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What is Market Leader, and who is it for? 

Market Leader is a multi-level business English course for businesspeople and students of business 

English. It has been developed in association with the Financial Times, one of the leading sources of 

business information in the world. It consists of 12 units based on topics of great interest to everyone 

involved in international business. 

This third edition of the Upper Intermediate level features completely updated content and a 

significantly enhanced range of authentic resource material, reflecting the latest trends in the 

business world. If you are in business, the course will greatly improve your ability to communicate 

in English in a wide range of business situations. If you are a student of business, the course will 

develop the communication skills you need to succeed in business and will enlarge your knowledge of 

the business world. Everybody studying this course will become more fluent and confident in using 

the language of business and should increase their career prospects. 

The authors 

David Falvey (left) has over 25 years' teaching and managerial experience in the UK, Japan and Hong 

Kong. He has also worked as a teacher trainer at the British Council in Tokyo, and was previously 

Head of the English Language Centre and Principal Lecturer at London Metropolitan University. 

David Cotton (centre) has over 40 years' experience teaching and training in EFL, ESP and English for 

Business, and is the author of numerous business English titles, including Agenda, World of Business, 

International Business Topics and Keys to Management. He is also one of the authors of the best

selling Business Class. He was previously a Senior Lecturer at London Metropolitan University. 

Simon Kent (right) has over 20 years' teaching experience, including three years as an in-company 

trainer in Berlin at the time of German reunification. He is currently a Senior Lecturer in business 

and general English, as well as having special responsibility for designing new courses at London 

Metropolitan University. 



STARTING UP 

VOCABULARY 

READING 

LISTENING 

LANGUAGE REVIEW 

SKILLS 

CASE STUDY 

WORKING ACROSS 

CULTURES 

REVISION UNITS 

INTRODUCTION 

What is in the units? 

You are offered a variety of interesting activities in which you discuss the topic 
of the unit and exchange ideas about it. 

You will learn important new words and phrases which you can use when you carry 
out the tasks in the unit. You can find definitions and examples, and listen to the 
pronunciation of new vocabulary in the i-Glossary feature on the DVD-ROM. 
The DVD-ROM also contains further practice exercises. A good business dictionary, 
such as the Longman Business English Dictionary, will also help you to increase 
your business vocabulary. 

You will read authentic articles on a variety of topics from the Financial Times and 
other newspapers and books on business. You will develop your reading skills and 
learn essential business vocabulary. You will also be able to discuss the ideas and 
issues in the articles. 

You will hear authentic interviews with businesspeople and a variety of scripted 
recordings. You will develop listening skills such as listening for information and 
note-taking. You can also watch the interviews and find further practice exercises 
on the DVD-ROM. 

This section focuses on common problem areas at Upper Intermediate level. You 
will become more accurate in your use of language. Each unit contains a Language 
review box which provides a review of key grammar items. A Grammar reference 
section can be found at the back of the book and on the DVD-ROM. The DVD-ROM 
also provides extra grammar practice. 

You will develop essential business communication skills, such as making 
presentations, networking, negotiating, cold-calling and dealing with communication 
breakdown. Each Skills section contains a Useful language box, which provides you 
with the language you need to carry out the realistic business tasks in the book. 
The DVD-ROM supplements the Course Book with additional activities. 

The Case studies are linked to the business topics of each unit. They are based 
on realistic business problems or situations and allow you to use the language 
and communication skills you have developed while working through the unit. 
They give you the opportunity to practise your speaking skills in realistic business 
situations. Each Case study ends with a writing task. After you've finished the Case 
study, you can watch a consultant discussing the issues it raises on the DVD-ROM. 

These four units focus on different aspects of international communication. 
They help to raise your awareness of potential problems or misunderstandings that 
may arise when doing business with people from different cultures. 

Market Leader Upper Intermediate third edition also contains four revision units, 
each based on material covered in the preceding three Course Book units. 
Each revision unit is designed so that it can be completed in one session 
or on a unit-by-unit basis. 

5 



OVERVIEW 

VOCABULARY 
··· · ···· · · · · ····· · ·· · · · · · · · · ·

Good 
communicators 

LISTENING 
.................. . .......... 

Improving 
communications 

READING 
........... . . . . . . . . . .... ..... 

E-mail: for
and against

LANGUAGE REVIEW 
....... . . . . .... . . . . .... ... . . .

Idioms 

SKILLS 
.. .. . ..... .. .. . .... . . . . . . . . . .

Dealing with 
communication 
breakdown 

STARTING UP 

Good 

communicators 

6 

Communication 
'When people talk, listen completely. Most people never listen.' 
Ernest Hemingway (1899-1961), American writer 

El Think of a good communicator you know. Explain why he/she is good
at communicating. 

l!I What makes a good communicator? Choose the three most important 
factors from this list. 

• fluency in the language

• grammatical accuracy

• an awareness of body

language

• an extensive vocabulary

• being a good listener

• not being afraid of

making mistakes

II What other factors are important for communication? 

l:J Discuss these questions.

• a sense of humour 

• physical appearance

• no strong accent

1 What forms of written and spoken communication do you like using? Why? 

2 What problems can people have with the different forms of communication? 

3 How do you think those problems can be solved? 

Which of these words apply to good communicators and which apply 
to bad communicators? Add two adjectives of your own to the list. 

articulate 

focused 

reserved 

coherent 

hesitant 

responsive 

eloquent 

inhibited 

sensitive 

extrovert 

persuasive 

succinct 

fluent 

rambling 

vague 
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UNIT 1 ►► COMMUNICATION 

E-mail: for and
against 

What irritates you most about these forms of communication? 

e-mail

mobile phone 

conference calling 

voicemail 

BlackBerry 

web presentation 

El What are the advantages and disadvantages of using e-mail? 

II Read the article on the opposite page quickly and choose the best title. 

1 Time to switch your BlackBerry off

2 How to deal with your inbox 

3 A quiet word beats sending e-mail 

liJ Read the article again and list the advantages and disadvantages of using
e-mail. Does the writer mention any that you listed in Exercise B?

II Find expressions in the article which mean the following.

1 looking at another person (paragraph 2) 

2 upsetting or embarrassing someone by being rude or tactless (paragraph 2) 

3 not be caught or punished when you have done something wrong (paragraph 4) 

4 pretend something is true in order to deceive people (paragraph 4) 

5 keeping writing or talking to someone, even though you do not see them often 
(paragraph 8) 

6 aiming an idea or product at someone (paragraph 8) 

II Complete this text with the expressions in Exercise E in the correct form.

I don't have a problem with him ........... .' his family whilst he's posted overseas and 
sending e-mails in office time. That's not the main issue. However, if he thinks he can 

•••••••••••• 2 sending such abusive e-mails to colleagues, he is sadly mistaken and he'll have

to face the consequences of his actions later. He is clearly ........... .3 about his colleagues 

and spreading nasty rumours. He'd be better off speaking to colleagues ............ 
4 

if he has 

problems with them. He's slightly better when speaking with customers, but he needs to 
think about who he's speaking to when he's ............ 5 our products to them. And he just 

doesn' t know how to say no to people without ............ 6•

II Discuss these questions.

1 'Business is best done face to face.' Do you agree? 

2 How could communication be improved in your organisation? 

3 How will communication change in the office of the future? 

4 What do you do when you receive a nasty e-mail? 

5 Is communication better these days with all the new technology? 



UNIT 1 ►► COMMUNICATION 

. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

by Luke Johnson 

E-mail might just be responsible for
the productivity increases that
economists tell us are the key to 
rising prosperity. But it could also 

5 be sending us all mad.
The truth is that business is gener

ally best done face to face, and if that 
is impossible, then speaking via the 
phone. But too many of us now hide 

10 behind silent, typed communica
tions. The trouble is that the recipient 
of an e-mail does not hear a tone of 
voice or see a facial expression; nor 
can the sender modify their message 

15 halfway through, sensing that it is 
causing offence. When you read an 
e-mail, you cannot tell the mood of 
the e-mailer. 

A permanent written form is· 
20 deadly if you are feeling impetuous 

and emotional. Too often I have 
made the mistake of sending an 
irritable response, which will have 
festered and angered the other end 

25 much more than a difficult telephone 
exchange. Spoken words fade, but 
e-mail is forever. 

It is so much easier to be tough via 
e-mail, or to get away with weak

30 excuses, or to make things up, or 
to say no. Almost invariably, it is 
more human and serious to have 
a real discussion rather than a 
bizarre online conversation. I know 

35 employees who have been fired for 
sending abusive e-mails, or who 
have faced severe legal conse
quences for writing something they 
should have just said verbally. 

40 Everyone in business finds their 
inbox is almost swamped every day 
with spam. I notice I spend longer 

and longer sorting out the e-mails 
that matter from all the junk. It has 

45 become, I'm afraid, a dangerously 
corrupted medium. Large companies 
suffer chronic overuse of 'reply to all'. 

Moreover, e-mail can be a terrible 
distraction, especially if you use 

50 a BlackBerry. I was recently 
reprimanded for peeking at mine 
during a board meeting - a gross 
form of hypocrisy on my part, 
because I once threatened to sling 

55 out of the window any PDA-type 
devices being used in meetings 
I chaired. I have now vowed to . 
switch off both BlackBerry and 
mobile in all meetings - anything 

60 less is uncivil. 
It must be admitted that e-mail 

is hard to beat as a transmitter of 
documents and data. It forces the 
sender to carefully think through 

65 their arguments and express 

themselves logically. It allows you to 
reply swiftly to a host of different 
questions when time is short. You 
don't have to worry about journey 

10 times or travel costs, unreliable post
age or engaged phones or voicemail. 

E-mail is a marvellously economi
cal tool for keeping in touch with 
far-flung commercial contacts; you 

75 can send them a note at your leisure, 
24 hours a day. It is also a terrific 
method of discreetly and directly 
pitching to someone powerful. It 
certainly beats trying to get a meet-

so ing or even reach them on the phone. 
Like it or not, I could not do my 

job without e-mail. Meanwhile, I 
know a senior financier, an ex-chair 
of a FfSE company, who still has his 

85 secretary print out his e-mails for 
him to read so he can then dictate 
replies for her to e-mail back. Now 
that really is mad. 

if.Utd1t4diilW•f.', El Complete the idioms below with the words from the box.

Idioms bush 
point 

grapevine 
purposes 

loop 
stick 

a) to put it in a ........... . 

mouth nutshell picture 
tail wall wavelength 

g) can't make head nor ............ of it 

b) to get straight to the ........... . h) to talk at cross-........... . 

c) to hear it on the ........... . i) to beat about the ........... . 

d) to put someone in the ........... . j) to get it straight from the horse's ........... . 

e) to get the wrong end of the ........... . 

f) to be on the same ........... . 

k) to be like talking to a brick ........... . 

I) to keep someone in the ........... . 

9 



UNIT 1 ►► COMMUNICATION 

to keep someone in the 

loop 

' . � -.. 

to be on the same 

wavelength 

10 

El Match the idioms in Exercise A to these definitions.

1 to fail to understand anything 9 

2 to share similar opinions and ideas 

3 to give the main facts in a short, clear way 

4 to not understand something 

5 to delay talking about something 

6 to give the latest information 

7 to talk about the most important thing 

8 to hear about something because the information has been passed 
from one person to another in conversation 

9 to be told something by someone who has direct knowledge of it 

10 to try to communicate with an unresponsive person 

11 to include someone in group communication 

12 to not understand someone 

II Complete these sentences with the idioms from Exercise A in the
correct form. 

1 OK, I'll, .......... ,, I'm afraid it's the last time we're going to miss a deadline, 

2 Paola and I and agree on most things_ We seem to be ............ _ 

3 A lot happened while you were on holiday. Let me ............ . 

4 I think we are ............ . I mean next week, not this week. 

5 He never gives you a straight answer. He's always ............ . 

6 1 ............ that he's been fired. Is it true? 

7 The new organogram is very complicated, but to ............ , we still report to the 
same manager. 

8 I'm afraid that isn't right. If you think our biggest problem is communication, then 
you have ............ . 

9 This document from our subsidiary makes no sense at all. I ............ . 

10 I've tried to get my supplier to give us a discount several times, but they just won't. 
It's like ............ . 

11 The company is going bankrupt. The CEO told me himself. I heard it.. .......... . 

12 I'll need regular updates about the progress of the project. I'll also need to know 
what's going on when I'm away. Please ............ . 

III Ask your partner these questions.

1 What have you heard on the grapevine recently? 

2 When is it necessary to put someone in the picture? 

3 In what situations is it good to get straight to the point? 

4 Is there anything you can't make head nor tail of? 

5 Who are you on the same wavelength as? Why? 

6 Have you ever felt you were talking to a brick wall? 

7 When have you been kept either in or out of the loop? How did you feel? 



SKIL LS 

Dealing with 
communication 

breakdown 

USEFUL LANGUAGE 

ASKING FOR REPETITION 

Sorry, could you repeat that? 

I didn't (quite) catch that. 

Could you speak up, please? 

Could you say that again, 
please? 

ASKING FOR CLARIFICATION 

What do you mean by ... ? 

What does ... mean? 

Could you clarify that? 

UNIT 1 ►► COMMUNICATION

What expressions can you use in these phone situations? 

a) the person speaks too fast or too quietly

b) you want someone to stop talking while you do something

c) you don't understand a word/expression the other person uses

d) you want to make sure of the spelling of something

e) you want more information about a subject

f )  the connection is not good and you can't continue the conversation 

g) you want to confirm some information

1!1 ◄>l) co1.s Listen to a telephone conversation between Bernard Klebermann
and Koichi Sato. Which of the problems mentioned in Exercise A do the 
speakers have when communicating? 

11 ◄>» co1.6 Listen to the same two speakers in a similar conversation. Explain
why the second conversation is better. Give as many reasons as you can. 

m ◄l)) CDl.6 Listen to the conversation again and complete these extracts with
words or expressions from it. 

1 That's good. Could you ............ ............ ............ ............ while I get a pen? 

2 Sorry, Bernard, I ............ ............ ............ . Could you ............ ............ a little, 

please? I need to take some notes. 

3 Let me ............ that: 200 posters, pens and pencils and 50 bags ............. it. 

4 Seel- ... sorry, could you ............ ............ ............ me, please, Bernard? I don't 

think I know the company. 

5 'They've placed an order for 518 of the new lasers .. .' 

'Sorry, ............ ............ ............ 580 lasers?' 

6 Sorry, I don't follow you. What.. .......... 'roll-out' ............ ? 

7 But I need details about the company ... Sorry, it's ............ ............ ............ . 

Could you ............ ............ , please? I can't hear you very well. 

8 Sorry, I still can't hear you. I'll ............ ............ ............ , maybe the line will be better. 

II Match each extract in Exercise D to the situations you discussed in
Exercise A. Two of them correspond to the same situation. 

Work in pairs. Role-play two situations. 

Student A: Turn to page 132. Student B: Turn to page 140. 

CHECKING INFORMATION ASKING FOR FURTHER TECHNICAL PROBLEMS 

Would/Could you spell that, INFORMATION Sorry, it's a bad line. 
please? Could you give me some Can I call you back? 

Can I read that back to more details, please? It's a terrible connection. 
you? Could you be a bit more I'm afraid I'll have to get 

specific? back to you later. 

PROBLEMS WITH Could you explain that in Sorry, we were cut off. 
UNDERSTANDING more detail? 

Sorry, I'm not with you. SUMMARISING THE CALL 

Sorry, I don't follow you. Let me go over what we've 
Sorry, I'm not sure I know agreed. 
what you mean. Let me just summarise ... 

11 



The price of 
success 
Poor communications are affecting ---' . • · ·,. ;� · - • �-:--

,_ . •·••······ ..•.. ·······�- ... .. the performance of a fast-growing ,•"' ... : ..... ·······•······ · ·- --- ....... . 
....... 

electronics company ,,..Jt""
... 

Background 

Based in Seattle, US, W.C. Hooper Inc. (WCH) is a manufacturer and 

distributor of hi-tech electronic products, ranging from executive 

toys to state-of-the-art digital cameras. The company has grown 

rapidly in the last 20 years and until recently, its performance 

has been excellent. However, problems have arisen concerning 

communications, both internal and external, and these are beginning 

to impact on the efficiency of the business. A new Communications 

Director, Betty Friedman, has been hired, and one of her tasks is to 

improve communications in the company. 

A product defect 

A weakness in the company's communications 

was highlighted by the following incident. What 

mistakes do you think were made in the way 

this problem was handled? How could they be 

remedied? 

About three months ago, a customer found a fault in 

WC H's most up-to-date, multi-functional cell phone. 

Her phone became very hot after being recharged 

and it burned her hand. 'It was so hot, I thought it 

would explode,' she said. The customer complained 

to the Customer Service Department, who sent her 

a replacement phone. The employee dealing with 

the complaint did not inform either the Marketing or 

R&D Departments about the fault. After this incident, 

there were a number of similar complaints. As a 

result of bad publicity, the phone was withdrawn 

from the market. 

Lawrence Discount Stores 

Another incident a few weeks ago showed that 

internal communications in the company were not 

working well. Read about the problem and discuss 

the reason(s} why WCH lost an important customer. 

Richard Lawrence, one of WC H's best and oldest 

customers, phoned William Hooper about 

the company's new digital camera, the EX-120. 

He told Hooper that he'd probably be placing an 

order for 5,000 of the products in the next few 

weeks. Hooper passed on this information by 

phone to the Sales Manager. When Lawrence sent 

in the order five weeks later, the Sales Manager 

sent him an e-mail saying that unfortunately 

the new product was out of stock. Lawrence 

complained to Hooper, who asked the Sales 

Manager why he hadn't given priority to Lawrence's 

order. The manager replied, 'I was waiting for him to 

confirm his order. I didn' t realise that his order had to 

be given priority.' 



The new Communications Director 

Betty Friedman, the new Communications Director, hired a firm 

of consultants, Ward Associates, to analyse the communications 

problems in the company and to come up with recommendations 

for improvement. Read this extract from the report. 

1 Internal communications 

Problem: 

Communications between Directors and Heads of 
Department need to be improved. 

Recommendations: 

• Heads of Department should send weekly reports to 
the Board of Directors. This would enable Directors to
keep in touch with key developments in the company.

• A new manager should be appointed to be in charge
of key accounts, such as the Lawrence Discount
Stores account. He/She would ensure that key
customers were given personal attention.

2 Sales reps/Head Office 
Problem: 

Head Office is not receiving information quickly from sales 
representatives. This has resulted in delays in processing 
orders and insufficient information about customers. 

Recommendation: 

Issue all sales reps with BlackBerry devices and instruct 
reps to send daily reports to the Sales Department. 

◄>» CD1.7 William Hooper is talking to Betty
Friedman. Listen to his reaction to the consultants'
recommendations and summarise his attitude

3 Customer Services Department 

Problem: 

to weekly reports, appointing a new account
manager, and defective products.

The department needs a new procedure for dealing with 
product complaints. 

Recommendation: 

Any complaint about a product which has health and 
safety implications should be forwarded immediately to 
the following departments: Marketing, Research and 
Development, Public Relations. 

◄>)) CD1.8 Listen to Joanna Merkowitz, a sales
representative, talking to Betty Friedman about
the consultants' recommendations. Why is she 
against giving daily reports? Why does she enjoy 
her job so much?

1 Work in small groups. You are members of the Board of Directors. 
Discuss each of the consultants' recommendations. Decide 
whether you agree or disagree with each recommendation, noting 
down your reasons. 

2 Consider any other ideas that your group has to improve 
communications in WCH. 

Watch the Case study commentary on the DVD-ROM. 0 

Writing 

As Communications Director at WCH, write a follow-up e-mail to the Head of 

Ward Associates, summarising the decisions you have taken, with your reasons. 

c:) Writing file page 127 

13 
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International marketing 
'In marketing, there are those who satisfy needs and those who create wants.' 
Juan Carlos Castillo, American academic 

��.· .. 

>�. ,, 

l3 What brands do you know that are marketed internationally? Think of one
brand in each of these categories which is marketed internationally. 

J cars clothing cosmetics electrical equipment soft drinks 

l!I Answer these questions for each brand you listed in Exercise A.

1 What is its country of origin? 

2 What is its brand image? 

3 What is the target market/segment? 

4 What sort of advertising campaigns does the brand use? (Are they standardised or 
adapted to local markets?) 

5 What is the current slogan? 

II What are the most famous international brands in your country? What sort
of image do they have a) at home, and b) abroad? 



1 

2 

3 

4 

5 

6 

7 

Marketing word 
partnerships 

a) growing market

a) questionnaire

a) market sector

a) international market

a) launch a product

a) special offer

a) retailer

See the DVD-ROM�
for the i-G/ossary. V 

UNIT 2 ►► INTERNATIONAL MARKETING 

El Complete each group of word partnerships (1-5) with the correct word from
the box. 

I brand customer market marketing product 

1 ............ mix 
strategy 
plan 

2 . . . . . . . . . . . . adaptation 
penetration 
segmentation 

3 . . . . . . . . .. . . placement 
portfolio 
feature 

4 . ....... .... profile 
retention 
base 

5 . .. . . . . . .. . . positioning 
identity 
extension 

El Choose the correct word partnership from each group in Exercise A to 
complete these definitions. 

D 

m 

1 When entering a new market, a SWOT analysis (strengths/weaknesses/opportunities/ 
threats) is conducted on a product, service or company before deciding on a ............ . 

2 It may also be necessary to carry out a STEP analysis (sociological/technological/ 
economic/political) of a new geographical market in order to decide if changes are to 
be made for ............ . 

3 The USP (unique selling point) is the ............ which makes it different from its 
competitors. 

4 Part of building up a ............ is analysing the buying habits of consumers. 

5 ............ is how a product is placed (up-market, mid-market, budget) in relation to 
rival products. 

Look at these groups of words and phrases. Find the odd one out in 
each group. 

b) developing market c) expanding market d)�

b) focus group c) promotion d) survey

b) market research c) market segment d) market niche 

b) overseas market c) domestic market d) worldwide market

b) introduce a product c) bring out a product d) withdraw a product 

b) free sample c) discount d) slogan

b) distributor c) wholesaler d) exporter

Discuss these questions. 

1 What are some of the problems companies may face when they try to internationalise 
a brand? (For example, brand names) 

2 What are some of the advantages/drawbacks of standardised global advertising? 

3 Why do some brands/products fail in other countries? Can you give any examples? 

4 Give an example of an expanding market in your country. 

5 Give some examples of products or services which are targeted at niche markets. 

6 What's the difference between a retailer and a wholesaler? 

15 



UNIT 2 ►► INTERNATIONAL MARKETING 

a Answer these questions.

1 What do the following have in common: Gucci, Chanel, Calvin Klein, Louis Vuitton, 
Christian Dior, Versace, Giorgio Armani, Ralph Lauren, Pr�_

da, Yves Saint Laurent? 

2 Which countries tend to make the world's most desirable luxury brands? 

3 What would you buy if money was no object? 

El Read the article below quickly and complete this information.

Tod's group HQ - where? 

Key products 

Chairman 

Competitors that Chairman admires 

New markets 

Objective in next five years 

Diego Della Valle: Italian atmosphere 
is central to Tod's global expansion 
by Vincent Boland 

It is not too difficult, in the high
ceilinged elegance of Palazzo Della 
Valle on the Corso Venezia in Milan, 
to be seduced by the charms of a 

5 certain kind of Italian lifestyle. Here 
is the headquarters of Tod's Group, 
which has become a powerhouse in 
the marketing of that vision to the 
world's wealthy and discerning. 

10 The atmosphere is deliberate: where 
some Italian fashion houses have 
expanded ever further into the realms 
of celebrity and glamour, Tod's is 
anchored as firmly as it can be to 

15 its family roots and its traditional, 
hand-made, centuryaold heritage. 

Its signature products - shoes and 
bags - are made of leather, a raw 
material that has remained almost 

20 unchanged since it was first discov
ered. A new advertising campaign 
will take the company back to basics, 
with a focus on Italian families and 
their lifestyles - actual Italian fami-

25 lies, however rich and privileged 
- rather than on celebrities.

'The Italian lifestyle is in our
DNA, and in our group, we believe 
in our DNA,' says Diego Della Valle, 

30 the Chairman and Chief Executive 
of Tod's Group. 

This image is especially important 
in new markets, such as China and 
India, he says. In common with other 

35 luxury-goods makers, he is intent on 
capturing consumers in those markets 

16 

who aspire to the same sense of the 
Italian lifestyle as do customers in 
more mature markets. 'A luxury-

40 goods company has to have control of 
its image,' he says. 'For Tod's, the 
thing is to communicate this tradition, 
the generations of work that have 
gone into our products. For us, it's an 

45 absolute priority.' 
To achieve it, one must put quality 

before quantity, and one must main
tain the group's traditions even as it 
globalises, which it has been doing 

50 fairly relentlessly in the past decade. 
The challenge is to marry tradition 

with modernity in a way that not all 
Italian luxury-goods and fashion 
producers have managed. Tod's has 

55 done it, Mr Della Valle says, by 
maintaining one key vision: 'We're a 
luxury-goods company, not a fashion 
company.' 

This distinction between fashion 
60 and luxury is central to Mr Della 

Valle's global ambitions. The two 
have different products and ought to 
have different strategies, he says. 
The competitors he admires most, 

65 he says, are Louis Vuitton, Hermes 
and Chanel. 

Mr Della Valle says that the goal in 
the next five years is 'to complete the 
globalisation' of Tod's, for which he has 

10 been laying the groundwork. 'I'd like 
Tod's to be much bigger than it is now, 
without diluting the brand,' he says. 

He expects China and India to 
account for as much as 25 per cent of 

75 revenues by then, because the growth 
potential is much higher than in more 
traditional markets. 'There is a much 
bigger appetite for luxury goods 
in those markets than in mature 

80 markets, and day by day more people 
are coming into this market.' 

But as for China as a competing 
producer, Mr Della Valle is sceptical 
about its ability to produce luxury 

85 goods. 'It lacks the structure of small 
companies, the tradition, the concept 
of excellence' that Italian luxury
goods producers have inherited and 
which they must maintain as a com-

90 petitive advantage, he says. '"Made 
in Italy" doesn't necessarily mean 
expensive goods,' he says. 'It means 
excellent goods.' 



• adjective (adj.) Headwords for adjectives followed
by information in square brackets, e.g. [only before a
noun] and [not before a noun], show any restrictions on
where they can be used.

• noun (n.) The codes [CJ and [U] show whether a noun,
or a particular sense of a noun, is countable (an

agenda, two agendas) or uncountable (awareness,

branding).

• verb (v.) The forms of irregular verbs are given after
the headword. The codes [I] (intransitive) and [T]

(transitive) show whether a verb, or a particular sense
of a verb, has or does not have an object. Phrasal verbs
(phr. v.) are shown after the verb they are related to. 

• Some entries show information on words that are
related to the headword. Adverbs (adv.) are often
shown in this way after adjectives.

• region labels The codes AmE and BrE show whether
a word or sense of a word is used

0
only in American or 

British English. 

account n. [Cl an arrangement between a bank and a 
customer that allows the customer to pay in and take 
out money; bank account

accountable adj. [not before a noun] responsible for the 
effects of your actions and willing to explain or be 
criticised for them; accountability n. [U] 

accounts n. [Cl the department of a company that deals with 
its accounts 

acquire v. [Tl 1 to buy a company 
2 to buy part of a company 

acquisition n. [C, U] when one company buys another one, 
or part of another one 

actuary n. [CJ someone whose job is to calculate risks, in 
order to advise insurance companies or pension funds 

admission of liability n. [CJ when a person or organisation 
accepts legal liability for something 

advertising campaign n. [CJ an organisation's programme 
of advertising activities over a particular period of time 
with specific aims, for example to increase sales of a 
product 

agenda n. [CJ 1 a list of the subjects to be discussed at a 
meeting 
2 someone's secret plan or aims, rather than the ones 
that they say they have 

agent n. [CJ a person or company that is paid by another 
person or company to represent them in business 

appoint v. [Tl to choose someone for a job or position 

168 

assess v. [I, Tl to make a judgement about a person or 
situation after considering all the information 

asset 1 n. [CJ something or someone that is useful because
they help you succeed or deal with problems 

asset 2 
n. [CJ something belonging to an individual or a 

business that has value or the power to earn money 

auction n. [CJ a public meeting where land, buildings, 
paintings, etc. are sold to the person who offers the 
most money for them 

audit n. [CJ an official examination of a person's or 
organisation's accounts by an expert, to check that they 
are true and honest 

award 1 
n. [CJ 1 an amount of money that is given to 

someone as a result of an official decision or judgement 
2 something such as a prize or an amount of money 
given to a person or company to reward them for 
something they have done 

award 2 v. [Tl to officially give a prize or an amount of money 
to a person or company to reward them for what they 
have done 

backer n. [CJ someone who supports a plan, person or 
company, usually by giving money 

bankrupt adj. not having enough money to pay your debts 

bankruptcy n. [C, U] when someone is judged to be unable 
to pay their debts by a court of law, and their assets are 
shared among the people and businesses that they owe 
money to 

benefit n. [CJ something, especially money, that an employer 
gives to workers in addition to their normal pay, to 
encourage them to work harder or be satisfied where 
they work 

benefits package n. [CJ the total amount of pay and all the 
other advantages that an employee may receive, such as 
bonuses, health insurance, a company car, etc. 

bid n. (CJ an offer by one company to buy another, or the 
value of this offer 

billboard n. [CJ a large sign used for advertising 

bond n. (CJ an amount of money borrowed by a government 
or an organisation. The government or organisation 
produces a document promising that it will pay back the 
money that it has borrowed, usually with interest. The 
document, which can be bought and sold, is also called 
a bond.

bond market n. [CJ the buying and selling of bonds 

bondholder n. [CJ a person or organisation that owns bonds 

bonus n. [CJ an extra amount of money added to an 
employee's wages, usually as a reward for doing difficult 
or good work 
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VOCABULARY 

Good 

communicators 

Collocations with 

say and tell 

Marketing word 

partnerships 

Describing 

relations 

Collocations 

Prefixes 

Idioms relating 

to success 

Multi-choice 

cloze: Herzberg's 

theory of job 

satisfaction 

Describing risk 

Collocations with 

risk 

THE SOUNDS OF ENGLISH: 
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LANGUAGE WRITING 
REVIEW 

Idioms Linking ideas 

An email 

Noun Linking ideas 

compounds and 

noun phrases A marketing 

letter 

Multi-word Linking ideas 

verbs 

Present and Editing 

past tenses 
Negotiating 

Passives Editing 

Responding to 

job applications 

Linking ideas 

Adverbs of Linking ideas 

degree 
Describing 

events 

USING A DICTIONARY: 

page 53 

TALK BUSINESS 

SOUND WORK SURVIVAL 
BUSINESS 
ENGLISH 

Individual sounds: Telephoning 

Contrasting /I/ and /i:/ 

Connected speech: 

Contracted forms 

Stress and intonation: 

Questions 

Individual sounds: Brainstorming 

The letter o 
Connected speech: 

Noun phrases 

Stress and intonation: 

Noun compounds 

Individual sounds: First-time 

The /I/ sound conversation 

Connected speech: 

Do /did /could /would 

you ... ? 

Individual sounds: Say more than 

The -ed ending yes or no 

Stress and intonation: 

Correcting information 

Connected speech: Cold-calling 

Passives 

Stress patterns 

The schwa sound 

Stress and intonation: 

Lists 

Individual sounds: Agreeing and 

Consonant groups disagreeing 

Connected speech: 

Consonant-vowel links 
Accepting 

Stress and intonation: 
or declining 

Stress patterns 
invitations 

SOUNDS AND SPELLING: 

page53 



VOCABULARY 

VOCABULARY+ 

4

Communication 

Complete each sentence with the best word. 

1 Good presenters rarely ramble. They usually try to be as ... H��.<;:.i.��t .. as possible.

a) inarticulate b) hesitant c) � 
2 Her arguments were so ..................... that we all agreed to her proposal.

a) fluent b) extrovert c) persuasive

3 The audience were very ..................... and carried him through his difficult
presentation.

a) responsive b) eloquent c) coherent

4 She is a very ..................... person. She always keeps her attention fixed on what
she wants to achieve.
a) sensitive b) focused c) fluent

5 He never says what he thinks or shows what he feels. How can anybody be so
..................... ? 

a) rambling b) fluent c) reserved
6 Everybody seems so ..................... here. They behave and speak freely, and do

not really care what other people think.

a) incoherent b) articulate c) uninhibited

7 We know that not all politicians are ..................... Some of them even use
an autocue.

a) eloquent b) inhibited c) hesitant

l!I Match these words to make compounds and collocations relating to

communication. 

1 extensive a) accuracy
2 eye b) communication

3 body c) contact

4 grammatical d) humour

5 sense of e) language

6 effective f) vocabulary

II Complete the following phrases with soy or tell as appropriate.

1 ....... !�!!. ........ a story 6 ..................... somebody what to do 
2 ..................... the time 

3 as far as I can .................... .

4 ..................... yes or no

5 ..................... somebody
to do something

7 ..................... hello / goodbye

8 ..................... a lie/ lies

9 ..................... what you mean

10 ..................... something
under your breath



UNIT 1 ►► COMMUNICATION

EJ Complete the following sentences with the appropriate form of say or tell.

1 Can you think of situations when it might be better not to ...... te:!!.. ..... the truth? 

2 How easy or how difficult do you find it to ..................... other people to do things 
for you? 

3 In meetings, how often do you ..................... what you think? 

4 Have you ever ..................... a joke in English? 

5 How easy or how difficult is it to ..................... the difference between the 
banknotes used in your country? 

6 Can you ..................... 'How are you?' in more than three languages? 

7 When you were a child, did you use to do as you were ..................... ? 

Check your answers in the key. Then answer the questions for yourself. 

El Complete the idioms in the sentences below with the correct nouns.

1 They sent us a very long reply with alt the details. But to put it in a ... !)_y_t�h�!I .... , 
that's it, we've won the contract! 

2 I wish my boss would stop beating about the ..................... and tell me clearly 
whether or not I stand a chance of being promoted soon. 

3 She expected profit figures and I was going on about sates figures. Once again, we 
were just talking at cross ..................... . 

4 Not official yet, but it seems we're going to relocate. Just heard it on the 

5 If you think you can give a good presentation just because you know your 
subject inside out, welt, I'm afraid you've got the wrong ..................... of the 

6 This is a very badly written report. I just can' t make ..................... or 
..................... of it. 

7 I've tried to tell my boss, but it's like talking to a .................... . 
No reaction! 

D Reorder the words to make idioms.

1 to/ the / in / loop/ someone / keep 

2 to / straight / the / get / mouth / it / horse's / from 

3 to / point/ come / the /straight/ to 

4 to / picture/ somebody/ the/ in / put 

5 to / on / wavelength / same / be / the 

II Complete the sentences with the correct form of an idiom from exercise B.

1 I know you couldn't attend the meeting, so here's a summary of the main points 
just to ... py_t_y.�_y __ i_,:,_ .th.e: .P.i�t<He: ...

2 Let me ..................... : I think your performance is totally unsatisfactory. 

3 I want to be ...................... I don't want important decisions to be taken 
without me. 

4 I thought it was a rumour, but today I ...................... Andrew told me he was 
resigning. 

5 Fortunately Sue and I ..................... so we hardly ever disagree about anything. 

5 
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International marketing 

El Match a word from box A with a word from box B to complete the sentences
below. 

A 

competitive segmentation 
product retention 
marketing portfolio 
market strategy 
customer identity 
brand advantage 

1 In order to secure a ... �p�-w�tifiy� ...... q.�.Y.'?. �tc?.9.� ... , companies will try to 
make their products and services stand out from their competitors'. 

2 The company's aggressive ..................... ..................... targets numerous trade 
fairs around the world. 

3 The CEO described industrial services as one of the three main growth drivers for 
Siemens, alongside its green ..................... ..................... and sales in emerging 
markets such as China, India, Brazil and the Middle East. 

4 A survey by a German car magazine showed that customers were worried that mass 
market carmaker VW could damage the Porsche ..................... ..................... . 

5 By' ..................... .................... .', we mean the process of defining and 
subdividing a large homogeneous market into clearly identifiable segments having 
similar needs, wants or characteristics. 

6 The key to success is not in just securing the first order, but in fixing problems 
and offering new services. So we reward our sales staff for .................... . 
. . . . . . . . . . . . . . . . . . . . . rather than just for the initial sale. 

II Complete each space in the article with the best word (a, b, cord).

To create the right marketing ..... !:>'.l.i.� .... 1, businesses have to meet a number of 
conditions. 

First of all, the product has to have the right.. ................... 2• For example, it must look 
good and work well. Secondly, the ..................... 3 must be right. If you hope to make a 
good profit, you want consumers to buy in large numbers. 

Then, the goods must be in the right place at the right time, so you have to make sure 
that the goods arrive when and where they are wanted. To this end, accessing the right 

••••••••••••••••••••• 

4 channels is crucial. 

Finally, the ..................... 5 group needs to be made aware of the existence and 
availability of the product through ..................... 6• So you need to decide where and 
when you can get across your marketing messages to your target market. Besides, you 
also need to ask yourself how you will reach your ..................... 7• For example, you
can get your marketing ..................... 8 across by advertising in the press, on TV, on the 
Internet or on billboards. 
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UNI T2 ►► INTERNATIONAL MARKETING 

1 a) strategy b) plan c) mix d) profile
2 a) portfolio b) features c) extension d) base
3 a) retail b) identity c) wholesale d) price
4 a) distribution b) exporter c) survey d) focus
5 a) USP b) target c) SWOT d) wholesaler
6 a) discount b) sample c) promotion d) questionnaire
7 a) profile b) audience c) strategy d) retailer
8 a) plans b) offers c) samples d) messages

El The words in each of the noun phrases below are in the wrong order. 

II 

Write the phrases in their correct form. 

1 report confidential marketing highly h.i.5).�ly.f�.,:,.ti�.�.,:,.ti�J. �.<?.r.�.'?.ti.0.9. _rE?pc,r:t.

2 balance improving sheet steadily ..................................................................... . 

3 research market ambitious programme ............................................................. . 

4 relations new department public ..................................................................... . 

5 figures impressive profit extremely .................................................................. . 

6 operations rapidly overseas expanding ............................................................. . 

Find the word which can make a compound or a collocation with both words 
on the left and both words on the right, as in the example. The number of 
dashes corresponds to the number of missing letters. 

L] ta,get mfH:��t m f?.t�€.t segmentation 
youth share 

L] nkhe m m campaign 
-------- -------- budget global 

rJ fa;, fair 
world deficit 

[::] o"tdoo, a
----------

a
----------

campaign 
Internet agency 

[] pcem;"m b b image 
leading name 

[:Jw s s figures 
overseas department 

9 
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Building relationships 

II Study how Speaker B responds to what Speaker A says. Focus on the
words in italics.

A: What do you think damaged our relations with Oxaco? 

B: Well, I'd say communication problems certainly soured them a bit. 
Speaker B doesn't repeat the same verb as Speaker A but instead uses 
a verb with a very similar meaning. 

Now take Speaker B's part. Use the correct form of a verb from the box. 

foster restore sever undermine strengthen build up 

1 A: Their firm has developed considerably. 

B: Yeah. They've certainly managed to ..................... a good business over the 
years. 

2 A: Getting rid of those trade barriers should cement the friendship between our 
countries. 

B: Absolutely. There's nothing like trade to ..................... relations. 
3 A: It's good to hear that they're thinking of resuming diplomatic relations, isn't it? 

B: Yes. That's great. ..................... relations is probably the best decision. 

4 A: The key question is, how can we encourage cooperation between our 
organisations? 

B: Definitely. We need to find ways to ..................... cooperation. 

5 A: I'm afraid lack of communication is now jeopardising our relations. 
B: I agree. I think it's really ..................... future cooperation. 

6 A: I hear Riel Engineering has broken off relations with its main distributor. 

B: To be honest, I wonder what took them so long to ..................... relations 
with such an unreliable distributor. 

m Complete each sentence with the best word (a, b or c).

1 To do business with someone, first you should try to .... �.f!.':>. � ! i �h ....
a rapport . 
a) improve b)� c) promote

2 Their repeated interventions ..................... the whole meeting. 
a) corrupted b) broke off c) disrupted

3 Japan is trying to ..................... a much warmer relationship with China. 

a) cut off b) improve c) cultivate
4 China's desire to ..................... a solid relationship with the US has been the anchor 

of its foreign policy for several decades. 
a) maintain b) undermine c) strain

5 Thanks to its sponsorship of various cultural events, the company .................... . 
very good relations with the local community. 
a) resumes b) enjoys c) improves

6 With a view to fostering economic prosperity, the European Union has launched an 
initiative to ..................... closer relations with a number of ex-Soviet states. 
a) establish b) disrupt c) damage
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12 Mergers & acquisitions 

78 

1 stake retail alliance 

2 earnings merger confirm 

3 manage advantage profit 

4 buyout ambitious hostile 

5 retailer create payment 

6 loan perform board 

79 

1 The next meeting won't be until March. 

2 It'll boost our presence in Asia. 

takeover 

disappear 
engaged 

acquire 
foreign 
launch 

3 Analysts are forecasting that their broadband 

business will have signed up 50,000 new customers 
by the end of the year. 

4 There are rumours that the French are about to ask for 

EU funds to bolster their ailing car industry. 

5 Is it true they're going to sign a new agreement? 

6 Sandra won' t have time to come to the board meeting. 

7 We expect this programme to take off in March or 

April when project offices will have been established. 

80 

1 We'll do it for you. 

2 Nikola's going to resign. 

3 They won't be able to sell it. 

4 They're about to sell their stake. 

5 We're going to make a huge profit. 
6 They'll have beaten the competition. 

7 We aren't going to change our policy. 

8 They won't have finished until next Monday. 

81 

Column 1: company; management; suitable; takeover; 
shareholders 

Column 2: advantage; alliance; objectives; position; 
successful 

82 

14 53% 3,456 

40 2/3 €567,096 
7.52 211 £123M 

83 

Orion Technology Partners yesterday announced plans to 
buy Rowland Consulting, a rival pan-European e-business 

consultancy, for $640m in cash and shares. 
A windfall of $27m in cash will be shared by Rowland's 

19 partners, who founded the Vienna-based business in 
1999. The remaining payment comes in the form of about 
6.8m shares and options for shares. Rowland's partner 
group is expected to receive 3.1m options vested over 

three years, while its employees will get 1.1m options 

vested over two years. 

84 

I'd like to begin by looking at our financial results. 
Our interim results are solid and our global growth 
programme is moving ahead. As you can see from this 

table, gross turnover for the six months ended 30 June 

was £407m against 31 lm last year, and profit before 
interest and tax was £72m against 57m last year, that is to 
say up 31 % and 26% respectively over the corresponding 

previous period. Basic and fully diluted earnings per 
share were 2.9p against 1.8p in the previous period. 

85 

Moving on to the area of growth, I am very pleased with 
the progress we are making in forging a new corporate 

culture worldwide, particularly in Europe and North 

Africa. 

First, in Europe, we completed the acquisition of 

GenElex's 24.6% interest in the Gyula power station 

in Hungary. This purchase increases Astral Power's 
ownership in Gyula to 93.7%, and strengthens our 
position as one of Central and Eastern Europe's leading 

independent power generators. 

Secondly, in Morocco, we acquired EnerJebel at a cost of 
£Sm, while Essaouira, in which we have 35% ownership 

interest, is studying new opportunities arising from 

mergers and other changes in the market. 

I'd now like to turn to the outlook. We expect that trading 

in the next quarter will be similar to the pattern reflected 
in the interim results for the period ending 30 June. 

In addition, we continue to anticipate a step-up in 

turnover and earnings next year, particularly as a result of 

new successful acquisitions. 
As you all know, we remain committed to delivering 

shareholder value and maintaining the highest standards 

of professionalism. 
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