product：在产品上撒谎 （如把质量差的产品说成是质量好的产品）

［13］ com prom ise personalvalues ：在个人价值观上作妥协

［14］ even if ．．．atstake ：即使 （事情） 关系到公司的成败

［15］ bribery ．．．and other illegalpractices ：行贿 、骗取利润 、限价 、贪污 、垄断和其他

非法行为 　 　 price fixing ：限定价格 （指制造商或批发商与零售商之间达成协约 ，

规定不得低于一定价格出售协议商品）

［16］ U ．S ．Cham berofCom m erce ：美国商务部

［17］ the extentofbribes ，kickbacks ，and payoffs is“pervasive” ：行贿 、回扣和给好处费的

做法 “到处盛行”

［18］ the Am erican M anagem entA ssociation ：美国管理协会

［19］ the O pinion R esearch C enter ：意见调查中心

［20］ Notlikely ：多半不行

［21］ glorifies pursuitofpersonalinterest：吹捧追求个人利益

［22］ ．．．itis sim ply good business to be ethical： ⋯ ⋯ 遵守职业道德总是好事情 。此处

business意为 thing （事情） 。

［23］ peer com panies ：同业公司

［24］ law唱abiding ：遵纪守法的
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Key Business Term s

business商业 ；业务 ；企业

organization组织 ；企业

firm 商号 ；企业

obligation责任 ；义务

socialresponsibility社会责任

socialconcerns社会考虑 ；关注社会

consum er消费者

consum er legislation 消费立法

consum er concerns消费者关心的问题

consum er advocate消费者权益倡导者

consum erism 保护消费者利益 ；用户第一

主义

the right to safety安全权

the right to inform ation知情权

the right to choose选择权

the right to be heard投诉权

nonprofit organization 非盈利性组织或

企业

business ethics职业道德

survey调查

bribery行贿 ；贿赂

em bezzlem ent贪污

kickback回扣

survival生存

honestdealing诚实交易 ；买卖公平

peer com pany同行公司

governm entagency政府机关

ethical符合道德的

unethical不符合道德的

legal合法的

illegal不合法的

in the long run 长期

to m axim ize最大化

to m inim ize最小化

to function运行 ；起作用

to boycott抵制

to condem n 谴责

to patronize惠顾

to dealw ith与 ⋯ ⋯打交道

to m islead误导

to m isrepresent谎报 ；弄虚作假

to m onopolize垄断

Exercises

Ⅰ畅 Q uestions forD iscussion

１ ．D efine socialresponsibility of business ．G ive exam ples ．

２ ．W hatis consum erism ？D iscuss the m eans by w hich consum ers are protected ．

３ ．W hatis business ethics？W hatare the m ajor influences of business ethics？

４ ．Find som e exam ples of socially responsible／irresponsible business in new spapers or

business journals ． Explain w hy you believe their actions are socially responsible／

irresponsible ．W hy do you think the com pany chose to actas itdid ？

５ ．Can you suggestsom e possible m ethods ofim proving ethicalstandards in business？


