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1. Listen & Observe
e Focus on overall melody and rhythm

ImPrOVing e |[dentify familiar words
PrOnunC|at|On 2. Read & Analyze

th ro Ugh e Study lyrics with transcript

e Mark stress and intonation

3. Practice & Repeat
e Shadow reading with audio
e Section-by-section practice

4. Perform & Record
e Full song practice
e Self-recording and evaluation




Beginning Level:

e "Head, Shoulders, Knees and Toes"
* “Jingle Bells”

¢ “Do-Re-Mi“ (The sound of music)

Recommended

Intermediate Level:

e "You Are My Sunshine"
¢ "What a Wonderful World"

Advanced Level:
e "Perfect" (Ed Sheeran)
e "Count on Me" (Bruno Mars)




VWarming up



What does “Strateqgy” remind you of?




Brainstorm

Imagine you are a CEO of a start-up company,

=

what do you need to consider to make a

strategic plan for your own company?




Warming up

Suppose your company is going to develop and launch a new product. Which of
the following factors will you consider when you make strategic plans? Put them in order
of importance.

) 1 product development: develop new products, redesign old products, etc.

) 2 economic forecasts: forecasts of expenses, revenue, profits, cash flow, etc.

) 3 competitors: companies that produce similar products

) 4 technology: use of some new technology, such as e-commerce, VR, robots, etc.

) 5 human and financial resources: employees, technicians, financial support, etc.

) 6 fashions and trends: the style of product that is going to be popular among people

) 7 current sales: the analysis of current sales figures




| Business concepts

Resources o B, A, M. HRMERR
Strategy o Bk, HLXI
sh . T 8]

Competition .

53
Threat o
Market .« 35

Objective o Bk ( KBUA) BAR. Mok BT

Opportunity o ML, HLiE



Warming up

Read the words or phrases and their explanations. Then complete the following paragraph with the
words or phrases. Change the form when necessary.

resources: all the money, property, skills, etc. that you
have available to use when you need them

strategy: a planned series of actions for achieving
something

competition: the people or groups that are competing
against you, especially in business or in a sport

threat: a person or thing likely to cause damage or
danger

market: an area or arena in which commercial dealings
are conducted

objective: something that you are trying hard to
achieve, especially in business or politics

opportunity: a chance to do something or an occasion
when it is easy for you to do something

Developing a successful strategy s g
vital part of planning process for all
business organizations. Analyzing where
a business stands in relation to its

markets and _competition enables it
to identify potential opportunities for
growth and potential _ threats Ctis
then possible to set strategic

objectives  gnd to predict the human
resources needed to

and financial
achieve them.




Business knowledge
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»
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\ .1
STRATEGY??
€ 5


resources/What is strategy.mp4

Business Knowledge Understanding the text Language Work

Five essentials of an effective strategy

Like the mission statement or guiding principles, a strategic plan itself
accomplishes nothing. What matters is whether the people of your
organization understand and internalize the strateqgic direction you have

articulated and can make tactical choices on their own. ——
3 R It M AR

H Ao ST AR 3 X BR R SR WX ok B AT




Essentials No. |: understanding

What matters...

+ BEAEEZNTF. K8

o  +IE., LiF4E4E

Practice

d All that matters is...

ME—E AR

(d The only thing that matters is...

E—E N ..
d  What really matters is...
AEEFTENE..

d Nothing else matters

Bl 7 N

LEENARNBAT 2, WAt 4.
What matters is not what you say, but what you do.
23T KRB, REEWRRANIEE.
What matters most to me is my family's health.
3AER ALY, EEHEREFIHIE.

In business, what matters is customer satisfaction.




Business Knowledge Understanding the text Language Work

Five essentials of an effective strategy

A rigid strategic direction seldom turns out to have been the best
course of action. To assure that your business is nimble and able to
react to changes in the marketplace, it is essential that your strategy be
flexible and adaptable. It is essential to build and employ effective
mechanisms for observing and listening to what Is going on in the
competitive environment.




Essentials No. 2: flexibility

3 Rigid vs. nimble d Employ +
0 Strategies 5k 5 8%

d It is essential that/to do - !
/ O Tactics F A AR

- Bu“df" | o O Resources ¢ f &R
QO Relationships 3 3% % 0 Approaches 3£l 7 ik

O Trust 3 34+
O Reputation 3L 57 &
0 Consensus 3 3537



Business Knowledge Understanding the text Language Work

Five essentials of an effective strategy

varied input

To ensure that your strategic team Is ready to make effective decisions,

look carefully in the mirror. Do you encourage debate, even argument,
among your team about key decisions, or do you encourage toeing the
company line? Remember that the well documented occurrences of
group think occur not because of oppressive or stifling leaders. Rather,

it tends to occur when leadership groups enjoy collegial and fond
relationships.




Essentials No. 3: Group input

d Look in(into) the mirror

3 Encourage + n./doing
d Debate

d Argument
O Toeing the company line

0 Oppressive leaders JE 4| 2! 40 -
0 Stifling leaders 1EAE E. 8740 5
0 Collegial and fond relationships & 471 5t.#4 % %



Business Knowledge Understanding the text Language Work

Five essentials of an effective strategy

This is the essence of the famous SWOT model. Thie strategist must

understand the effects and dynamics of external entities such as
competitors, suppliers, requlators, and strategic partners. A sound
assessment of these external factors leads to a rich understanding of
threats to ward off and opportunities to pursue. A realistic self-
assessment enables the organization to leverage the strengths of the
organization and to shore up areas of weakness.




| Essentials No. 4: SWOT model

d Sound assessment A3 1F4&

\l\@&ness d Self-assessment F & 1F4&
d Rich understanding

J Deep/profound/thorough/comprehensive

J Ward off threats — avoid/prevent

d Pursue opportunities — seek/find/seize/grasp

(d Leverage strengths — utilize/develop/apply
3 Shore up TNfE. F $#4% - reinforce/remedy/improve



Business Knowledge Understanding the text Language Work

Five essentials of an effective strategy

You don’t need to be world class at mundane business practices that

are not your distinctive competence, but you must maintain
standards of work equal to that of your competitors. You must be
world class at something that differentiates you from the competition.
Moreover, all members of the organization must keep the
uniqueness of their company In the forefront, always keeping
competitive advantages unharnessed In order to compete In a
vigorous manner.




Essentials No. 5: uniqueness

0 Be world class at 3 —FLhY Q Storefront &4 5
O mundane business practices = O Riverfront /7 i 3.

i BT Ak S 8K Q In avigorous manner
Q Uniqueness J&—JT—#) Q Vigor (n.) 7 7

Q Unique (adj.) d Energetic

Q Distinctive Q Lively

Q Incomparable

Q inthe forefront LR 7



| Five essentials of an effective strategy

3. results from the

input of a
diverse group of
2. allows thinkers. 4. follows a thorough
so that the direction and deep of
i% of the organization both the external
/ can be adapted to environment and the

changing internal capabilities
circumstances. of the organization.

1. Is deeply An 5. identififes
and - areas o
1 ﬂ shared by the EffECtlve

organization. st rategy advantage.




Reading




Nike’s Goddess

The company takes its name from
Nike, the Greek goddess who
personifies victory in any field

including art, music, war, and
athletics.

Nike of Samothrace

On display at the Louvre
(B3 18)




Nike’s goddess

Could a famously masculine company finally click with | Click with someone
, , (v.) &4k H#HATIR
female customers? That was the challenge behind Nike |  #]. & %/548

Goddess, whose goal was to change how the company

designed for, sold to and communicated with women.

I meta but we didn't clic
i QiM g\ j
Masculine (adj.) H 3 FS 48 2 o)

Feminine (adj.) 2= S #) o ﬁ

.

flantoons




Background & Question




Background (paragraph | + 2)

-
> )
In its 30-year history, Nike had become the
Mostly L undisputed leader in sports marketing. But

about men

beneath the success was an Archilles’ heel. Nike

IS named after a woman, the Greek goddess of

victory—but for most of its history, the company
had been perceived as being mostly about men.

& )




Background (paragraph | + 2) |Female marketis
now needed

yd
(o )
Could Nike do more to realise the full potential of female
customers? And how could it afford not to,[given the
threats to its futureAir Jordan running out of ai
brands like Skechers digging into the teen market with
shoes inspired by skateboarding, not basketbaIIl That was
a huge question at Nike HQ. The launch of Nike Goddess
was the makings of an answer.




Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Discuss the following questions in groups.

2 What 1s your understanding of “And how could it afford
not to, given the threats to its future with Air Jordan
running out of air and brands like Skechers digging into
the teen market with shoes inspired by skateboarding, not
basketball.”” in Paragraph 17

Faced with threats coming from inside and outside,

Nike has to exploit the female market to maintain its
growth.



Archilles’ heel T % 3iifr > 3

An Achilles’ heel (or Achilles heel) is a weakness despite
overall strength, which can lead to downfall. 2455 &,

Achilles was one of the most famous heroes in
Greek mythology. Legend has it that after his birth,
his mother wanted to make him immortal, so she
held him by his heel and dipped him into the River
Styx. However, the spot where she held his heel
wasn't touched by the water, becoming the only
vulnerable part of his body.

When Achilles grew up, he became an invincible
warrior and achieved great military feats in the
Trojan War. However, in the end, Paris, the prince
of Troy, discovered this weakness and killed
Achilles by shooting an arrow into his heel.




| Air Jordan running out of air  |pun X X%3E

This might be be ﬂn m[mit kor in history.

Watch the video, and answer
this question:

Who have driven the

marketing of Nike?

-

Sneakerheads

FREEAE



../resources/Josh Luber-Why sneakers are a great investment.mp4

Sub-sections




Reading: sub-sections

Just doing it differently

. How t It
lee goddess /— ow to sell to women
dS dan answer \— How to design for women

How to talk to women




A.Just doing it differently 7 B2 4%

List the major characters mentioned in this section.

Phil Knight John Hoke Mindy Grossman

Match their names with the things they are responsible for.

1 Nike being seen as a male brand

3 creating a new style of Nike retail outlet

4 persuading Nike retailers to accept the Nike Goddess concept

5 putting sports celebrities under contract




A.Just doing it differently 7 B2 4%

1. List the major characters mentioned in this section.

Phil Knight John Hoke Mindy Grossman

2. Match their names with the things they are responsible for.

1 Nike being seen as a male brand

3 creating a new style of Nike retail outlet

4 persuading Nike retailers to accept the Nike Goddess concept

5 putting sports celebrities under contract




A.Just doing it differently 7 B2 4%

2. Match their names with the things they are responsible for.

1 Nike being seen as a male brand

3 creating a new style of Nike retail outlet John Hoke
4 persuading Nike retailers to accept the Nike Goddess concept Mindy Grossman

5 putting sports celebrities under contract Phil Knlght




Nike’s hiStOry Phil Knight: CEO and runner

For much of this history, Nike’s destiny
was controlled by its founders, Phil
Knight and his running b_u_d_dm who
signed up athletes in locker rooms and
made their executive decisions.

But by throwing together a diverse
team of people with different

backgrounds and different levels of
senijority, Nike has found that it can

keep many of its core attributes while

adding new sources of inspiration.




Words and expressions

Destiny (n.) #3%, Bl iR

Buddy (n.) L%, 1k, AAX(EEN)

e buddy-buddy (adj.) 3F & & % #Y

Locker room (n.) FRE (¥ 5. RFIERIH LR 5 1A] )
Executive (adj.) &K H, £ HE, HAH

e an executive committee }ATH i &

Diverse (adj.) R &1, 2 F 8

e different 7 [7] #7 | varied % & &9
e diversified % #£4L# | disparate 1 7] &
e wide-ranging/ i I



Words and expressions

- , Core attributes &M
Seniority (n.) 3%, 347 attribute (n.) B1E. 45/

e e.g. They offered him a post befitting e e.g. Generosity is his first attribute.
his seniority and experience. R AT IR
RAVSAIT — Mt ot o (v) BEF, £..H1ES (to)

5 LA TR . e e.g. She attributed her success to

e -->senior (adj.) FFK . KR good luck.

o > I X: elder/older/superior WA B T HR I ) B TS A

e --> Jx X : junior/young/immature



New inspiration

Take the combination of star designer John
Hoke and newcomer Mindy Grossman, vice

president of global apparel.

Hoke designed the look and feel of the first
Nike Goddess store.

Then Grossman, whose career has included
helping make Ralph Lauren into a retail
icon, pitched the design ideas to Nike’s top
retailers as stores within stores. Now it
looks like Nike has a chance to reach a
crucial objective: double its sales to women
by the end of the decade.

Nike Goddess Store




Brand: Ralph Lauren

Preppy style F &R

ma "~ American classic £ X &

| gﬁ—?; Luxury casual 4k | 24k

. . . \ S
8l Aristocratic lifestyle J 2 2E 7EF 5\




Words and expressions

Apparel (n.) KAk, RZE Pitch (v.) J7 . 3B M1#t,; R
e.g. Women's apparel is offered in e.g. My agent has pitched the idea
petite, regular, and tall sizes. to my editor in New York. 3 B4X 32
HEARASH D, Bk E., A TEWRIELLE RIS FEAA

7% o

lcon (n.) 181%, B4Fr, &5
fashion icon H} {m 35 A Retailer (n.) ZE’%]EL
cultural icon X ALAH1% online retailer w7

P A i | otk
computer icon %A% B 4% discount retailer 13X &



Words and expressions

= Crucial (adj.) <&8w), K\ EH

e a crucial moment X420} 3|
e e.g. The next step is crucial to [for] our success.
o T—NNTBAF KA ORI T E I

° ;ﬁl—: FE.
e critical, decisive, pivotal, life-and-death

e vital, essential, key, indispensable
® paramount




B. How to sell to women

Nike Goddess began as a concept for a women-

only store and there’s a reason why.
| REEAE
Many of the retail settings in which the

Gk

company’s products were found were a turnoff -~

to female customers: dark, loud and harsh—in
a word, male.

In sharp contrast, the Nike Goddess stores have

the comforting feel of a woman’s own home.




Previous retail stores: A turnoff

| Comforting feel of home

‘ ()
) -
. . f <
- 4
’
r
-

~s

Nike Goddess stores:




Words and expressions

Setting (n.) 1 &, ¥, X E

e e.g. an old farmhouse in a beautiful setting Harsh (adj-) }IE}/:J‘% / ﬂ‘ﬂﬁ% / ﬁ']—ﬂlélﬁ
I E W — A R R A : T
e harsh punishment /™ ]

Turnoff (n.) fE AT, TLIH) 77 70 BRI O et A )
e a harsh voice | F-¢4 & &

e e.g. You don‘t think the story’s a turnoff?
A AR IR ECFARTCIN 4.7

In sharp contrast #fBf 3} kb

e e.g. Today's rain is a sharp contrast to
yesterday's sunshine.

AR R 5 0E R TR SRR B8R 2 b



C. How to design for women

Designing a new approach to retail was only one
element in Nike’s campaign. Another was
redesigning the shoes and clothes themselves.

Nike’s MME@_[ designgrs workegl on 18-month.s Footwear: 18-months
production cycles—which made it hard to stay in

step with a new styles and colours for women. The

apparel group, which works around 12-months '

cycles, was better at keeping up with fashion
trends. But that meant that the clothes weren’t
co-ordinated with these shoes—a big turnoff for

women.

Apparel: 12-months




Words and expressions

Footwear (n.) B ( A3

I
Element (n.) &%, ¥4 23 )

e e.g. Love is an element of e e.g. Some football players get
kindness. paid millions for endorsing
N O VAN footwear.

o [[F] X37] o RIRiz o) A EER
- element 4 i AR B — N AR 7 R

- factor TB K M. & K FH0H £
EH %



Words and expressions

Stay in step with 51 —Z .,
e stay/keep/march in step with 3~ a3t

Keep up with 38 ., RFB %

e e.g. She likes to keep up with the latest fashions. 4t = 2k #T B £ .

Coordinate (v.) 1% #+8

e - coordinated (adj.) ¥+ &4

e - a well-coordinated surprise attack—Jk 5¢ % BLA B R %

I



D. How to talk to women

©) )

Reading Task

n this paragraph, a “topic sentence” with “quotation as
evidence” is used frequently.

Please find out all the sentences that express opinions and
the corresponding evidence in this paragraph.

C y




D. How to talk to women

evidence

evidence

opinion

evidence

When Jackie Thomas, Nike’s US brand marketing director for women, first heard
the phrase “Nike Goddess,” she wasn’t impressed.

“I don‘t like talking to women through gender,” she says.

Nike Goddess had to mean something to women and it was her job to make that
happen.

“Women don’t need anybody’s permission. We are at our best when we are
showing women a place where they didn’t think they could be”.

For John Hoke, the real power of Nike Goddess is not about traffic at stores. It’s
about changing minds inside the company.

“I knew that Goddess could galvanise us,” he says, “It was an opportunity to
redefine and re-energise our entire brand around a market that was taking off.”




Words and expressions

Impress (vt.) ... H TEH % Permission (n.) ¥, F&

e - impression (n.) ff % e ask for permission 3§ K 4T

e - impressive (adj.) 26 A RZ| B S0 e without permission SR £ 17,48 K

e - impressionism (n.) Ef £k e by permission of 2 .0 ¥

e e.g. He impressed me as an honest e with your permission e A7 /E 1015
PErson. e written permission 4 7] ik
BRI RRANZEA. °

: . . e - permit (v.) L
®e.g. Her smile was Very impressive. o . ‘ .
Wb B AR S 2 AARIR G| B ED B e - permissive (adj.) FETFET, A



Words and expressions

At one’s best 35 B| BAEIR A Translation practice
AR 4 S35 4 b R R T B AR
Galvanise (v.) #U3h . BN EESIEEZIE T LI E VN
e galvanise someone into doing sth. Ak F B3R FM, (impress,

B e AR F galvanise)

e e.g. That threat of losing their jobs ;

ilﬁgézgﬂjt,h;kg;% Lr;t/claftﬁigll - The young entrepreneur's success
Wb ah B B e S . .
/ i story not only impressed investors

but also galvanised countless
startups to pursue their dreams.




Reading: sub-sections

Just doing it & Egss vERcE o pom
differently .

Nike

How to sell to women
goddess /////__
2l el \_ How to design for

anNswer women

How to talk to women




| Retailer XEW. XEE

- a person or business that sells goods to customers in a
shop ZE® . KEJE

Types of Retailer

| 1o B 0
!UI.!UUUU_(V i




Production cycle &= #. #|i&

 the period during which the objects of labor (raw products
and materials) remain in the production process, from the

beginning of manufacturing through the output of a
finished product.

Relﬁtroduction in

Producer Productio& Cycle

Distributer Recycling
Production
Cycle
) Separation
Retailer by Categories
T — Disposal and

Collection

o




| Brand marketing 5 &4, %ﬁ#ﬁéﬁi

BI'CI nding Mdrkeﬁng Source: BrandingCompass

Name Value Proposition Campaigns

Web Design Content Marketing

Voice Inbound/Outbound
Logo Advertising
Tagline Offers
Expectations B ra nd i ng M O I"ke'l'i ng Channels
Fonts Promotions
Colours Media
Promises Sales Calls
Visual style SEO
Personality Message Leads

Reputation




| Traffic %k

- the number of people buying a particular product or
using a particular service




Understanding the text



Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Read the text and find out the people who are responsible for the
following.

1 Nike being seen as a male brand __ Phil Knight

2 taking market share away from Nike Skechers

3 creating a new style of Nike retail outlet John Hoke

4 persuading Nike retailers to accept the Nike Goddess concept

Mindy Grossman

5 putting sports celebrities under contract _ Phil Knight

6 communicating more effectively with women Jackie Thomas




Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Which of the following strategy process has Nike taken
consideration?

product development

economic forecasts
competitors

technology

human and financial resources

fashions and trends

current sales

Into




Read N g Read the text again and complete the SWOT analysis with the different
elements of Nike's strategic position.

Business Knowledge

Understanding the text St rengths WeakneSS

Language Work

Grammar in Use L_eader in sports marketing Unappealing/unattractive to
women, Nike town stores are
dark, noisy and harsh, fashion
and shoe cycles do not match

Opportunities Threats

To use the targeting of women
as an opportunity to redefine /
re-energize the entire brand

Competition




Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Discuss the following questions in groups.

1 What three changes has Nike had to make iIn its effort to

appeal to a female audience?

Setting up women-only store, redesigning the shoes and
clothes for women, “Nike goddess” which Is a brand
marketing for women




Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Discuss the following questions in groups.

2 What Is your understanding of “And how could It afford
not to, given the threats to its future with Air Jordan running
out of air and brands like Skechers digging into the teen

market with shoes inspired by skateboarding, not basketball.

In Paragraph 17

Faced with threats coming from inside and outside, Nike
have to exploit the female market to maintain its growth.




Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Discuss the following questions in groups.

3 What i1s your understanding of “For John Hoke, the real
power of Nike Goddess Is not about traffic at stores. It’s
about changing minds inside the company.” in the last

paragraph?

The iInspiration of “Nike goddess” aims to not only
promote sales, but more Importantly, provide an
opportunity to redefine and re-energize our entire brand
around a market that was taking off.




Reading

Business Knowledge
Understanding the text
Language Work

Grammar in Use

Discuss the following questions in groups.

4 What 1s your understanding of “It was an opportunity to
redefine and re-energise our entire brand around a market

that was taking off.” in the last paragraph?

The female market is of great potential and Nike will seize
the opportunity to redefine and re-energize its brand.




¥ JF4E1%: toe the line

Business knowledge (paragraph 3):

Do you encourage debate, even argument, among your team about key
decisions, or do you encourage toeing the company line?

“Toe the line” ARIAApA~. EFHE

e -> do what is expected
e e.g. He might not like the rules but he will toe the line just to avoid trouble.

Wk AR, R T 8RR A ST R AR



| SWOT analysis - £ #4047

What’sina SWOT analysis?

The good The not-so-good
5 Strengths Weaknesses
(O]
'Z» What resources can we deploy? What abilities are we lacking?
E What are our advantages? Where are we starting to struggle?
I What's working well? How can we overcome these?
=
)
= e 0
2 Opportunities Threats
3 Who might most value our strengths? What headwinds do we face?
2 What trends work in our favour? Who might challenge us?
2 What prizes are within reach? What could go wrong?
=

BiteSize Learning




Language Work



Business Knowledge Understanding the text Language Work

Replace the italicized words or phrases with the one that has a similar meaning.

1

Nike’s destiny was controlled by its founders ...

A. designers B. sponsors Cffeators

The company had an Achilles’ heel.

A. strongpoint B. secret weapon C.jpfeakness

... a collection of people with different levels of
seniority.

A. knowledge yrank C. performance

Nike has found that it can keep many of its core
attributes ...

A. origins yualities C. aspects

5 ...vice president of global apparel ...

ylothing B. equipment C. designs

6 Footwear designers worked on 18-month production
cycles.
A. shifts B. delays CgPeriods

7 | knew that Goddess could galvanize us.

ymotivate B. surprise C.renew




Business Knowledge Understanding the text Language Work

Match each of the following nouns with one set of verbs or phrasal verbs.

1 develop resources customers
design

2 identify
take

3 set an opportunity
achieve

4 allocate
provide

5 attract
draw in

a strategy an objective

Previous page Next page




Business Knowledge Understanding the text Language Work

Complete the passage with the following words. Change the form when necessary.

Mario Moretti Polegato is the 1 founder of Geox
footwear. In the early 1990s he created a new footwear
2 concept : A special membrane that could be used in
shoes to prevent perspiration. He approached Nike, Adidas,
Timberland, the3  leaders of the footwear market.

But nobody was interested. So he decided to go it alone and
set up his company with five employees. Today the company
has 2,800 employees and sales of $350m. Mario thinks the
company’s next 4 _opportunity will come from the clothing
market and he plans to produce a range of clothes incorporating
the same patented material. Theonly 5 threat that
Geox faces is the same for all fashion businesses: A sudden shift
in consumer 6 __trends

Previous page Next page



Business Knowledge Understanding the text Language Work

Look at the words from the text and how they are formed. How do the suffixes change the form of the word?

1 active adj.—activist noun / person
2 misery n.—miserable adjective
3 senior adj.—seniority  noun

4 custom n.—customer noun/person
5 resident n.—residential adjective
6 energy n.—energize verb

What affixes can you attach to the following words? How do they change the form of the words?

diverse  diversity inspire inspired / uninspired / inspiration opportune opportunity
design designer public publicity / publicise commerce commercial / uncommerci

revolutionrevolutionary / revolutionise repute reputation /reputed / comfort  retailing / retailer
reputable / disreputable




Business Knowledge Understanding the text Language Work

Translate the following sentences from the text into Chinese.

1 Could Nike do more to realise the full potential of female customers?

r ST BE R B E 2 BRI T R B3P R I 7 ) oy ?

2 For much of its history, Nike’s destiny was controlled by its founders,
Phil Knight and his running buddies, who signed up athletes in locker
rooms and made the executive decisions.

A SRR L, ALK —BRNREE, ﬁ'—é\iif‘aﬁ-ﬁ']}i%‘i
:Jwﬂﬁ]‘ gaﬁtﬂ’] BRI EEN, ANEERESEZFGREY. &K
ATEUR




Business Knowledge Understanding the text Language Work

Translate the following sentences from the text into Chinese.

3 Now it looks like Nike has a chance to reach a crucial objective: double
its sales to women by the end of the decade.

DERAMEA T ARRERAFHNL: ERERR LR T

HERH—F.

4 Nike Goddess began as a concept for a women-only store, and there’s a
reason why.

%ﬁiiﬁ”%@%ﬁﬁﬁ%%%ﬁﬁgm%%ﬁﬁ,%Eﬁﬁ%
W .




Business Knowledge Understanding the text Language Work

Translate the following sentences from the text into Chinese.

5 Nike Goddess had to mean something to women and it was her job to
make that happen.

B AERBERRARRAEXN, IEZLRDEELR
.




Reading

Business Knowledge Understanding the text Language Work

Translate the following sentences into English. Use the words or phrases in brackets.

1 A A F R RE A F S JE % H H . (executive)

His executive skills will be very useful to the company.

2 MAAR:

&0 5t i AT K R4E. (seniority)

They promote or transfer employees on the basis of seniority.




Business Knowledge Understanding the text Language Work

Translate the following sentences into English. Use the words or phrases in brackets.

3 AIKE KZF AR fe @ T AT ML . (coordinated)
The world’s big economic problems can only be solved by coordinated
actions.

4 BEARE FE—FLTNSREAEF BN RBATS) .
(galvanize)
Politicians normally require a full-blown financial crisis to galvanize
them into action.

5 A Ritm TR, LEIEASEF HF K. (launch)

Since the launch of our products, they had received customers’ favor
both at home and abroad.




Listening




Listening

N\

Bruce Hector is organizing an “Asian Strategy and Leadership” conference in Shanghai. Listen to his
conversation with Naomi Wang, the regional conference manager for Asia and make any necessary
chanaes to the proaram details below.

“Taming the Tiger—Strategy and Risk in the Asian market”
Yangtze Garden Conference Center,] Shanghai.
20 August. Registration fee: |$ 1,650

Time Speaker Title

Downturn to Danger?
Market volatility and growth—an
assessment

09:00 Dr Alasdair Summerville
& President, Orient Automation Systems

10:00 Coffee break

Alasdair Ross Risk Radar
Riskwire—Economist Intelligence Unit Mapping and measuring risk in Asia

12:00 Lunch

10:30

No Brand’'s Land

Building brand identity in the Chinese
market

Eastern Promise?

Liberalization and the single Asian
currency bloc

Professor Giulietta Bertoni
vViian Utnversily

13:30

: Jimmy Tan
15:00 President, Pacific Assets

16:00 Coffee break

Dr Summerville, Alasdair Ross,

.. Panel discussion and review
Professor Bertoni, Jimmy Tan
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Listening

Complete Bruce and Naomi’s conversation with the appropriate future forms.
Then listen again and check your answers.

Naomi: Hi, Bruce. It’s Naomi here. I’'m calling about the conference in Shanghai. We (1 have to)
‘re going to have to  make some changes.

Bruce: Hi, Naomi. OK, hang on, let me get a pen. Right, fire away.

Naomi: | don’t think the Yangtze Garden (2 be) _ will be big enough. We (3 need)

‘re going to need a center that can seat at least 600.

Bruce: That many? Any suggestions?

Naomi: The Mandarin Palace Center (4 be) Willbe  free that day. I've already spoken to them
and | (5 meet) ‘'m meeting the conference manager tomorrow. It (6 mean) Il mean
increasing the registration fee by S50 though.

Bruce: That (7 not/be) _won’tbe 3 problem. Anything else?

Naomi: Alasdair Ross can’t do the morning session as his plane (8 not/land)doesn’t land — p¢j)
9:30, so I've arranged things with Jimmy Tan and they (9 switch) 're going to switch  s|ots.
Also, Milan University say they (10 send) _'re sending Carla Marisco because Professor
Bertoni can’t make it. But the talk (11 be) will be the same.

Bruce: Fine. Make those changes and | (12 inform) _’ll inform everyone at my end.
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| Scripts

Naomi: Hi, Bruce. It’s Naomi here. I’m calling about the conference in Shanghai. We’re going to have to make some
changes.

Bruce: Hi, Naomi. OK, hang on, let me get a pen. Right, fire away.

Naomi: I don’t think the Yangtze Garden will be big enough. We’re going to need a centre that can seat at least 600.
Bruce: That many? Any suggestions?

Naomi: The Mandarin Palace Center will be free that day. I’ve already spoken to them and I’m meeting the conference
manager tomorrow. It’ll mean increasing the registration fee by$50 though.

Bruce: That won’t be a problem. Anything else?

Naomi: Alasdair Ross can’t do the morning session as his plane doesn’t land until 9:30, so I’ve arranged things with
Jimmy Tan and they’re going to switch slots. Also, Milan University say they’re sending Carla Marisco because
Professor Bertoni can’t make it. But the talk will be the same.

Bruce: Fine. Make those changes and I’ll inform everyone at my end.



END
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