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INTRODUCTION 

4 

Teacher's Resource Book 

This book provides teachers with an overview of the whole 

course, together with detailed teaching notes, background 

briefings on business content, the Text bank and the 

Resource bank. 

The Text bank provides two extra FT reading texts per unit, 

followed up with comprehension and vocabulary exercises. 

The Resource bank provides photocopiable worksheet

based communication activities linked to particular 

sections of the Course Book units. 

• Listening bank: extra activities based on each Course

Book Listening interview

• Speaking bank: extra activities based on each Skills section 

• Writing bank: a model answer to the Course Book Writing

task, together with an additional writing exercise 

Test File 

Six photocopiable tests are available to teachers and course 

planners to monitor students' progress during the course. 

There is an Entry test, four Progress tests, which test both 

skills and language knowledge and an Exit test, which 

reviews the work done throughout the course. 

Test Master CD-ROM 

Included in the Teacher's Resource Book, the Test Master 

CD-ROM is a useful assessment resource to accompany the 

course. It includes digital, editable versions of the Test Rle 

tests enabling valid, tailored assessment. It also contains the 

accompanying audio files and a further 12 unit tests. These 

tests assess students' progress in terms of the Vocabulary, 

Language review and Skills sections of their corresponding 

units. Full keys and audioscripts are also provided to make 

marking the tests as straightforward as possible. 

Active Teach 

The Active Teach software provides digital access to a range of 

course components via an interactive whiteboard or computer. 

Components include the Course Book, video and audio with 

printable scripts, the i-Glossary interactive activities based 

on the Course Book content, editable tests, the Teacher's 

Resource Book and the phonetic chart. It also includes the 

Writing file, which provides good models for product writing, 

and Help videos to make using the software as easy as 

possible. 

Using Active Teach facilitates student engagement and 

enables clear giving of instructions and valuable feedback. It 

is ideal for use on a laptop in one-to-one classes. 

3 Overview of a Course Book unit 
A typical unit consists of the following sections: 

Starting up 

Students have the opportunity to think about the unit 

topic and to exchange ideas and opinions with each other 

and with the teacher. There is a variety of stimulating 

activities such as answering quiz questions, reflecting on 

difficult decisions, prioritising options and completing 

charts. Throughout, students are encouraged to draw 

upon their life and business experience as appropriate. 

Vocabulary 

Essential business vocabulary is presented and practised 

through a wide variety of creative and engaging exercises. 

Students learn new words, phrases and collocations and 

are given tasks which help to activate the vocabulary they 

already know or have just learnt. 

There is further vocabulary practice in the Practice File. 

Reading 

Students read interesting and relevant authentic texts 

from the Financial T imes and other business sources. 

They develop their reading skills and acquire essential 

business vocabulary. The texts provide a context for 

language work and discussion later in the unit. 

Listening 

The authentic listening texts are based on interviews 

with businesspeople and experts in their field. Students 

develop listening skills such as prediction, listening for 

specific information and note-taking. They can, if they 

prefer, watch the interviews on the DVD-ROM. 

Language review 

These sections develop students' awareness of the 

common problem areas at upper-intermediate level. 

They focus on accuracy and knowledge of key areas of 

grammar. If students already know the grammar point, 

this section serves as a quick check for them and the 

teacher. If they need more explanation, they are referred 

to the Grammar reference at the back of the Course Book. 

There is further grammar practice in the Practice File 

and in the Business Grammar and Usage book (see 

Extending the course). 

Skills 

This section helps learners to develop their communication 

skills in the key business areas of presentations, meetings, 

negotiations, telephoning and social English. Each section 

contains a Useful language box which provides students 

with the phrases they need to carry out the business tasks 

in the regular role-play activities. 

Case studies 

Each unit ends with a case study linked to the unit's 

business topic. The case studies are based on realistic 

business problems or situations and are designed to 

motivate and actively engage students. Students use 

the language and communication skills which they 

have acquired while working through the unit. Typically, 

students will be involved in discussing business problems 

and recommending solutions through active group work. 

Each case study ends with a realistic writing task. These 

tasks reflect the real world of business correspondence 

and will also help those students preparing for business 

English exams. Models of writing text types are given in 

the Writing file at the end of the Course Book. 

After students have completed each case study they can 

watch the Case study commentaries on the DVD-ROM. 

Here, a consultant talks about the business issues raised 

by each case. This may in turn lead to further discussion 

of the case in class. 

4 Using the course 
Accessibility for teachers 

Less-experienced teachers can sometimes find teaching 
business English a daunting experience. Market Leader 
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sets out to provide the maximum support for teachers. 
The Business brief section at the beginning of each unit 
in the Teacher's Resource Book gives an overview of 
the business topic, covering key terms (given in bold, 
and which can be checked in the Longman Dictionary 

of Business English) and suggesting a list of titles for 
further reading and information. 

Authenticity of content 

One of the principles of the course is that students 
should deal with as much authentic content as their 
language level allows. Authentic reading and listening 
texts are motivating for students and bring the real world 
of business into the classroom, increasing students' 
knowledge of business practice and concepts. Due to its 
international coverage, the Financial Times has been a 
rich source of text, video and business information for 
the course. 

The case studies present realistic business situations 
and problems and the communication activities based 
on them - group discussions, simulations and role plays 
- serve to enhance the authenticity of the course.

Flexibility of use 

An essential requirement of business English materials 
is that they cater for the wide range of needs which 
students have, including different areas of interest and 
specialisation, different skills needs and varying amounts 
of time available to study. Market Leader offers teachers 
and course planners a unique range of flexible materials 
to help meet these needs. There are suggestions in 
this book on how to use the unit material extensively 
or intensively, with fast-track routes through the units 
focusing mainly on speaking and listening skills. The 
lesson notes include suggestions on extending the 
classwork through the DVD-ROM and photocopiable 
materials in the Text bank and Resource bank sections 
of this book. In addition, this book gives suggestions on 
how to extend the course using components including 
the Practice File, the Business Grammar and Usage book, 
and the Market Leader specialist series, which develops 
vocabulary and reading skills (see Extending the course). 

5 Case studies that work 
The following teaching tips will help when using case studies: 

·••····•·•····••··•···························•························•······················••··•••·••··••··•···••··•···•·••·•••·••··••··· 

1 Draw on the students' knowledge of business and the : 
world. 

2 Ensure that all students have understood the case 
and the key vocabulary. 

3 Encourage the students to use the language and : 
communication skills they have acquired in the rest of: 

the unit. A short review of the key language will help. 
4 Focus on communication and fluency during the case 

study activities. Language errors can be dealt with at 
the end. Make a record of important errors and give 
students feedback at the end in a sympathetic and 
constructive way. 

5 Allow students to reach their own conclusions. Many 
students expect there to be a correct answer. The 
teacher can give their own opinion but should stress 
that there usually is no single 'right' answer. 

6 Encourage creative and imaginative solutions to the 
problems. www.ZabanBookc» 
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7 Encourage students to use people-management skills 
such as working in teams, leading teams, delegating 
and interacting effectively with each other. 

8 Students should identify the key issues of the 
case and discuss all the options before reaching a 
decision. 

6 Extending the course 
Some students will require more input or practice in 
certain areas, either in terms of subject matter or skills, 
than is provided in the Course Book. In order to meet 
their needs, Market Leader provides a wide range of 
optional extra materials and components to choose 
from. 

Business Grammar and Usage New Edition 

For students needing more work on their grammar, 
this book provides reference and practice in all the 
most important areas of business English usage. It is 
organised into structural and functional sections. The 
book has been revised and updated for the Third Edition 
and complements the Language review sections of the 
Course Book. Relevant chapters for further study are 
referenced throughout the lesson notes of this Teacher's 
Resource Book in the At a glance section at the start of 
each unit. 

Market Leader specialist titles 

Many students will need to learn the language of more 
specialised areas of business English. To provide them 
with authentic and engaging material, Market Leader 

includes a range of special-subject books which focus 
on reading skills and vocabulary development. Each 
book includes two tests and a glossary of specialised 
language. 

Longman Dictionary of Business English New Edition 

This is the most up-to-date source of reference in 
business English today. Compiled from a wide range 
of text sources, it allows students and teachers rapid 
access to clear, straightforward definitions of the latest 
international business terminology. The fully updated 
New Edition includes an interactive CD-ROM with 35,000 
key words pronounced in both British and American 
English, together with practice material for both the BEC 
and BU LATS exams, and is now available as an iPhone or 
iPod touch app to download from the Pearson Longman 
website. 

Market Leader website: www.market-leader.net 

The Market Leader companion website provides up-to
date information about the Course Books and specialist 
titles and offers a wide range of materials teachers can 
use to supplement and enrich their lessons. In addition to 
tests for each level, the website provides links to websites 
relevant to units and topics in the Course Book and also 
downloadable glossaries of business terms. 

The Premier Lessons subscription area of the website has 
a bank of ready-made lessons with authentic texts from 
the Financial Times that have student worksheets and 
answers. These lessons are regularly updated and can be 
searched in order to find relevant texts for the unit, topic 
and level that students are studying. Premier Lessons can 
be used in the classroom or for self-study. 
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Communication 

Lesson 1 

Each lesson (excluding Students discuss what they think makes a good 

case studies) is about communicator and talk about different forms of 
45 to 60 minutes. 

This does not include 

administration and 

time spent going 

through homework. 

Each case study is 

about 1 ½ to 2 hours 

written and spoken communication. 

Vocabulary: Good communicators 

Students look at vocabulary related to good 
and bad communicators. 

Listening: Improving communications 

Students listen to an expert on communications 
talking about good practice in the area. 

Reading: E-mail: for and against 

Students read an article about the good and bad 
aspects of e-mail. 

Language review: Idioms 

Students do language awareness and practice 

activities on some common idioms. 

Students listen to a phone conversation between a 

customer and a supplier and practise skills involved 
in dealing with breakdowns in communication. 

A company that makes and sells hi-tech electronic 
products has internal and external communication 
problems. Students role-play the firm's directors and 
accept or reject solutions suggested by consultants. 

Test File: Entry test 

Practice File 

Vocabulary (page 4) 

Practice exercises: Vocabulary 1&2 

(DVD-ROM) 

i-Glossary (DVD-ROM)

Resource bank: Listening 

(page 188) 

Practice exercises: Listening 

(DVD-ROM) 

Practice File 

Language review (page 5) 

Practice Exercises: 
Language review 1&2 
(DVD-ROM) 

Resource bank: Speaking 

(page 175) 

Practice File 

Survival Business English (page 55) 

Resource bank: Writing 
(page 204) 

Practice File 

6) 

For a fast route through the unit focusing mainly on speaking skills, just use the underlined sections. 

For one-to-one situations, most parts of the unit lend themselves, with minimal adaptation, to use with individual 

students. Where this is not the case, alternative procedures are given. 



International marketing 

• Lesson 1
• Each lesson (excluding
• case studies) is about
! 45 to 60 minutes.
• This does not include
• administration and
• time spent going
• through homework.

• Starting up
• Students discuss issues related to marketing .

! Vocabulary: Marketing word partnerships • Practice File
i Students look at the vocabulary of • Vocabulary (page 8)
i international marketing. • Practice exercises: Vocabulary 1&2

• (DVD-ROM)

! i-Glossary (DVD-ROM)
·························· ······· · · · ···· · ······································· ············································· ··-····················· . ········································································· ··················· 

• Lesson 2 • Reading: Italian luxury
• Students read an article about Italian luxury
• brands, discuss the issues raised and do an
• exercise on word partnerships.

i Listening: How to market internationally
• Students listen to two marketing specialists
• talking about international marketing
• strategies and the training of international
• marketers.

• Language review: Noun compounds and
• noun phrases 
• Students work on the structure of noun
• compounds and noun phrases.

• Text bank (pages 118-121)

• Resource bank: Listening
• (page 189)

• Practice exercises: Listening
• (DVD-ROM)

• Practice File
• Language review (page 9)

• Practice exercises: Language review 1&2
• (DVD-ROM)

• ML Grammar and Usage
• (Unitll)

.. ... ... . .. .. . . .. . . .. . .. ... . . ························································ ················· ····•················································· ················ ················ ········ ····························· ············································· 

'Lesson 3 • Skills: Brainstorming i Resource bank: Speaking (page 176)
• Students look at the principles of • Practice File
• brainstorming, listen to a brainstorming , Survival Business English (page 57)
' session, and work on expressions used
• in sessions like this. They then put these • Practice exercises: Skills
• ideas into action in their own brainstorming • (DVD-ROM)
• sessions.

····················· ································· ······· ··································································· .. ,········································ . ..........••...............•...•............... 

• Lesson 4 • Case study: Henri-Claude Cosmetics
! Each case study is • A French cosmetics company looks at ways
• about 1 ½ to 2 hours. • of marketing a men's fragrance worldwide.

• Students brainstorm ideas for a global product
• mark-eti-ngstrategy--amddevise-a-promotio-nal
• television commercial.

• Case study commentary
'(DVD-ROM)

• Resource bank: Writing
(page 205)
····················· ··········· 

• Practice File
• Writing (page 10)

For a fast route through the unit focusing mainly on speaking skills, just use the underlined sections. 

For one-to-one situations, most parts of the unit lend themselves, with minimal adaptation, to use with individual 
students. Where this is not the case, alternative procedures are given. 
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UNIT 2 ►► INTERNATIONAL MARKETING 

18 

'The world's youth prefer Coke to tea, trainers to sandals,' wrote one marketing specialist 

recently. This implies that tastes everywhere are becoming similar and homogenous. But the 

watchword should still be 'Think global. act local'. Acting local means having local market 
knowledge: there are still wide variations in taste, customs, behaviour and expectations between 

consumers in different markets, even markets that from the outside look very similar, like those in 
Europe. It means, for example, recognising attachments to local brands, how business is done in 

each place, and so on. 

Of course, these are issues that a company with a global presence has to address. But even 

companies that seem as if they have been global forever had to start from a home base. For 

example, it took Marlboro 30 years and McDonalds 20 years to become truly global organisations. 

How to enter overseas markets in the first place? Philip Kotler enumerates the various methods: 

• Indirect export: Exporters use an intermediary such as an export agent to deal with buyers in
the overseas market.

• Direct export: Companies handle their own exports, for example, by setting up overseas

sales offices.

• Licensing: Companies sell the rights to use a manufacturing process. trademark or patent

for a fee or royalty. In services such as hotels, the company may negotiate a management

contract with a local business to run the hotels on its behalf.

• Joint ventures: Two companies, for example an overseas firm and a local one, may work
together to develop a particular market.

• Direct investment: The company buys a local firm, or sets up its own manufacturing

subsidiaries.

Of course, these different arrangements involve different levels of commitment, investment and 
risk. Kotler talks about the internationalisation process, where firms move (hopefully) through 

these stages: 

• Stage 1: no regular export activities

• Stage 2: export via independent representatives/agents

• Stage 3: establishment of overseas sales subsidiaries

• Stage 4: establishment of production facilities abroad

This process will help them to progress towards global thinking and local action as they expand 
internationally. At different stages, companies will have different levels of understanding of the 
markets where they are trying to develop. Each step in the process requires different levels and 
types of support. 

Read on 

Isobel Doole, Robin Lowe: International Marketing Strategy, Cengage, 2008 

Pervez Ghauri, Philip Cateora: International Marketing, McGraw Hill, 2009 

Svend Hollensen: Global Marketing: A Decision-oriented Approach, Rnancial Times/Prentice Hall, 2007 

Philip Kotler et al: Marketing Management, Prentice Hall, 2009 



Warmer 
• Copy the table below onto the board. Ask students to

consider the place of the international products on

the left in relation to the products on the right in their

own country/countries. For example:

• Who drinks Coke or Pepsi? Is it all generations?

What do people drink with meals?

• Who goes to fast-food restaurants? Do families go

there for snacks and family meals?

• Who wears trainers? Is it only younger people?

Do business people wear them to work and then 

change into shoes when they get there? etc. 

fast food 

trainers 

tea, coffee and local soft 

drinks 

traditional food of the 

country 

shoes or sandals 

trousers 

popular music of the 

• Discuss the place and use of the products with the 
whole class. 

Overview 
• Tell the students that they will be looking at 

international marketing.

• Ask the students to look at the Overview section on

page 14. Tell them a little about the things on the list,

using the table on page 17 of this book as a guide.

Tell them which points you will be covering in the 

current lesson and which in later lessons. 

Quotation 

• Ask the students what they understand by the

quotation on page 14. It should lead to some

interesting discussion.

Starting up 
This section introduces the theme of international 

marketing and provides an opportunity for some 

speaking practice. 

a 
• Get the students to discuss in pairs or small groups

with one member of each group taking notes. Then

ask the notetaker in each group to report their

findings to the whole class.

Examples include: 

• Cosmetics: Dior, Maybelline

• Soft drinks: Coca-Cola, Pepsi Cola

UNIT 2 ►► INTERNATIONAL MARKETING 

• Electrical equipment: Sony, Zanussi

• Clothing: Gap, Benetton, Zara

• Cars: Most cars are now marketed internationally. 

II 

Ask students if they can think of any that aren't -

perhaps ones they see in their own countries but

never abroad.

• If the students run short of ideas, get them to 
research some brands for homework and report back

in the next lesson.

II 
• Discuss in pairs or as a whole-class activity. 

Vocabulary: Marketing word partnerships 
Students look at the vocabulary of international 

marketing and use it actively. 

11-11
• Get students to work individually or in pairs on these

three exercises. Go round the class and assist where

necessary.

• Bring the class to order and elicit answers.

2 market 3 product 4 customer 

Exercise B 

marketing strategy 2 market segmentation 
3 product feature 4 customer profile 

5 Brand positioning 

promotion 3 market research 

domestic market 5 withdraw a product 

7 exporter 

• Get students to talk about particular products,

using these and related expressions. Don't ask

the students to 'make up sentences' with the

expressions, but get them to have a natural

discussion incorporating them, led by you.

II 
• Get students to discuss the issues in pairs.

• Go round the class and assist where necessary. Note

how they are using the marketing vocabulary.

• Bring the class to order. Get individual students to

say what they came up with in their pairs.

• Praise good use of marketing vocabulary and work

on expressions that require this, getting students to

say the correct forms.

C) i-Glossary
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Reading: Italian luxury 
Students read an article about Italian luxury 

brands, discuss the issues raised and do an exercise 

on word partnerships. 

a 
• Get the students to discuss in pairs or small groups

and then bring findings together with the whole

class. (They are all names of designers and luxury

brands.)

II 
• Get the students to read the article quickly, scanning

it for the information needed to do the exercise.

Palazzo Della Valle, Corso Venezia, Milan 
2 leather shoes and bags 3 Diego Della Valle 
4 Louis Vuitton, Hermes, Chanel 5 China and India 

6 To complete the globalisation ofTod's 

11-11
• Get the students to do these exercises in pairs and

then check the answers with whole class (the correct
information is underlined).

Tod's Group wishes to convey the charms of the 

Italian lifestyle to the world's rich. To do this, it 

focuses on eelebFity Bfld glBme1:1F its traditional, hand

made, century-old heritage, and its new advertising 
campaign will feature Italian eelebFities families. T he 

Chairman says he wants to expand into India and 

China to capture consumers there who appreciate the 
Italian lifestyle. To enter such big markets, Tod's will 

need to think about ei1:1BF1tity BS .. ell BS ei1:1Blity quality 

not quantity. 

Tod's is primarily a fasnfe-n luxury-goods company 

and needs to be much bigger. China and India have 
more possibility for growth than Tod's traditional 

markets. The Chairman is not worried beeB1:1se that 

China will be able to produce luxury goods more 
cheaply. In future, Tod's will look to leoeF pFed1:1etiefl 
eests by mBn1:1foet1:1riF1g ifl le .. eest ee1:1ntries maintain 

the concept of excellence. 

Exercise D 

II 
• Get students to discuss the issues in questions in

pairs or groups of three.

• Go round the class and assist where necessary. Note

how they are using the marketing vocabulary.

• Bring the class to order. Get individual students to
say what they came up with in their groups.

• Again, praise good use that you heard of marketing 

vocabulary and work on expressions that require further 
practice, getting students to say the correct forms. 

I:) Text bank (pages 118-121)

Listening: How to market internationally 
Students listen to two marketing specialists: Svend 

Hollensen, Professor of International Marketing 

at the University of South Denmark, talking about 

international marketing strategies, and Darrell Kofkin, 

Chief Executive of the Global Marketing Network, on 

training for international marketers. 

El◄>))CDl.9 
• Get the students to listen once or twice to the

first interview.

• Elicit the answers.

where you have one product and you sell it all 
over in the same format 

b) where you try to adapt your product to the
different cultures, to different countries that

you are in.

2 a) It has marketed one product concept for 

the whole world and this product is actually 

selling all over in the same format. It is a small 

company, based in Denmark and in Sweden. It 

is 'born global', i.e. it is getting into the global 
markets very fast by setting up production in 

Uganda in Africa. From there, it tries to sell in 
other countries of the world. So, by setting 

up a website from where they also sell these 

coffee products, they can sell to all kinds of 

hotel chains and to airline companies and to 

different retail chains . 

b) It's one example of a global brand that will sell

all over the world.

• Encourage discussion of any points that arise,

particularly if any of the students have experience of 

attempting to market a product globally.

II◄>» co1.10
• Play the second interview once or twice, stopping at

convenient points to allow students to write down

the answers.

1 marketers 2 practices 3 knowledge 

4 techniques 5 international 6 report 

7 business plan 8 presentation 9 webcast 
10 internal briefing paper 11 worldwide 
12 capabilities 13 global business 

······················· 

• Ask students what they think of the approach to

training in this context.

0 Students can watch the interviews with Svend
Hollensen and Darrell Kofkin on the DVD-ROM. 

c:] Resource bank: Listening (page 189) 



Unit 10 

II 
1c 2a 3b 4c Sa 6b ?a 

f a c d e b 

verb noun 

require requirement 

expect expectation 

increase increase 

complain complaint 

change change 

Unit 11 

II 
1c 2a 3g 4b Sd 6e 7f 

II 
1 True 

2 False - they are very important. 

3 True 

4 True 

5 False - you buy it. 

6 True 

7 False - its members don't change often and know 

about the issues they will be dealing with. 

II 
1 identification 

2 considerations, containment, contain 

3 communication 

4 resolving 

5 defect 

6 misuse 

7 recovery 

RESOURCE BANK ►► LISTENING KEY 

Unit 12 

a 
It is true that somewhere between two-thirds and 

three-quarters of all acquisitions fail, uh, so the success 

rate in acquisitions is obviously quite low. And the 

reason for that is due to a number of different factors. 

First off, inadequate planning. Uh, that is to say that 

the strategic plan behind the acquisition tends not to 

be grounded in too much of what the future strategy 

would be, but more of an opportunistic basis as to 

whether a company is able to be acquired or not. 

Secondly, the due diligence done on the target company 

tends to be done much too quickly, and in many cases 

doesn't focus on the key factors that are going to drive 

that particular deal to success in the future. More time 

should be spent trying to understand what it is that 

really makes that target company successful - if it is

already successful - or why perhaps it has failed, uh, 

and whether that can be turned around if, in fact, the 

company is being acquired because, uh, it is a company 

that's now available, because of lack of success. 

II 

verb noun (thing) noun (person/ 

organisation) 

assure assurance -

determine determination -

acquire acquisition acquirer 

employment employ employee 

integrate integration -

operate operations operator 

appoint appointment appointee 

II 
d c b a 
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Dear Ms. Ward, 

Following your report on communications problems here at WCH, the directors have now 

discussed your recommendations. 

On internal communications, the consensus was that weekly reports from the heads of 

department would be too time-consuming in relation to any benefits they might bring. However, 

the directors have approved the idea of appointing a Key Accounts Manager, and we will be 

advertising this position soon. 

With regard to communication between Sales Reps and Head Office, it has been decided to 

issue BlackBerries to all reps, who will file daily reports on their activities to Head Office. 

Following lengthy discussion, the directors also approved your recommendation of a new 

procedure for dealing with product complaints that have health and safety implications. All 

complaints of this nature will now be systematically forwarded to the Marketing, R&D and PR 

departments. 

Thank you again for undertaking your report - as you see, most of your recommendations have 

been approved. I'll let you know the effects of these changes in due course. 

Sincerely,* 

Betty Friedman 

Communications Director, WCH 

* This is used in the US, rather than 'Yours sincerely'.

II Write a job advertisement for the position of Key Accounts Manager at WCH. Include the following:

• job title

• short description of company

• responsibilities

• likely background of applicants

• location

• salary and benefits

• how to apply

D It's six months later. Write another e-mail from Betty Friedman to Georgina Ward, describing

the outcome of the changes that Ward Associates suggested. Include these points: 

• Overall, communications at WCH are much better.

• Sales reps have happily taken to filing daily activity reports on their BlackBerries .

• Luckily there have been no customer complaints with health and safety implications

recently, but the procedures are in place if such complaints are received in future.

• Unfortunately, the person appointed as Key Accounts Manager left after two weeks

(give a reason). The post is being readvertised.

• Suggest a meeting to review the progress so far in more detail.

• End suitably.

© Pearson Education Limited 2011 PHOTOCOPIABLE 
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Crisis management 

VIDEO-GAMES BOSS HOLDS UP UNDER FIRE 

Linda Davis, chief executive of ExtremAction, famous for its realistic and violent video-games, today 

defended her company's actions in launching its latest potential blockbuster In Range. 

The launch comes at a time when violent video games are under increasing criticism from psychologists 

and legislators alike. Leading US politicians have argued for a ban on sales of ultraviolent games to 

youngsters under 21. Educators have spoken against advertising them near schools, arguing that the 

games desensitise young people to violence and make them more aggressive. 

At a news conference, Ms Davis said, 'I am aware of the research into the so-called harmful effects of 

video-games, but we have commissioned our own research that shows the opposite: if kids can release 

their frustrations in a video-game environment, they are less likely to be violent in real life.' 

Asked if ExtremAction would consider cancelling the launch, or delaying the launch of In Range to give 

time to redesign it to make it less violent, Bob Morgan, the company's director of public relations said, 

'We have listened carefully to all the arguments, and we have decided to go ahead with this launch.' 

The company can only be praised for the way it has handled the crisis. By commissioning its own 

research, ExtremAction has been able to challenge the generally held ideas about video-games ... 

To: Media Watch 

From: ExtremAction directors 

Report on the launch of In Range 

Background to the crisis 

Over the past few years, politicians, educationalists, etc. have been increasingly hostile to the games 

industry as a whole and ExtremAction in particular. When we announced the launch of In Range, we 

knew that there would be controversy, but we were prepared for it. Our CEO, Linda Davis, our PR 

director Bob Morgan and other directors drew up contingency plans. 

Our actions 

We were aware of increasing concern, even panic, over the last few years in relation to so-called violent 

videogames, and we have commissioned our own research into their effects. Our research shows that 

they are entirely harmless to users aged 12 and above. The games provide a release from the stresses 

of the real world, and make people less violent, not more. 

Conclusion 

For these reasons, we decided to go ahead with the launch, and coverage of our actions in the press 

has been favourable on the whole. We are happy for further research to be done into the effects of 

video games, but we believe that it will confirm the research we have already undertaken. 

Look again at the Skills section, Course Book page 110, and the script (track 2.33, page 161). 

Write an e-mail of complaint to TG Products from a parent whose child has been affected by the 

defective toy, giving exact details of the problem and the compensation that the parent would 

consider to be fair. 

In the end, TG Products decide to recall the defective toy. Write a press release with these details: 

• the product concerned and where customers should return it

• how they will be refunded

• a helpline number that they can call of they wish

• End by apologising for any inconvenience to customers.

(See the Writing file, Course Book page 128, for the format of press releases.) 

© Pearson Education Limited 2011 PHOTOCOPIABLE 
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To: Chief Executive, Rinnovar International 

ACQUISITION TARGETS 

Executive summary 

Rinnovar's growth strategy is based on making acquisitions rather than organic expansion. Following 
our recent research into four possible targets, here are our findings and our recommendation. 

Mumbai Herbal Products (India) 

Positives: The company has a strong position in bath and shower products, very good R&D, and 
quality products for the world market. Its client base is made up of airlines, hotel groups, embassies, 
top department stores, etc. It has made good profits recently. 

Negatives: MHP has started to sell overseas, but sales have recently slowed. The company may be 
unable to face strong international competition, as the family-dominated board needs more business 
expertise (which we could provide). The owners will want to keep half-ownership of the company. 

Good Earth (Brazil) 

Positives: They have a wide range of mass market products in hair, skin and body care and a strong 
position in cosmetics and fragrances, distributed through direct selling. It has a strong sales force and 
is highly ethical. The Brazilian market is growing fast. 

Negatives: This is another family-run business, but with some entrepreneurial members. Growth 
is slowing and profits suffering because of high investment in overseas plants (but these should 
boost profit in future). The family would want to remain as majority shareholders, unless we make a 
particularly attractive offer. 

Hondo Beauty Products (Korea) 

Positives: The company has a wide range of 'green' cosmetics, bath and shower products supplied 
to major cosmetic companies and a wide range of markets worldwide. It has extremely modern 
production methods and high quality. It benefits from overseas partnerships. The firm has had fast 
profit growth recently. 

Negatives: Hondo faces the threat of increasing competition from China, India and other low-cost 
producers that could reduce its profit margins. Decision-making is slow. The family might accept a full 
takeover by Renova, but they have the reputation of being hard bargainers. 

Sheen Hair Products (US) 

Positives: It has a good range of shampoos, hair colours and hair care products sold to beauty 
salons. All its production is located in low-cost developing countries (but see below). It has the great 
advantage of being relatively easy to take over as it's a public company. 

Negatives: a narrow range of customers (salons only - but new types of customer could easily be 
found), slow growth, declining profit margins, bad press for its overseas operations (but its image 
could easily be improved with a good public relations agency) and no experience of international 
markets. 

Recommendation 

I recommend that Sheen should be our main acquisition target. It's a publicly quoted company, 
the takeover would be under Florida law (which our lawyers understand), and we would avoid the 
uncertainties of family -owned companies in places that we do not know, and where the family 
members might want too much influence after the acquisition. 

We could easily bring in new management to develop the customer base beyond the current one of 
hair salons, extend the product range and develop the worldwide market. 

a You are a mid-level manager in Sheen's marketing department. You have heard rumours about
a possible takeover by Rinnovar. Write an e-mail to a friend saying what you have heard about 
Rinnovar's plans for Sheen and how you think the takeover will affect you. 

II Rinnovar successfully acquires Sheen Hair Products. Write a press release announcing the news.
(See the Writing file, Course Book page 128, for the format of press releases.) 
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We recommend the Longman 

Business English Dictionary to 

accompany the course. 

Also available on your iPhone 

or iPod touch. 

Receive updated weekly 

lessons to use with your 

students by subscribing to the 

Market Leader Premier Site: 

www.market-leader.net 

Active Teach: A digital version 

of the Course Book for 

interactive whiteboards or 

computers, which includes all 

the audio and video material. 

PEARSON 

FINANCIAL 

TIMES 

www.pearsonlongman.com www.ft.com 

3rd Edition 

Upper Intermediate 

MARKET 
LEADER 
The Market Leader 3rd Edition .Teacher's Resource Book with Test 

Master CD-ROM provides: 

• Teacher's notes

• Business Briefs, providing a theoretical background to the topic

of each unit

• Text bank including extra reading materials from the Financial Times©

• Resource bank with extra speaking, listening and writing material

• CD-ROM which includes customisable tests with audio for every

stage of the course

Other Market Leader 3rd Edition components: 

• Course Book with DVD-ROM and on line Vocabulary Trainer

• Practice File with Audio CD

• Subscription website: www.market-leader.net

• Test File

• Cour:...e Book Audio CDs

• ActiveTeach




