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UNIT 1

PRESENTATION SKILLS: BILL GATES
Introduction
What do you know about Microsoft? How did it become so successful?

Do you understand the meaning of the following words you will come across in the text? 
To drop out – hardware – default – strike a deal – vigorously – keynote presentation – seamless – acquisition

Read the text and answer the questions that follow
Bill Gates
Love him or hate him, there’s no denying the achievements of Bill Gates. Without him, you would not be using globally compatible software. He transformed himself from a Harvard University drop-out to the world’s richest man within 20 years, by identifying the enormous potential of this new area of computing. In the beginning Bill Gates famously said his vision was to “put a computer on every desk and in every home”.
Throughout the 80s, when IBM was concentrating on hardware, Microsoft grew at an incredible rate, supplying the software MS-DOS for the majority of PCs. Then came Windows, and by striking deals with manufacturers to pre-install the software on the hard drives of new computers, gates ensured that Microsoft operating systems became the default choice of the vast majority of computer users.

Since founding Microsoft in 1975 and up to 2006, Gates had primary responsibility for Microsoft’s product strategy. He aggressively broadened the company’s range of products, and wherever Microsoft achieved a dominant position, he vigorously defended it.

In his 2007 keynote presentation, he stated that his new vision was for the home to incorporate a single technological hub. A control station that would seamlessly enable all the digital media: the TV, computer, music, Internet to be accessed from one source, and Microsoft was leading the way.
And that is a major criticism of Microsoft. It has become a monopoly and completely dominated every market it enters through acquisition and aggressive business tactics.

Questions

1. What has Bill Gates’ achievements made it possible for us to do?

2. What was his vision at the beginning?

3. What was IBM doing in the 80s?

4. When was Bill Gates aggressive?

5. What is Bill Gates’ new vision?

Functional vocabulary: classic presentation style

Introduction: What makes a great or a terrible presentation?

Preparation

Nothing will relax you more than knowing you are properly prepared. People who give good presentations understand that effective communication begins by considering the audience. From the beginning your audience will be asking themselves: What am I doing here? What’s in it for me?
It is vitally important that you answer these three questions immediately.

Surveys show that people decide in the first 7 seconds whether they are interested in what you are saying.

· Know the audience – Who are you presenting to? What do they know? What do they expect from you? 

· Know your material – Make sure you know the subject thoroughly. Practice your presentation out loud. Keep it clear, well structured and in a time scale.

· Concentrate on your message – The central theme should be linked to every point you make.

· Use good linking and signaling – Tell the audience that you have finished one point and are now moving on to the next one. Lead them through the points, gently but firmly.

· You are the presenter, not Power Point – Use aids to help you get the message across but do not hide behind them.

Delivery and Body Language

· Practice – Don’t stand up and read from your notes: the audience can do that. Know the subject, practice the presentation and deliver it naturally.
· Body Language – Breathe slowly and don’t speak too quickly. Keep your hands out of your pockets, don’t point at people, make eye contact, be enthusiastic, smile!
· Finish with a bang – Remember, your audience might lose interest in the middle of your presentation, but what you say at the end at your speech will make an impression. Make sure you end on a high by using a famous quote or ask a question, e.g. “Let me leave you with this question, is it better to act or to react?”

Practice: in pairs, think of a good quote or a question to finish a presentation with a bang. Present your ideas to the class.

Classic business presentation structure

1. Greet and introduce yourself, your role, presentation title.
2. Overview of main presentation points and duration of talk.
3. Introduce the 1st main point and present. Note timing. Main points should have equal time value.
4. Introduce the 2nd main point and present.
5. Introduce the 3d main point and present.
6. Summary and conclusion.
7. Question and answer session.
Signaling and connecting points

Signaling structure
· I’ve divided my presentation into three parts. 
· First, I’ll talk about… Second… Third…
Introducing a main point

· Let me start by talking about…
· I’d like to begin by…
Finishing a point

· That’s all I have to say about that…
· Now we’ve looked at that….
Starting a new point

· So let’s turn to/ move on to…
· I’d like now to look at…

Linking expressions

· To add another idea: furthermore, in addition, also, moreover, likewise, similarly

· To arrange ideas in order or time: first, finally, meanwhile, eventually, next, subsequently, in the end

· To add an illustration or explanation: for example, for instance, in other words

· To conclude or sum up: hence, therefore, thus, accordingly, in brief, in conclusion, consequently
· To connect two contrasting ideas; to differentiate ideas: however, yet, nonetheless, nevertheless, rather, although, on the contrary

· To emphasize or confirm: indeed, naturally, of course, certainly, undoubtedly, admittedly, plainly

· Referring to what you have said: as I said before; as I mentioned at the beginning

· Referring to what you will say: I’ll come to that later; We’ll look at that in the next part

· Summarizing and concluding: I’d like to summarize the main points; in short, we have looked at…; I think, that covers the main points
· Inviting questions: Are there any questions? Please, feel free to ask.
Read the article, explain the underlined words and choose the correct word of signaling and connecting to fill the gaps.
Bill Gates sells digital lifestyle, despite the bugs

1………. (Despite/Although) suffering technical glitches that prompted jokes, Bill Gates promised that Microsoft Corp. 2. ……… (could/would) help millions of consumers stay seamlessly plugged into a world of digital music, movies, video games and TV shows. “We predicted at the beginning of this decade that this would be a decade where digital would be taken for granted”, Gates 3……. (said/told) hundreds of geeks who gathered for his presentation. “4……. (Despite/Admittedly) it’s going even faster than we expected”. 5………. (Yet/In spite) while promoting what he calls “the digital lifestyle”. Gates showed how vulnerable all consumers – even the world’s richest man – are to hardware and software bugs. 6……….. (While/During) a demonstration of digital photography with a Nikon camera, a Windows PC 7…….. (jam/froze) and wouldn’t respond. 8………. (Meanwhile/Later) in the 90-minute presentation, a product manager demonstrated the user-friendliness of a video game expected to hit retail stores in April. 9……… (However/Although) instead of configuring the game, the computer monitor displayed the dreaded “blue screen” and warned, “out of system memory”. “Teething problems”, gates smiled, and continued to speak without the aid of his computing system. 10……… (Nevertheless/Despite) his company’s inability to present with its own technology is more than just a little ironic.
ROLEPLAY
You need to give a presentation to a potential client or employer. Decide what you want to present – a product, a service, yourself, or an idea. Prepare a 5-minute presentation with a good structure. Take it in turns to give your presentation to the class. Other students should ask questions and give feedback on presentation style and delivery. 

UNIT 2

CUSTOMER SERVICE: DELL

Introduction

What do you know about Dell? How did the company start?

Discuss Michael Dell’s following words: “Sometimes you can’t wait any longer, you just have to take a chance”.

Read the text about Dell and answer the questions that follow it
Dell

Dell Corporation has been built on one distinct and innovative business practice, and that is: its products are not manufactured until after they’ve been ordered. Customers design a personal computer based on their own specifications. It is only after their order is submitted that the computer is assembled.

Dell Corporation has offices in over 34 countries and a presence in more than 170 countries. The company manufactures its PCs in six locations: Texas, Tennessee, Malaysia, China, Brazil and Ireland. But few of us know where it all started.

Michael Dell started the road to success in his dormitory room at the University of Texas in 1984 with just $1,000. He was 19 years old and had an idea to provide affordable personal computers to college students. When his family visited him he had to hide the computers in the bathtub of a fellow student so that his parents did not think he was neglecting his studies.

During the summer break he set up the company. “I had to give it a go and see what happened”, he said. “Much depended on this but I couldn’t resist the opportunity. The deal was, I would start into business full time in May, and at the end of August I would take a look and decide if it was going well”.

He went on to establish the largest computer company in the world. The company employs approximately 46,000 employees worldwide and reported annual revenues of approximately $50 billion. 

Thanks to this original direct-marketing approach and pioneering of the industry’s first service and support programs, Dell Computer Corporation became recognized as the top vendor of personal computers worldwide.

The value of Dell stock has risen almost 70,000% over the past decade and in 1999, The Wall Street Journal named Dell computers No.1 in total returns to investors over the past ten years. Many of the company’s investors have been very pleased with Dell’s performance.

Questions

1. How did it all start?
2. What did the Wall Street Journal name Dell?

3. What is the innovative business practice of Dell?

4. Where does the company manufacture its PCs?

Business vocabulary: Understanding expressions

Choose the best explanation for each word or phrase

1. Lagged behind

a. at a lower speed or level than another   

b. to travel deliberately slower than another

2. Bubble bursts

a. overheated economy collapses

b. expose the truth of the situation

3. Taken on

a. control a company or department

b. given a job

4. To plunge

a. drop dramatically

b. drop slowly

5. Succumb to

a. be a victim of something more powerful

b. be the cause of a problem

6. Complacency

a. trying too hard to succeed

b. self-satisfied and unaware of dangers

7. Bag of tricks

a. personal skills that can be used to good effect

b. methods to hide your weakness

Functional vocabulary: Customer Service Complaints

Customer Service Department sometimes receives complaints. Here are some words and expressions used in the procedure. Match the words on the left with their meaning on the right.

1. Appalling                                 a. Demonstrating good judgment
2. Cope with                                b. Intention to punish

3. Threaten                                  c. Shocking or terrible

4. Sensitive                                 d. Rectify the problem

5. Sensible                                  e. Pay for loss or damage of products/services

6. Compensate                             f. Easily offended

7. To sort out                               g. Be able to manage

Read the article and place the paragraphs in the correct order

Dell 2007

1. “We are disappointed with the company’s results, but what matters is our future plan of action,” Michael S. Dell, the chairman and chief executive, said. The company is hoping overseas expansion, particularly in Germany, India and China, will help grow the company.

2. “The usual bag of tricks – leveraging the supply chain and their economies of scale – hasn’t worked,” Richard Shim, an analyst with IDC, said after dell announced the departure of Rollins. Dell’s inability to capture sales in the booming notebook (laptop) computer market was reflected in its fourth-quarter financial results in 2006, which showed a plunge in revenue.
3. Kevin Rollins was taken on by Dell in 1996 as the operations and business expert, ready to help a 31-year-old Michael Dell make his direct-mail company grow. Together, the two men built a PC empire that changed the industry and made billions of dollars for the shareholders. Michael Dell’s strength was to play the technology visionary, while Rollins made sure the factories kept producing, and the company found new ways to grow.

4. Then there was a battery recall when cells manufactured by Sony began overheating and catching on fire. Dell said net income fell by a third, to $673 million. The last time revenue declined at Dell was in 2001, in the recession that followed the dot com bubble burst.

5. When Michael stepped down as CEO in 2004 Rollins took control of the company. But the meteoric rise to the top of the tech industry slowed dramatically in 2006, and he was axed in January 2007, and Michael was reinstated as the CEO.

6. So what went wrong? Dell appears to have succumbed to a common problem for those at the top: quite simply, complacency. The world has changed, and Dell lagged behind.
Questions

What do you think would boost Dell’s profits in the short and long terms?

Is it always a good thing when the Chairman returns?

ROLEPLAY

Split into two groups. One group is the Customer Service Department at Dell. The other group is a customer group.

Dell Dept. – think of questions to ask the customers about your service, and suggest some new ways to make your service better.

Customer group – think of ways that would make the experience better for you. Imagine a realistic scenario of poor service and tell the Dell Dept. what happened. 

Try to make the role-play as authentic as possible.
UNIT 3
REQUESTING INFORMATION: GOOGLE
Introduction

What do you know about Google? Is the company becoming too dominant?

Read the text about Google. Answer the questions that follow it
Google

Capitalenglishpod.com looks at the phenomenal success of the search engine, Google. The name originated from a misspelling of “googol”, which refers to a 1 followed by one hundred zeros, and was registered in error. Google, however, has made few mistakes and has gone on to have a major impact on online culture.
The company was founded in California in September 1998, and now has annual revenue in excess of $6 billion, but began as a low-key research project by Larry Page and Sergey Brin, two Ph.D. students at Stanford University, California. They were convinced that the pages with the most links to them from other web pages were more important, and worth a higher ranking, and set out to write a program to demonstrate it.
The Google search engine kept its page design simple and uncluttered, and this clean style was fast – text only, no overload of colours – and began to make an impression on the Internet community. Google’s services are run on hundreds of thousands of low-cost commodity computers located around the world.

But how does it make so much money? In 2000, Google began selling advertisements associated with search keywords, and called it Adwords. This strategy was important for increasing advertising revenue, which is based upon the number of hits the ads get.

Adwords are sold based on clickthroughs, with bidding starting at $.05 per click. The advertiser decides how much it wants to be charged for clicks and this price determines how high the rating is on the page.

The Google search engine receives about a billion search requests per day, which is as much as 80% of the market, with Yahoo coming a distant second. And Google isn’t a one trick pony. As it has grown, it has diversified. In October, 2006, Google announced that it had done a deal to buy the popular online video site YouTube for $1.65 billion.

Google is particularly known for its relaxed corporate culture, based on many casual principles including, “You can make money without doing evil”, and “You can be serious without a suit”, and also “Work should be challenging and the challenge should be fun”.

On the other hand, as the company has grown it has also attracted controversy. By allowing certain governments to filter the site for sensitive information it has been accused of censorship. And its registering of cookies, the identity codes for each website a user visits, has done little to stop claims of privacy violation.

Questions

1. What is a “googol”?

2. What did Google start out as?

3. What is so attractive about Google’s design?

4. How are Adwords sold?

5. What has caused controversy for Google?

6. What principles of Google’s corporate culture are mentioned in the text?
Grammar practice: make and do

Make is often used for things we construct from action, and do is used for things that are more abstract. Place the following expressions in the make or do column.
Make:                                                            Do:
An agreement – a decision – a deal – the accounts – an appointment – arrangements – someone a favour – fuss – an impression – marketing research – business with – well – a promise – a mistake – an offer – up one’s mind – damage
Read the text and insert the correct form of make or do into the gap

Sergey Brin, and the co-founder of Google, Larry Page, are in their early 30s, and have 1………. over $13 billion each. Brin talks a lot about Google, but it’s his subtle message that is most powerful: “For people with focus and passion, all things are possible. Sometimes simple ideas can change the world,” he said. “Take the case of the Wikipedia, the free online multilingual encyclopedia, written collaboratively by volunteers. Anyone can 2…….. an entry to the Wikipedia, and anyone can edit it. This is a simple idea – one you could assume would not work, but it does,” said Brin. One reason is scale: it taps the power and potential of a global audience.

Likewise, Google started out with the simplest of ideas, with a global audience in mind. In the mid-1990s, Brin and Page were Stanford students of computer science. Brin recalled that at that time there were some five major Internet search engines, but the importance of search was being neglected. “We believed we could build a better search. We had a simple idea, that not all pages are created equal. Some are more important,” related Brin. “The more links you have the more relevance you must have to the public. If they 3…….. the research it would have been obvious. The algorithm that Google uses to rank pages has evolved over the years, but the concept that not all pages are equal remains the key to Google success.
And what about the competition, Microsoft, for example? Burning up time and energy worrying about what other companies are doing is a mistake, Brin claimed. Instead, think about where you and your enterprise are going, your ambitions and your hopes. Google, he said, will simply focus on opportunities and possibilities made possible by the company’s resources. 

Many ask about Google’s role in China, and some questioned whether the company was cooperating with the Chinese government, enabling censorship of online information. Brin 4……… no excuses and replies with the argument that Google complies with the laws of individual countries, even if Google does not necessarily agree with them, and has never censored the site. Governments do this themselves by blocking information.
What role could Google play in ending the economic gulf between those who have computers and those who do not. “Google,” Brin says, “is working towards 5………. Away with Internet charges by promoting the wireless Internet market. This year, for instance, Google offered to Blanket the City of San Francisco with wireless Internet access at no cost to the city or users. The city has yet to decide whether they will allow this.

Questions

“Do no evil” – is that too good to be true?

Does Google’s domination worry you?

Functional vocabulary: requesting information and action

The polite formula

Examples are graded from the most direct at the top to the most indirect at the bottom.

DIRECT

I want you to…

Please tell me…

Do you know…

Can you tell me…

Will you…

Could you…

I’d like to ask you…

I’d like to know…

Do you happen to know…

Perhaps you could tell me…

Perhaps you could…

Could you possibly…

Could you possibly tell me…

Do you think you could…

Would you mind…
Would you mind telling me…

I wonder if you could tell me…

I wonder if you’d mind my asking…

I wonder if you’d mind…

I was wondering if you could tell me…

I was wondering if you’d mind telling me…

INDIRECT

Practice

In pairs take turns to role-play requesting information or action in the given situations. Use direct style or indirect style as appropriate.

1. You need to find the time of a sales meeting from your secretary.

2. You want to ask for directions to the hotel and stop a policeman.

3. Ask a colleague to pass you a document.

4. Your boss arrives and you want to ask him for a pay rise.

5. You find the computer is not working and call IT to repair it.

6. You speak to a salesperson at Google and want to know the price of Adwords.

Roleplay
You have a meeting with board members of Google to discuss the future of the company. You need to decide the course of action.

Head of strategy: You feel that the best way forward for the company is to control the Internet. This is crucial to everything. Prepare your arguments.

Marketing team: You feel that the best option will be to control the Media, as this will have power over everything else. Argue your case.

Discuss the options and try to come up with a solution. 
UNIT 4

BUSINESS PHONE CALLS: VODAFONE

Introduction

What do you know about Vodafone? Who does Vodafone sponsor?
Read the text about Vodafone and answer the questions that follow it
Vodafone

Vodafone is the largest mobile telecommunications company in the world with a market valuation in 2006 of around $170 billion. Vodafone headquarters are found near London, UK.

The name Vodafone comes from Voice Data Fone, because, the company believes, it reflects the voice and data services ahead of mobile phones. By February, 2007, Vodafone had 200 million customers in 27 markets across 5 continents.
In May, 2006 the company announced a loss of $27.9 billion for 2005, the biggest loss in British corporate history. The loss was blamed on the acquisition of Mannesmann, a German mobile network, and discontinued business in Japan. However, on an operating level Vodafone is extremely profitable and made $20 billion in 2005.

In 1982 Racal Electronics won one of the two UK cellular telephone network licenses and launched Vodafone in 1985. The company set about expanding through acquisitions and organic growth. In 1996 Vodafone acquired Talkland for $60 million. Then in November of the same year, in a defensive move, it bought Peoples Phone for $150 million, a 181-store chain where the majority of the customers were using Vodafone’s network. In a similar move the company acquired Astec Communications, a service provider with 21 stores.

In November, 1999 Vodafone made an unsolicited bid for Mannesmann, and the hostile takeover provoked strong protest in Germany and a “titanic struggle” which saw Mannesmann resist Vodafone’s efforts. However, in 2000 the Mannesmann board agreed to an increased offer of around $225 billion, then the largest corporate merger ever, and the European Union finally approved the merger in April, 2000. This required breaking up the Mannesmann conglomerate and selling off all the manufacturing related operations.
In 2001 Vodafone launched its 3G network enabling mobile phones to display video and graphics.

Vodafone sponsors many high profile personalities and events, including the McLaren Formula 1 team, UEFA Champions League and David Beckham. In 1998 Vodafone introduced its Speech mark logo, and this is meant to suggest a conversation. 

If it had not won the license in 1982, things would have been different.
Questions

1. What did Vodafone have to do once it bought Mannesmann?

2. Who does Vodafone sponsor?

3. What is the market value of the company?

4. What is the name of the company that started Vodafone?

5. Where does the name come from and what is the significance?

6. What was the defensive move of Vodafone?

Business Vocabulary

Phrasal Verbs: Telephone Language

Match the phrasal verbs on the left with their meaning on the right and then fill in the gaps with the relevant phrasal verb in the correct tense

Exercise 1

1. Put off                                               a. Connect

2. Cut off                                              b. Required to wait

3. Hang up on somebody                      c. Disconnect

4. Put through                                       d. Abruptly terminate call  

5. Put on hold                                        e. Make a note of

6. Take down                                         f. Discourage

Exercise 2

1. They……… my details and promised to call me back.

2. Could you……… to the marketing department, please?

3. I don’t know what happened but I was ……….

4. If John calls can you ………, I don’t want to speak to him.

5. I can’t believe it, they just ……… on me.
6. Yesterday I was …….. for twenty minutes.

Functional Language: Checking and Confirming Information

Asking for repetition (if you don’t hear what was said):

· Sorry (rising intonation)
· Excuse me (rising intonation)
· I didn’t hear/catch what you said, could you possibly repeat it, please?
· Sorry, I missed that, could you say it again, please?

Asking for repetition (if you don’t understand what was said):

· I don’t quite follow you
· I don’t quite see what you mean
· Sorry, I don’t understand what you said
· Could you go over that again, please, it’s not clear?
Asking for verification (to check you understand what has been said):

· You did say the end of May, didn’t you?

· Are you saying that…

· It was $8000, wasn’t it?

· Am I right in thinking that….

Asking for clarification (when the speaker is being vague):

· What do you mean exactly?
· Could you explain that in more detail, please?
· Could you tell me a little bit more, please?

· Could you spell that, please?
Repeating information (to summarize the main points):

· In other words…
· What you mean is…

· If I can just recap…

· So the main points are…

· To be clear, you want…

Correcting information (this is normally softened by using a polite form):

· Excuse me, not 18, but 80
· Sorry, I probably haven’t made myself clear, it is not 18, it’s 80
· Sorry, I think there’s been a mistake, it is 80, not 18
· Actually, it is 80, not 18
Speaking

Take the phone calls and write down the information given by the caller. Make sure you ask for verification, confirmation and spelling. And then read the information back to your partner.

Student A: My name is Jeremy Grayson and I work for the Queensland Johansson Hotel. Can I speak to Dorothy Lovell, please? My number is 0777-8344-8203, extension 4429.
Student B: Could you put me through to Mrs. Gemma Haggerty, please, extension 7873. My name is Joanne O’Shea and I work for Jaguar Coated Tools. My address is: 333 Leicester Avenue, Edinburgh, Postcode EI4 6VB.
Read the article on Vodafone, fill in the gaps with a suitable preposition

Vodafone in 2007

In May, 2007 Vodafone said that it had met expectations 1. (for/on) the previous financial year but admitted that market conditions in Europe continued to be difficult. The mobile phone company posted results for the year ended 31 March, 2007, which showed revenues 2. (up/over) 6% on the year to $62 billion. The company also managed to cut its operating loss 3. (at/from) 2005’s $28 billion 4. (to/at) $3 billion.

The firm said it was facing strong competition in many European markets but it was upbeat 5. (about/with) the future. “6. (In/On) Europe we expect market conditions to remain challenging for the year ahead”, said Vodafone CEO Arun Sarin in a statement, “but 7. (with/by) expansion in other areas such as new delivery of technology, we expect better results.”
He added that Vodafone had signed agreements with Yahoo! in the UK, as well as providers in Germany and Italy with banner and content advertising seen as important revenue stream 8. (for/to) the business over the coming year.  Data revenue was said to have grown 30% in the past year with the firm ramping 9. (to/up) its Vodafone Live! service to integrate mobile and PC environments.

Vodafone customers will now be able to access and update their personal MySpace websites 10. (from/over) their mobile phone. The social networking website MySpace said the agreement with the world’s largest mobile phone company was its first entry of many 11. (on/into) Europe’s mobile sector. Vodafone Live! will also be able to edit their MySpace profiles, post photos and blogs and send and receive MySpace messages 12. (in/from) their handsets.
“Their partnership brings together the world’s number one lifestyle portal and the world’s leading mobile operator,” said MySpace’s representative Colin Digiaro. MySpace is owned 13. (to/by) Rupert Murdoch’s News Corporation media group, which bought the website 14. (for/at) $580 million 15. (on/in) July, 2005.

ROLEPLAY
Split into two groups. 
One group is the Strategic Planner for Vodafone and the other is Accountancy Department. Strategic Planners want to acquire Virgin Mobile at a high cost. The Accountancy Dept. has a limited budget to spend.

Strategic Planners prepare the acquisition and decide on the figures and projections. Present the information to the Accountancy Dept.

Accountancy Dept. present the budget.

Groups should ask questions using the language of verification, clarification, repetition, etc.

Try to make the role-play as authentic as possible.

UNIT 5

CAUSE AND EFFECT: IKEA
Introduction

What do you know about IKEA?

What is flat-pack furniture?

What is the company’s image?

Read the text about IKEA and its owner, Ingvar Kamprad. Answer the questions that follow it
IKEA

The founder of IKEA, Ingvar Kamprad, made headlines in 2004 when it was reported that he had surpassed Bill Gates as the world’s richest person. This was a direct result of IKEA being one of the largest, most successful, privately owned companies in the world, generating over $12 billion in annual sales.

Kamprad was born in 1926 in southern Sweden and grew up on a farm. From an early age he learnt how to make money. He bought big boxes of matches from Stockholm and sold them door-to-door making a good profit. He then reinvested the money in other commodities, such as fish, seeds, pens and pencils, and slowly built up his customer base. At the age of 17 he founded the shop, IKEA. The name was formed from Kamprad’s initials (I.K.) plus the first letters of Elmtaryd and Agunnaryd, the farm and the village where he grew up.

Today IKEA is known around the world for its innovative and stylish furnishings. Almost all IKEA products are designed for flat-packing, which reduces shipping costs, minimizes transport damage, increases store inventory capacity, and makes it easier for customers to take the furniture home themselves, rather then needing delivery. The flat-pack style came about as a consequence of a delivery problem. The shop assistants were unable to get a table in the back of a car, and one of them said, “Why don’t we pull the legs off, put them in underneath, and re-assemble it when we get there?” Kamprad realized that the simple idea was revolutionary and a global phenomenon was born. The downside of flat-pack is that the customers have to assemble the furniture themselves, but Kamprad does not see this as a negative point. He believes that the company exists not just to improve people’s lives, but also to improve the people themselves.
The self-service store design and self-assembly furniture are not merely cost controls, but an opportunity for self-sufficiency. One of the most interesting things about IKEA’s philosophy is to start with a price that the consumer will want to pay and then figure out a way to produce it. That is a completely opposite to the way most other companies operate.

“We are always talking about law prices,” one of IKEA’s chief designers said. To design a desk which may cost $1,000 is easy for a furniture designer, but to design a stylish and functional desk which costs $50 can only be done by the very best.”

And Kamprad is not afraid to make mistakes, and says this is good for development. Only the dead don’t make mistakes, he says. The key is to learn from your mistakes and show the world that you are human too. Does this include being a member of the Swedish Nazi party when you were a young man? This was a mistake he tried to keep hidden until it was made public in the 1980’s and very nearly destroyed his reputation.

Questions

1. What was the first thing that Kamprad sold?

2. Where does the name IKEA come from?

3. How did flat-pack furniture happen to appear?

4. What can only the best furniture designers do?

5. Kamprad once made a serious mistake. What was it?

Functional vocabulary: cause and effect

Cause and effect can be expressed in a number of ways. The schemes below show the link between the different language forms.

A. Verbs and verb phrases

1. A (cause) – linking verb – B (effect)

The recent rise in demand has led to an increase in productivity.

2. B (effect) – linking verb – A (cause)

The recent rise in productivity stems from an increase in demand.

Other verb/verb phrases with a similar meaning: 

1. Lead to – result in – be responsible for – account for – bring about

2. Arise from – stem from – be attributed to – be blamed on – be caused by

B. Clauses of cause

A subordinating conjunction links the effect and the cause
B (effect) – conjunction – A (cause)

IKEA faces problems since the interest rates rose.

Other subordinating conjunctions: because – as – since

C. Phrases of cause

An adverb phrase introduces the clause

Adverb phrase – A (cause) – B (effect)

Because of interest rates IKEA faces problems.

Expressions with a similar meaning: due to – because – on account of – as a consequence of – as a result of

D. Sentence connectors of cause

A (cause) – sentence connector – B (effect)

Interest rates have risen. Consequently, there will be less investment.

Other expressions with a similar meaning: therefore – so – consequently – thus (formal) – why (informal) – hence (formal)

Exercise
Complete the sentences below with a suitable link from the line

Due to – account for – so – hence – be responsible for – because

1. The flat-pack furniture system ……… a huge rise in profits.

2. We manage to keep designers …….. we pay excellent salaries.

3. The team achieved record sales last year ……… they will receive a bonus.

4. ………. Customer demand for more styles the IKEA product range is constantly updated.

5. The expansion into China ……… most of our budget last year.

6. Results were extremely good last year.  …….was the bonus.

Read the text and find the phrases used to describe cause and effect

IKEA: Secrets of Success
Ingvar Kamprad was a dyslexic farm boy who, at the age of five, became an enterprising seller of door-to-door goods like matches and string. This small start resulted in a $7 billion business, with over 150 stores in 30 countries.

At IKEA the notion that flat-pack is responsible for all of its success is dismissed. True, it is revolutionary and the profit margins have been attributed to its cost cutting effect, but there is a lot more to IKEA than flat-pack furniture. Ingvar Kamprad works on a much more personal strategy to success. “You can do so much in 10 minutes,” he says. “Ten minutes, once gone, are gone for good. Di vide your life into 10-minute units, and then use each one to the maximum. Sacrifice as few units as possible to a meaningless activity. As a consequence you will be much more productive.”

IKEA’s business idea stems from “democratic design”: the trinity of attractive form, inexpensive production, and high functionality. That idea, combined with what Kamprad calls “an underdog’s obsession with always doing the opposite of what others were doing,” propelled him and his young, non-conventional, risk-taking comrades along the path of constant innovation and experimentation.

What is the real secret of IKEA’s business? “We are a concept company,” answers Kamprad. IKEA’s concept is articulated in the document drafted by Kamprad in 1976 called “a furniture dealer’s testament.” It sets down a set of nine commandments including promotion of the “IKEA spirit” for enthusiasm, thrift, responsibility, humbleness and simplicity; and “always asking why we are doing this or that and refusing to accept a pattern “simply because it is well established”.
But how do you create a successful business on the basis of values? What it comes down to, is asking the right questions. Therefore, don’t ask “Where do we want to go?” or “How do we get there?” but “Who are we?”, “What do we believe in?” and “How do we serve?”

ROLEPLAY

A meeting has been arranged between the CEO, Ingvar Kamprad, and the marketing team. They discuss whether or not to create an on-line store that delivers to customers.

Ingvar Kamprad: you are not in favour of a virtual store as one of the major selling points for IKEA is that the customer must come to the store and experience the product range. When they travel around the different departments they buy more. On-line will limit the spontaneous sales and also create a huge delivery problem.

Marketing team: you see this as a must. All the competitors have on-line ordering and are gaining share through this sales strategy. Furthermore, it will increase sales significantly while reducing visits to the store only marginally. Most shoppers see IKEA as a visual experience but you are losing customers who do not have enough time to visit the store.
The meeting: each of you must promote your side of the argument. Try to come up with a plan that involves some progress in one direction or another.

UNIT 6

NEGOTIATIONS: ASTON MARTIN
Introduction

What do you know about Aston Martin? What is a “gadget”?

Read the text about Aston Martin and answer the questions that follow it
Aston Martin

Aston Martin, full name Aston Martin Lagonda Limited, was founded in 1914 by Lionel Martin and Robert Bamford – but had to wait until after the First World War to begin car production. Like so many British auto manufacturers, Aston Martin has been bought and sold numerous times, and has come close to bankruptcy on several occasions.

Its most famous era started in 1947 when David Brown bought it for ₤20,000. He was a tractor manufacturer who dreamed of entering the motor racing world, and his “DB” initials on the great models remain highlights of Aston Martin’s history.

In 1964 the car entered the American market when it appeared in the James Bond film, Goldfinger. Sean Connery drove a DB5 model with special 007 gadgets, and it captivated American audiences. 

Aston Martin has worked hard to keep the car in front of moviegoers and it featured in many of the James Bond films including the latest movie, Casino Royale. However, with the car’s premium price and company’s limited resources, Aston Martin came close to bankruptcy in the 1980s, when only 1,300 cars were produced over the decade.

In 1987 Ford stepped in and negotiated a rescue package for the company, but annual production continued to drop and dipped as low as just 46 cars in 1992. At that point Ford decided it had to restructure the business and they invested heavily in the manufacturing site and marketing, tripling the workforce from 600 to 1,800 and seeing production rise to over 7,000 models by 2006.

Unfortunately, Ford is a company that faces competition itself and it lost more than $12 billion in 2006. With resources stretched to the limit, Ford decided to sell some of its more prestigious marques and companies began bidding for Aston Martin.

In 2007 the Ford Motor Company negotiated the sale of Aston Martin for over $900 million to a British consortium headed by David Richards – founder and chairman of Prodrive and a Formula 1 team – and called the “Richard Branson of motor sport”.
The challenge for the new owner is to help the company grow. Running a small luxury car producer is not easy. Another small sports car company, Lotus, has lost $35 million a year since 2002. TVR has not made a profit since 2002. And Aston Martin has lost money throughout its history. The number one problem for the management of Aston Martin is its small scale, which happens to be fundamental to its luxury status. The pressure to produce higher volumes would go against the brand management of an elite, custom-made product. Purchasing, bargaining power, assembling, distributing, servicing, and new product development are all made more difficult because of the small volumes, but this is what makes Aston Martin so desirable.
Questions

1. Who founded the company and when?

2. What price did David Brown pay for Aston Martin in 1947?

3. What model did Sean Connery drive in the film Goldfinger?

4. Why did Aston Martin come close to bankruptcy in 1980s?

5. Who owns the company now?

Business vocabulary: financial terms
Place the following financial terms in the gaps in the correct form:

Borrow – win-win – be in the black – lend – call in – ballpark figure – break even – drive a hard bargain – step in – be in the red

1. The point in the business cycle when you stop losing money.

After years of losses we finally______ and next year we will be in profit.

2. To come to the aid of a business that is in trouble.

Ford ______ and rescued Aston Martin from bankruptcy.

3. To be in profit.

Porsche is _______ .

4. To be in debt.

The bank called because we are ______ again.

5. To provide money to a person or business which is repaid with interest.

The bank ______ us $10,000 to start the company.

6. To get money from a bank or a person and to repay it with interest.

We ______ a substantial amount of money last year.

7. To ask for a debt or loan to be repaid immediately.

We will be in big trouble if the bank ______ the loan.

8. An approximate figure that gives an indication of what you want to pay.

Ford asked for a ______ from the British consortium.

9. To be a strong negotiator who concedes very little.

They ______ when it came to negotiating the final price.

10. Where both sides of the negotiations fell happy with the agreement.

It’s a ______ situation, you get to sell the cars and we do the marketing.

Functional vocabulary: Negotiating

Negotiations can go through different stages

1.Preparing the ground

· Expressing doubts
What worries me is…

I’m not sure about that…

· Reassuring
That is true but…

Let me reassure you here…

· Stressing importance
It’s critical we reach the agreement on this…

Let me make this clear…

2. Bargaining

· Opening question:
What sort of order did you have in mind?

What do you think you could deliver?

· Avoiding the answer
I’ll have to confirm that.

Would you mind waiting while I check on that?

· Leading the negotiation
We would like a reduction in the price.

I’m surprised by your terms and conditions.

Would you be willing to consider this…?

· Defending a position

I’m sure you will agree with me on this.

I’m afraid that’s as far as I can go.

3. Closing the deal

If we can do this, are you willing to place an order?

You strike a hard bargain, but let’s shake on it.

Exercise
Recognizing the meaning and purpose of a particular statement in a negotiation is vital. This avoids misunderstanding. Match the purpose (a-f) with the expression (1-6)
1. I’ll have to get back to you on that point

2. I assume you’d be willing to drop the price.

3. Please, bear in mine our costs.

4. Could you give me a ballpark figure?

5. You are a tough negotiator, but let’s shake on it.

6. It’s crucial we keep the transport costs down.

a. Stressing importance

b. Defending your position

c. Avoiding the answer

d. Opening question

e. Leading the negotiation

f.        Closing a deal

Read the article and fill in the gaps with a suitable preposition and explain the underlined words

Ford steps 1. (in/to)  to save Aston Martin

When the Ford Motor Company bought Aston Martin in 1987 the parent company soon realized it had to restructure the sports car company. A turnaround team was formed and recognized that the challenge was not the price but the perception of the brand. Why would anyone pay $200,000 for a product that has a similar performance to cars priced at $100,000? This was a tough question and the answer lay 2.(on/with) the irrational appeal of the car: the emotion it generates, the love, the heart, the soul.
Ulrich Bez is the Ford Executive who masterminded the strategy behind the marque’s re-branding. “Everybody knows it as “the James Bond car”. This association was critical because many people might not be familiar with Aston Martin – after all, they only make a few hundred cars a year, compared 3. (from/to) 3,000 Ferraris and nearly 100,000 Porsche models,” explained Bez. “James Bond brought 4.(about/on) this perception of the car’s masculine sexuality and the branding team promoted it to the target market: affluent consumers seeking handcrafted quality and unlimited engine power. The next step involved refocusing the Aston Martin company,” Bez recalled. “Whatever your strategy is, it must be simple, clear, and understood by everyone from the CEO to the janitor. Nobody wants to read long project plans, so you need to come up 5.(at/with) a plan that fits one page. Then you implement the strategy.”

According to Bez, strategies often fail because of the disconnection between strategy development and implementation. A process, called LEAP (Leadership Aligned with Positioning) prepares the implementation 6.(at/on) all levels.

Eventually, marketing, advertising, engineering and dealer distribution were all aligned to reinforce the same message at every contact point with the consumer. And it worked. Within two years, Aston Martin broke 7.(even/up) for the first time in its long history.

ROLEPLAY: NEGOTIATIONS

The Kuwaiti investors in Aston Martin want to sell their $500 million stake in the company. They want $1billion for it, even though they only invested in the company a year ago.

Aston Martin has a new model in production and orders for 8,000 cars. This is a 1,000 increase on the previous year.

Porsche wants to buy a stake in Aston Martin, as it plans to eventually control the company. It wants to pay $750 million.

The new Aston Martin model is untested, and the operating costs are increasing, pushing the company back into the red.

Split into small groups and negotiate a deal. Try to make the roleplay as authentic as possible.

UNIT 7

SAVE THE BUSINESS: GUCCI
Introduction

What do you know about Gucci?

Who does the company appeal to?

Read the text about the history of Gucci. Answer the questions. 

Gucci
The House of Gucci, better known as simply Gucci, is an Italian iconic fashion and leather goods label. It was founded by Guccio Gucci (1881-1953) in Florence in 1906 as a horse saddle and harness maker. Gucci is one of the most famous, prestigious, and easily recognizable fashion brands in the world.

The group’s sales were up to 70% in the first half of 2006, with Gucci itself accounting for 40% of the total. Other brands in the group, like Yves St Laurent, Stella McCartney accounted for the other 30%. Gucci Group became the second biggest luxury brand (after Louis Vuitton) and is the 46th most recognized brand in the world. Gucci is owned by the French conglomerate PPR and has 425 stores worldwide.

From the beginning, Guccio Gucci understood the importance of building a reputation for his brand and did so by stamping an identifier on many of his special edition creations, such as the brand’s trademark striped webbing or bamboo handle bags. His products were a hit and quickly became status symbols, synonymous with luxury.

After Guccio died in the early fifties, his sons Aldo and Rodolfo took control and led the Gucci brand to iconic status. Fashionable celebrities such as Grace Kelly and Audrey Hepburn were counted among avid collectors. The Gucci took note of this popularity and expanded aggressively, opening stores in glamorous locations such as London, Paris, and Palm Beach in Los Angeles. But for all the glamour Gucci represented externally, there was a great deal of internal discord within the family. Aldo and Rodolfo began a tug of war over the company in the eighties, pulling the brand in different directions, and causing meltdown. Aldo’s son Paolo wanted more control over product development and got into a feud with his father and uncle Rodolfo. To get revenge, Paolo exposed his father’s personal tax evasion to the US authorities. Aldo, who had built the Gucci Brand, was sent to jail. His father tearfully forgave him as he was led away to prison, but the rest of the family saw this betrayal and he exiled from the company.
While the internal problems were bad enough, equally damaging were careless decisions made about product distribution, which negatively reflected on the brand’s reputation. It all took its toll; the brand went from headlines to sidelines, there was over-production, and millions of pirated copies on the market, and the brand was perceived as doomed.
Something radical was needed to bring it back from the brink and the new owners, Investcorp., brought in Tom Ford as Creative Director and Domenico De Sole as CEO. Together the two men resurrected the company by setting down a strategy for recovery, redesigning the products, making them more exclusive and sexy, and giving the employees a much need boost to their morale.

Domenico De Sole, the President of Gucci from 1994 until 2004, quickly introduced American management practices to the Group. He shut down the company’s luxurious headquarters in Milan and listed the company on the New York Stock Exchange. He also successfully fended off a hostile takeover bid by rivals, Louis Vuitton, by partnering with French conglomerate PPR, instead. When, in 2003, De Sole was offered the job, the company was unable to pay salaries. The previous CEO, a Gucci family member, had run the company into the ground. But De Sole managed to turn it around. After introducing American management style, he then tried to introduce the new Gucci to the outside world. “We tried to really understand what the brand stood for,” De Sole said. “We don’t view ourselves as retailers, even though we manage a lot of stores. We are basically brand managers. We were very careful to protect the image.”
By 1995 the company had doubled its 1994 sales. Everybody thought it was a miracle – but it was not. “We had a simple strategy, but we executed it well. Employees were happy because they got bonuses of up to 20% of their salary based on performance. That was almost unheard of in Italy. Even blue-collar workers shared in the success,” recalled De Sole.

So after a turbulent 100-year history Gucci is once again going from strength to strength. 2006 was a record year, when sales jumped 20%, and despite its past problems Gucci has always managed to attract the interest of the world’s royals, celebrities, and “fashionistas”. Now the company is entering a new era, less gaudy and aggressively sexual, but still luxurious, exclusive, and almost definitely expensive. But as Aldo Gucci once said, “Quality is remembered long after the price is forgotten.”
Questions

1. What is the biggest selling fashion brand in the world?

2. What product did Gucci make in the beginning?

3. What did Paolo do to his father, Aldo?

4. Who resurrected Gucci?
5. Who owns Gucci now?

Business vocabulary: selected expressions

Choose the best explanation for each expression. The text “Gucci” might help you
1. Made up of

a. composed    b. invented    c. become friends

2. Fend off

a. resist    b. send    c. attract

3. Tug of war

a. desire to fight    b. battle to pull in different directions    c. repel

4. To take over

a. go faster than something else    b. gain control    c. carry

5. Pull off

a. destroy    b. remove with force    c. achieve something difficult

6. Run into the ground

a. neglect    b. work too hard    c. bury

Functional vocabulary: apologizing

Choose the correct word(s) in italics in each sentence
1. I am absolutely/deeply/sadly sorry for what happened.

2. Thank you for bringing this notion/problem/matters to my attention.

3. I am trying to sort out/sort it out/ sort out it right now.

4. Gucci can assure you that the goods/things/article will be sent today.

5. We are sorry to hear that the product is damage/broke/damaged/fault.

6. Once again, please, take/deliver/accept/believe our apologies.

Read the article on Gucci, explain the words in bold and fill in the gaps with a suitable comparative form
Gucci is back

Strong leadership and an image revamp literally breathed life back into the Gucci brand. After years of turbulence the Gucci label is 1. (strong) than ever. Its brand is clear and consistent, and it is a sought after luxury product. After all Gucci is not really selling shoes and handbags. Gucci is selling image.

On the financial front, the news is also good. In January, 2007, Gucci Group’s parent company, French conglomerate PPR, announced its fourth-quarter results for 2006. Gucci Group, which is made up of several other fashion labels, such as Yves St. Laurent, saw sales of $1.34 billion, up 15.3% from the same period in 2005. Although Gucci is 2. (cautious) than it was in the past, it is still a great result.
This is a far cry from the dire straits the company was in the early 90’s. Gucci’s brand was revitalized between the mid-1990’s and early 2000’s, when the cool designer Tom Ford took over as a creative director. This new role meant that he was totally responsible for the design and conception of product lines within the company: clothing, perfumes and more. He also had to create and carry through the company’s image, advertising campaigns and store design.

Under Ford’s steady hand, Gucci once again became the name in fashion, and by 1999, it was worth an estimated $4.3 billion. It was a remarkable turnaround for a company that was on the brink of bankruptcy earlier in the decade. “We didn’t even have a photocopier,” Ford says. “It seemed like 3. (hard) task, but we pulled it off.” Ford remade Gucci as a stylish, sexy, and exclusive fashion Label with slick designs popularized by stars such as Madonna.

Ford left in 2004 to launch his own fashion brand, but one of his protégés, accessories designer Frida Giannini, has stepped into Ford’s shoes and has been keeping Gucci’s brand at the head of the luxury products market. Her style is 4. (elegant), 5. (aggressively) sexy. And one of her tricks is to mine the Gucci Archives for inspiration and recreating classic designs, for example, bringing out modern versions of the brand’s famous bamboo-handled handbags.
ROLEPLAY

Split into two groups. One group represents the owner of Gucci, PPR.

The other group represents the head designer, Frida Giannini.

PPR: you want to extend the brand into real estate, as they already do successfully with another of their companies, Christie’s.

Frida Giannini: you see this as a big mistake.

Prepare reasons, why and why not, and an alternative to boost sales of the brand. Think about brand protection, customer loyalty and the value of luxury name. Try to make the role play as authentic as possible.
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