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前   言

《工商管理外语阅读教程系列丛书》是天津理工大学国际工商学院的教师们在经过中外合

作办学的教学实践和经验总结后编写出的一套外语阅读教材。

本套丛书所选的国外原版阅读文章 ,涵盖了工商管理专业核心课程的重要领域 ,反映了当

前许多国外工商管理学科最前沿的知识信息。专业语言的语料具有原汁原味的真实性 ,它能

使学生所获取的专业英语技能在将来的工作中具有实用性。借助本套丛书 ,读者们能够跟踪

了解工商管理科学发展的最新动态。

本套丛书中的每一本都给出了该专业学生应掌握的核心理论知识。为使学生们所学的专

业领域中的语言知识得到应用、巩固、扩展和提高 ,课文后均配有大量的练习。

《工商管理外语阅读教程系列丛书》包括 : 1 ) 市场营销英语阅读 ; 2 ) 财务会计英语阅读 ;

3) 国际商务文化英语选读 ;4 ) 管理信息系统英语阅读 ; 5) 战略管理英语阅读 ; 6 ) 国际商法英

语阅读 ;7 ) 人力资源管理英语阅读 ; 8) 组织行为学英语阅读 ;9 ) 物流管理日语阅读。

本套丛书可作为工商管理专业学生的专业英语阅读教材。对于那些接受短期培训的企业

管理者、MBA 学员和教师来说 ,这套丛书将会更有参考价值。我们希望这套丛书的出版 ,能进

一步促进工商管理专业教学的推广和普及。

我们在此要感谢许多人 ,他们在本套丛书的编写过程中给予了我们极大的鼓舞和帮助。

我们要感谢加拿大开瑞博大学 ( the University of the Cariboo)商学院院长布洛克·戴克

曼博士 (Dr . Brock Dykeman)给予的支持和帮助。

我们要感谢大阪产业大学 ( Osaka Sangyo University )经营学部流通学科的教授和老师们

给予的支持和帮助。

我们要感谢 Ms . Connie Chen 抽出自己的空闲时间来阅读这套书 ,并提出了宝贵的意见

和有益的建议。我们非常欣赏她的耐心和乐于助人的精神。
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Chap t e r 1

Facing a Business Challenge at Nike

Startup and prosperity

M anufacturer s of athletic shoes are running a race that never seems to end .

One of those manufacturers was named Nike , after the Greek goddess of

victory1 , and for a good reason : T he company has no in ten tion of let t ing the

competit ion run away . Sta rted by former collegiate sprinter Phillip Knight and his

U niversity of Oregon coach , Bill Bowerman , Nike stressed technology and high-

per f ormance products from the very beginning . An experiment with urethane

rubber2 and a waffle iron got it all sta rted , and serious runners loved the new

waffle-soled shoes
3

. By 1981 Knight and his company had about half the U .S .

athlet ic shoe market , outpacing established overseas competitors such as Adidas

and Puma .

By 1980 Nike offered over 140 models of shoes . A s the running boom of the

1970s faded , Knight knew he had to look beyond high-performance running shoes

to expand the company�s sales . He identified target segments in the spor ts

market , including basketball and tennis . And with products designed specifically

for those athletes , Nike continued to prosper .

A new twis t to t he market

T he 1980s brought a new twist4 to the mar ket , however . Serious athletes

weren�t the only people interes ted in athlet ic shoes . Capitalizing on aerobic

exercise boom , younger rival Reebok boldly poured on the speed , taking the lead
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by 1986 on the strength of its innovative aerobic shoes5 .

Phillip Knight�s company was facing a formidable challenge launched by an

upstar t company in a newly emerging market segment . Aerobic exercise and the

new world of athletic shoe fashion that it helped create were quite a departure

from the millions of high-perfor mance athletic shoes sold by Nike each year .

Reebok�s chair man , Paul Fireman , was among the firs t to spot the t rend , and he

had his designers create a unique shoe for aerobic workouts
6

. But even Fireman

wasn�t prepared for w hat happened next . A s running and sport shoes became

fashionable footwear , Reebok�s sales shot pas t those of i ts older competitors .

Produc t policies

T he resul t was that Nike slipped in to the runner-up position in 1986 , and

Knight knew he had to act . Using market research , Nike markete rs learned more

about customer needs . To boost Nike�s appeal , the company in t roduced stylish

accents and colors .7 Now the company could compete more effectively agains t

Reebok and L . A . Gear , bo th successfully in combining fashion and act ive

footwear .

But Nike—and the indust ry—was built on performance , and that remained a

high priority for many customers . K night poured money in to research and

development , resul ting in the new Nike Air technology . Soon many Nike shoes

featu red Nike Air , and the firm buil t a special model with a small window on each

side of the heel , revealing the air sac inside . Shoe stores were encouraged to show

this Visib le Air model to help sell all the shoes in the Nike line .

Advertising policies

Knight had always been adept at exploit ing advertising . Even before Reebok

stole the show with aerobic shoes , Knight was using aggressive marketing and

advertising approaches to keep the public�s feet in Nike shoes8 . For the 1984

Olympics in Los Angeles , the company brought out a daring new billboard
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ad cam paign , featuring colorful , dramatic pictures of athletes performing at their

peak
9

. T he Nike name and logo appeared only in one corner , without any

headline or sales message . In the race with Reebok , this award-winning Olympics

series was followed by other high-profile ad campaigns , including“ Just Do It ,”

running from 1989 to 1990 .

Knight also raised the stakes on celebrity endorsements , the industry�s major

market ing technique . Ever since Adidas and Puma pioneered the concept , success

in the athlet ic footwear industry has depended on attaching the image of a spor ts

s tar to a l ine o f products . In 1984 Nike signed Michael Jordan to a multiyear ,

mult imillion-dollar deal . O ther spor ts celebri ties in the Nike lineup include John

McE nroe , Jim Everet t , Joan Benoit Samuelson , Bo Jackson , and Wayne

Gretzky .

Distribu tion policies

New products and new ads drew new customers , making dis tribut ion a key

element in Nike�s s trategy . And Nike learned how important it is to main tain

good relat ions with the distribut ion channel . Back when aerobic shoes were all

the range , Nike had mountains of unsold running shoes . The company turned to

discount stores to empty its warehouses , which alienated the 12 , 000 sport ing

goods dealers and depar tment s tores that carried Nike�s regularly priced shoes .

For tunately for Knight , he was able to win the retailers back with Nike Air .

T he compet itors

Looking at the competi tion Reebok is now neck and neck with Nike .
10

Reebok in troduced its answer to Nike Air : T he pump , a ＄170 shoe with a built-

in pump to force air into the heel and midfoot . And this new technology seemed

such a threat that Nike�s stock price11 declined on the new s of its in troduction . In

addition , Reebok has caught up with Nike�s expenditures for i ts annual ad

budget . For 1990 , Reebok�s budget topped ＄70 million-＄100 million spent on
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the pump alone .

Clearly , performance is the key to succeeding in today�s athletic shoe

market . But Phillip K night is also expanding Nike in to appeal and children�s

shoes to capitalize in today�s fi tness and fashion partnership for all ages . T he

latest results look promising , and the race goes on .
12

Background of Related Persons and Companies

1 . ne of those manufacturers was named Nike , . . .

其中一个 (运动鞋的 )制造商是耐克公司 ,⋯⋯

Ni ke是希腊胜利女神的名字 ,传说她住在奥林帕斯山。每当希腊投入战斗时 ,女神就

会飞下来支持他们。耐克公司的名字正是取义于胜利女神的拼搏精神和积极进取精神。

为了适应对产品的不断需求 , Ni ke在世界各地都有分支机构。全球总部设在俄勒冈

州的比华顿 ,中国的总部设在上海。耐克公司于 1980 年进入中国 ,当时在北京成立了第一

个生产联络代表处。从 1981 年至 1991 年 ,耐克公司先后在天津、广州、福建等地建厂。随

着业务和生产规模的不断增长 ,耐克公司于 1991 年正式在广州成立中国市场部 , 且于

1993 年分别在上海和北京建立代表处。1996 年 ,耐克公司在中国成立了独资子公司———

耐克 (苏州 )体育用品有限公司。中国成为耐克在全世界业务增长最快的市场 ,同时还是全

球耐克鞋最大的生产基地。

2 . tarted by former collegiate sprinter Phil lip Knight and his University of

Oregon coach , Bill Bowerman , . . .

由前学校赛跑选手菲利普·耐特和他在俄勒冈州大学的教练贝尔·鲍曼发起的⋯⋯

当菲利普·耐特还在斯坦福攻读硕士学位时 ,他就梦想着有一天自己能够建立一个

世界头号运动鞋公司。1962 年 ,他硕士毕业后 ,便开始将自己的计划付诸行动。他飞到日

本 ,找到当时一家专门仿制阿迪达斯产品的虎牌运动鞋公司。他说服该公司的总经理 ,让

他担任虎牌运动鞋在美国的代理商。

菲利普·耐特回到美国后 ,找到自己以前上大学时的田径教练贝尔·鲍曼 ,两人分别

投资 500 美元 ,正式成立了一家名叫“蓝缎带”的运动品公司 ,开始在各高中田径运动会上
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促销虎牌运动鞋。

后来 ,他们开始创造“耐克”品牌。产品出来了 ,如何快速地把它打入市场 ? 耐特没有

单纯依赖广告 ,而是把目标放在吸引优秀运动员穿上耐克产品上。恰好这年夏季 ,奥运会

的田径赛在美国俄勒冈州的尤金举行 ,而鲍曼是美国队的教练。耐特充分利用这一机会 ,

让几名最优秀的运动员穿着耐克运动鞋上了赛场。结果一炮打红 ,人们从此记住了耐克

的产品。

随后耐克公司便一直采用“让运动员为你促销”的战略 ,利用他们的号召力使得耐克

公司的销售额节节增长 ,成为世界著名运动鞋生产商 ,实现了耐特最初的梦想。

3 . . .younger rival Reebok boldly poured on the speed . . .

⋯⋯年轻的竞争对手锐步大胆地倾力加速 (发展 )⋯⋯

Reebok的创始人约瑟夫·福斯特 ,是英国的一位短跑爱好者。1895 年 ,他希望能有一

双带钉的跑鞋 ,但由于当时财力及资源的匮乏 ,他只好自己制造出一双以自己的名字命名

的“福斯特跑鞋”。

1900 年 ,福斯特进一步改进他的技术 ,并建立自己的市场。他专为当地的体育爱好者

提供手工制造的跑鞋。这一消息被广泛传播 ;这种跑鞋也被普遍接受 ,并占市场领导地位。

“福斯特跑鞋”从此给短跑带来了历史性变革 ,它被沿用了 50 年。

4 . ver since A didas and Puma pioneered the concept . . .

自从阿迪达斯和彪马公司倡导了这种概念⋯⋯

1945 年 ,第二次世界大战终于结束。此后不久 ,鲁道夫和阿道夫·达斯勒就开始在联

邦德国发展制鞋业。阿道夫 ,家里人都称他为“艾迪”,是创业者 ;弟弟鲁道夫则负责销售他

哥哥的产品。起初 ,兄弟俩没干出什么名堂。但在 1946 年 ,他们的事业有了重大进展。就

在这一年 ,杰西·欧文斯在奥运会上穿着他们制作的运动鞋 ,震动了全世界。这对阿道夫

兄弟俩很有利———著名运动员穿着他们制作的鞋 ,顿时使他们声名鹊起。更重要的是 ,这启

发了以后的阿迪达斯公司 ( Adidas)和其他运动鞋制造商 ,他们开始实行一种新的销售战略。

1949 年 ,兄弟俩不知为什么闹翻了。鲁道夫分走了一半的生产设备 ,到城市的另一边

建立了新的公司———彪马制鞋公司 ( Puma) ;而阿道夫则利用现有企业的基础 ,建立了阿迪

达斯制鞋公司。 (“阿迪达斯”是他的教名的爱称加上他姓氏中的前 3 个字母得来的。)此

后 ,彪马公司一直没能超过阿迪达斯公司 ,长期只是居于世界第三位。

·5·
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5 . n 1984 Nike signed M ichael Jordan to a multiyear , mult imillion-dollar deal .

1984 年耐克公司同迈克尔·乔丹签订了为期数年 ,金额达数百万美元的 (广告 )合同。

迈克尔·乔丹是当时奥林匹克篮球队队长 ,芝加哥公牛队升起的一颗明星。乔丹在篮

球场上摧枯拉朽 ,飞身灌篮 ,勇不可挡。他在商场上也是一位开拓奋进的“飞人”。他的“迈

克尔·乔丹高尔夫公司”在芝加哥建起一家大型商店 ,并在市郊建起一个高尔夫娱乐中心。

乔丹每年的广告收入十分可观———在 3 , 000 万至 5 , 000 万美元之间。他的名字是一种特

殊的畅销商品 ,比如乔丹餐馆、乔丹香水和乔丹运动鞋等。那时 ,乔丹正式成为全世界体育

明星中的首富。

Notes

1 . reek goddess of victory  希腊胜利女神

2 . urethane rubber  聚胺酯橡胶 (在此指一种制鞋的材料 )

3 . waffle-soled shoes  松糕鞋 ;弹性底的鞋 (其中 waffle意为“瓦夫饼”。)

4 . brought a new twis t  带来一个新的转折点

5 . api talizing on aerobic exercise boom , younger rival Reebok boldly poured on

the speed , taking the lead by 1986 on the strength of i ts innovative aerobic

shoes .

利用有氧运动的繁荣 ,年轻的竞争对手锐步大胆地倾力加速发展 ,于 1986 年依靠其革新产

品———有氧运动鞋的力量占据领导地位。

6 . aerobic workouts  有氧测试

7 . o boost Nike�s appeal , the company in troduced stylish accents and color s .  

为了增强耐克品牌的吸引力 ,公司引入了时髦的款式和色调。

8 . o keep the public�s feet in Nike shoes

让公众都穿耐克鞋

9 . thletes performing at their peak

正处于运动高峰状态的运动员们

10 . ooking at the competi tion Reebok is now neck and neck with Nike .  

从竞争上看 ,锐步和耐克现在是并驾齐驱的。

·6·
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neck and neck  不相上下

11 . stock price  股价

12 . he lates t resul ts look promising , and the race goes on .

最新的结果看起来很有希望 ,竞争仍在继续。

Concepts of Marketing

high-performance products  高质量产品 ;高性能产品

products with high quality , good designat ion and well accepted by the

customers

质量高、设计精良并易于被顾客接受的产品

overseas competitors  海外竞争者

competitors f rom foreign countries

来自外国的竞争对手

In this a rticle , it means that Adidas and Puma from Germany are the

overseas competitors of Nike from U .S . .

target segments  目标市场

market in which a company is planning to sell it s goods and services

公司打算销售其产品和服务的市场

market segment  细分市场

group of consumers in a market w ho are definable by their part icula r needs

根据消费者的特别需求划分的市场中的消费群体

market segmentation  市场细分

means division of the market or consumers in to cer tain categories according

to their buying habits

指根据消费者的购买习惯将市场分成若干类别

market research  市场调查

examining the possible sales of product before i t is pu t on the market or the

reasons for its performance afte r it has been launched

在新产品上市前 ,调查其上市后可能的销售情况或调查产品上市后产生某种效果的原因

·7·
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customer needs  顾客需求

things that a re necessary for a customer�s physical , psychological , and

social well-being

顾客在物理、生理和社会活动中必需的物品

ad campaign  广告活动

sales message  广告词 ;广告语

key words designed in an adver tisement

marketing technique  市场营销技巧

line of products  产品线 ;产品系列

product line , se ries of products which form a group , all made by the same

company ( such as differen t models of cars , pens in differen t colors , etc .)

产品线 ,指由同一公司生产的一组产品 (例如不同型号的轿车、不同颜色的钢笔等 )

distribution channel  分销渠道

by which goods pass from the manufacturer to the customer , via the

wholesale r and retailer

通过批发商和零售商把商品从生产商手中传送到顾客手中的途径

discount stores  折扣商店

shop w hich specializes in cheap goods bought at a high discount

专营以高折扣率进货的廉价商品店

True or False According to the Text

Judge if the ideas of the following sentences are correct or not according to the

tex t , then fill“T”if i t is right and“F”if i t is wrong in each blank .

�  �  1 . he people who sta rted Nike Co . were two professional sprin ters .

�  �  2 . In 1970s Knight and his company had about 50% of the U .S . shoe

market , more than any other companies in this indust ry , even those

overseas competitors .

�  �  3 . When Knight knew he had to expand the company�s sales , he decided to

·8·
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develop the spor ts market of basketball and tennis except running

shoes .

�  �  4 . Afte r a new twis t to the market , Nike turned in to second place in the

spor ts market in 1986 .

�  �  5 . Nike marketer s didn�t think that the company could compete effectively

agains t the competitors through improving their products .

�  �  6 . Knight spent a lo t of money on research and development , and then he

acquired the new Nike Air technology .

�  �  7 . Nike Air technology means that people w ho wear the Nike Air shoes

can walk in the aerospace .

�  �  8 . Knight had always been using aggressive marketing and advertising approaches

to keep more customers .

�  �  9 . For the 1984 Olympics in Los Angeles , Nike brought out a new billboard ad

campaign , with the la rge Nike name and logo in the center .

�  �  10 . or 1990 , Reebok�s budget topped ＄10 million spent on all the products .

Vocabulary Check

Fill in the blanks in the following sentences with the correct words/ terms from

the lis t . You may change the tense , number , or form of the words/ te rms to fit

the context . Use each word/ term only once .

market research   overseas com peti tor       line o f product

d iscount store h igh- per f or mance product ad cam paign

ath letic shoes runner-up target seg ment

workout

1 . f the mar ket turns out to be bigger than expected , we are going to bring out a

T V , showing our products to the public .
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2 . If you want to buy something in a low price , you may go to the

because products there are always at a high discount .

3 . T he mobile phone manufactured by H aier Co . is sold all over the world ,

having defeated a lot of .

4 . Many famous companies are producing and selling in sports field ,

including spor ts sui ts , , bags , etc . .

5 . Chinese Women Volleyball Team has got a posi tion in the

championships , which is the best performance in the recent year s .

6 . Before a new product is launched , the most effect ive must be made

in order to make su re that the customers accept it .

7 . Football athletes in China have to take part in a long-run every

year to get the qualificat ion to involve in the matches between the football

clubs .

8 . It is very importan t for the companies to choose the sui table to

meet the demand of customers .

9 . Motorola has reasonable , which can meet various customer needs

and desire .
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C ha p t e r 1  Fa c i n g a B us in e s s C h a l l e n g e a t N i k e



Chap t e r 2

Investigation by G NB New Zealand

T he market

T he total bat tery market is dependent on the total car population1 . T his

comprises the OEM2 mar ket or the new car market , and rep lacement market .

T he OEM market experienced a dramatic decline in the period 1988-1991 . T he

number of new car sales regis tered fell f rom 82 , 000 to approximately 47 , 000

during this period . Despite this , GNB steadily increased its hold of this OEM

market each year , cap turing nearly all the OEM business except for H onda

( Lucas has this contract ) .

Although the bat te ry that is placed in the new vehicle is sourced from
3

GNB ,

it does not bear a GNB brand label . This is because the OEM�s like to label the

bat tery themselves . T oyota , for example , labels i t s bat teries using the“Toyota”

name , w hile Mitsubishi ( who still insis ts on its own label ) , brands its bat teries

as“Autokit”products .

Replacement Toyota bat te ries are purchased at Toyota car dealers , who have

a service outlet and replacement Autokit bat te ries are available at Mitsubishi

dealers .

The New Zealand battery market is characterized by4 many suppliers—particularly

Asian , Korean and Taiwanese imports dominate the import sector and have

sparked heavy competition based on price-cutt ing .
5

A weaker dollar , lower fixed

costs and the absence of tariffs have allowed Asian companies to cut prices while

s till main taining reasonable margins for the dist ribu tion chain . This has put

considerable pressure on New Zealand manufactured goods . During the period
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1988-1991 , the number of imported bat teries as percentage of the total bat tery

market increased from approximately 5 percent to 25 percent . In 1991 , GNB had

53 percent of the total bat tery mar ket in New Zealand . In 1988 , they held about

60 percent of to tal market share .

Distribu tion

T he industry�s dis tribut ion channels have largely evolved in a haphazard

fashion .
6

Wholesale rs and retaile rs are often one and the same . A large parts and

accessories dis tribut ion channel has emerged as a result of the OEM market .

OEMs keep quantities of bat tery s tocks , as do some fleet car managers in

companies . T he parts and accessories outlets largely cont rol all the f ranchised

car dealers . A s part of a franchise contract , dealers must take most of their par ts

f rom the OEM . Bat te ries are no exception .

In the replacement market , product moves primarily through service

sta tions , au tomotive electricians , tyre companies , parts and accessory shops , and

battery special ist shops . Most of GNB�s product ( 44 percent ) moves through

service s tat ions and auto-elect ricians , al though it is very difficult to tell where in

the chain they receive the product and its dest ination .

T he dis tribut ion side of the business is largely motivated by margin . Service

s tation owners and auto-elect ricians look for a product that sells well and returns

acceptable margins . A“ cost-plus” mentality st ill prevails , and is largely

encouraged by the manufacturers .7

Most dis tribu tion outlets either carry Lucas or Exide , and an import .

Impor ts appeal to the more price-sensi tive buyer , while the choice to carry the

New Zealand-made manufacturer is largely determined on price and service from

the supplier . It is also determined by the types of labeling the product has . For

example , a Toyota dealer that has a large repair and service workshop is likely to

s tock the same Toyota bat teries .

·21·

C ha p t e r 2  In v e s t i g a t i o n b y GN B N e w Z e a la n d



Buyer behavior

In 1992 , market research was completed to investigate consumer perceptions

of bat teries current ly on the market as well as the consumer at t itudes to car

bat tery outlets—w hat motivate the buyer , where people purchased their las t

bat tery and why . T he research f indings f rom 1 ,100 telephone interviews

showed:

1 . 18 percent of respondents could not name a brand of car bat te ry . T hose

who did name a brand named at leas t two and these respondents were more likely

to be men , aged 34-44 , and blue-colla r workers8 .

2 . More than three-quar ters of all bat teries mentioned were Lucas and

E xide . 39 percent of respondents named Lucas firs t , while 33 percent of

respondents named E xide first .

3 . Respondents naming Lucas tended to be younger than those naming

E xide , to be driving older cars and to be North Islanders9 . H ighest brand

awareness of Exide was among men aged 45 or more , South Islanders and owners

of newer cars .

4 . P ropensi ty to buy a specific brand was low . Only one-third of respondents

were in tending to specify a brand at the next purchase—38 percent of people did

not know which brand they would choose to buy , while 20 percent would rely on

garage recommendation . Garages and service s tations were important influencers

on brand choice to women and older people . Of those that would specify a brand

next t ime they bought , people were twice as likely to buy Lucas than E xide .

5 . P rice as well as the influence of the stockis t and installer was the most

importan t reasons for selection of a part icula r brand . 17 percent of respondents

said they would buy the cheapest . T hese people were likely to be younger men in

blue and white-collar occupations10 . Blue-collar men buy batteries based on

previous good experience .

6 . Lucas and Exide buyers were able to give more concrete product

per f ormance reasons for buying than could other brand purchasers . Both Lucas
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